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Rough Proofs 


With all the ads the magazines 
are running in the newspapers, 
along with those of sponsors plug- 
ging their radio shows, the dailies 
can’t be blamed for pulling their 
punches now and then. 


i a 
A hero returned from the wars 
left a gal waiting at the church 
right around the corner from the 
Reno divorce court. Fortunately 
for all concerned, she still had title 
to one husband. 


7s | =F 

The Minreapolis Sunday Trib- 
une comes up with a readership 
study which shows that three times 
as many men and boys saw a 
fetching number in an underwear 
ad as women. Hard to under- 
stand, ain’t it? 

vv¥egy 

Maybe the brassiere and girdle 
manufacturers ought to make sure 
of getting feminine attention for 
their ads by illustrating them with 
a beautiful hunk of man. 

7 =. 

Time, Inc., is going in for re- 
search in a big way, and advertis- 
ers and agencies will be hopefully 
awaiting a report on a new and 
effective method of stretching 
paper and type. 

+. | 

Re Rough Proofs’ suggestion that 
strikes should be confined to base- 
ball games, O. J. Willoughby comes 
up with the thought that the 
Brunswick, Balke people have a 
good idea too. 


— on 
Robert P. Long reports the 
touching tribute of an advertising 
man to a great and honored name. 
The family cat presented him with 
four kittens, and he named them 
Batten, Barton, Durstine and Os- 
born. 
YY = © 
Since Bing Crosby decided he 
didn’t want to be a cheese sales- 
man any longer, he’s had thirty- 
five offers from other sponsors. 
There’s a boy with a future. 


*, vv ¥ 

The advertisers who are build- 
ing audiences with Bing Crosby 
records have an uneasy feeling 
that Bing will be around a little 
later on with a bill. 

~ | @ 

Wellman Advertising Agency 
has resigned the account of Chunk- 
E-Nut Products Company. Prob- 
ably had difficulty making up a 
jingle with the proper rhyme. 


+ = FV 
“Are Elks human?” asks the ad. 
Most of the time, especially 


when the name is spelled with a 
capital letter. 
-_ Se 
Henry Kaiser has been called a 
great production man, and after 
seeing the neatness and dispatch 
with which he handled the CIO 
situation, maybe he ought to be 
called a great salesman too. 
. ee 
Rough Proofs is now starting its 
seventeenth year, under the same 
ownership and management. You 
may not think it’s the greatest 
column in the field, but you’ll have 
to admit it’s the oldest. 


Copy Cus. 


The House of Seagram 
Congratulates Ray Milland 
on His Magnificent Performance in 
“The Lost Weekend” 


THE HOUSE OF SEAGRAM 
Fue Whishita Gace #7 


nm Ppecaton tip: Rkp. Ne Vo 


SALUTES FILM—This is one of the news- 

paper ads Seagram-Distillers will use to 

pay tribute to the Paramount film depict- 

ing a confirmed alcoholic, and to re- 

mind the public of its claim that "Some 

men should not drink.” Warwick & Leg- 
ler, New York, is the agency. 


‘Moderation’ Ads 
by Seagram Salute 
‘Lost Weekend’ 


New York, Jan. 9.— Seagram- 
Distillers Corporation has “stolen 
the thunder” from the Prohibition- 
ists and set the liquor industry 
humming with controversy over its 
announcement that it will use 
newspaper advertisements in all 
cities where Paramount Pictures 
shows “The Lost Weekend” —a 
merciless documentary of a dipso- 
maniac—to pay tribute to the film. 

Since publication of the book 
by Farrar & Rinehart in January, 
1944, Charles Jackson’s “The Lost 
Weekend” has been a thorn in the 
side of the liquor industry because 
of its interpretation by many 
people as an anti-liquor document. 
It chronicles a weekend drinking 
bout by a confirmed alcoholic in 
realistic and sordid detail. 


Brought Pressure to Bear 

When the screen rights were 
bought by Paramount in June, 
1944, this alarm was intensified 
and almost all segments of the 
liquor industry brought consider- 
able pressure to bear upon the 
company in an attempt either to 
prevent its screening or to make 
certain that the screen version 
showed that the film portrayed a 
special, psychopathic case and not 
an average drinker. 

Paramount, however, followed 
the book rigorously, with the re- 
sult that most critical comment 

(Continued on Page 62) 


Debonair Dudley 
Of course, ‘You Ought 
to Know, Page 47. 
Other features: 


Ad-libbing ........ se 
Admen Coming, Back.. . 40 
Business Paper Figures. . . §2 
Editorials ....... - . 
Getting Personal . ae a 
Information for Advertisers ~ 
In Washington ....... . 24 
Obituaries .... 2 5a 
Photographic Review __. ee 


Private Lines _ 
Rough Proofs... .. otha ve pee 
Voice of the Advertiser. eo 


NAB Study Blasts 


at Newspaper and 
Magazine Ad Costs 


Both Cost Half as 
Much Again as Radio, 
Media Mea Are Told 


New York, Jan. 10.—The latest 
act in the thrilling drama entitled 
“Which Medium Is the Best Ad- 
vertising Buy?” was played here 
last night befcre the Media Men’s 
Association of New York by 
Charles H. Smith, market research 
counsel for CBS, who presented 
a study of media costs prepared 
by the National Association of 
Broadcasters, NBC and CBS. 

Advertisers can reach 1,000 
families by radio for 55% less cost 
than through magazines, 36% less 
than through four leading wom- 
en’s magazines, and 65% less than 
through four national weekly 
magazines, the study, titled “How 
Much for How Many?” declared. 


Refutes AANR Study 


Mr. Smith emphasized that cost 
of the three media is the only fac- 
tor considered in the study, but 
did not bother to emphasize what 
was apparent to all—that the 
radio study is designed as a direct 
answer to “Daily Newspapers and 
Chain Radio as National Media,” 
a study released last year by the 
American Association of Newspa- 
per Representatives, in which 
newspapers were given a wide 
edge on costs. 

Taking the circulation of one 
network for a radio circulation 

(Continued on Page 63) 


ERIOT GARDEN FRESH FOOD THE TEAR ROGND WITH THIS 


New COLDSPOT Freezer 


V2 cable foot size. . 
Frowxes ond stores 
va te 500 pounds 


bag 


SIMU MKS Good he tree 


CRANE Serene 6% BN Sagas jeoestutn tnaone he 
Sears, Roebuck and Co, Philadsiphia 32, Pa 


CATALOG ITEM—Sears, Roebuck & 

Co. makes a bid for its share of the 

home and farm freezer business with 

this page in the freezer section of the 

company's new spring-and-summer gen- 
eral catalog. - 


Raleigh Cigarets 
Picks Ted Bates 
for Newspapers 


Louisville, Jan. 9.——Brown & 
Williamson Tobacco Corporation 
on Feb. 1 is moving all newspaper 
advertising for Raleigh cigarets 
to Ted Bates, Inc., New York. The 
account has been divided between 
Russel M. Seeds Company, Chi- 
cago, and Batten, Barton, Durstine 
& Osborn, New York, with each 
agency placing 
dailies with different themes. 

During 1945, the Seeds agency 
handled the Raleigh newspaper 
series, asking consumers “Does 
your cigaret taste different 
lately?” BBDO placed the “Mind 
Your P’s and Q’s” series and a 
campaign in The American 

(Continued on Page 63) 


campaigns in| 


Last Minute News Flashes 


Ads Promote G-E Automatic Home Heating 

Bloomfield, N. J., Jan. 11.—The air conditioning department of 
General Electric Company has scheduled full pages in The Saturday 
Evening Post and Time and half pages in American Home, Better 
Homes & Gardens, Collier’s, House Beautiful and Sunset for a year- 
long campaign promoting “G-E’s 5 kinds of automatic home heating.” 
Newell-Emmett Company, New York, is the agency. 


Sewanee Shoe Division Appoints R&R 

Nashville, Tenn., Jan. 11—Sewanee Shoe Company, division of Gen- 
eral Shoe Corporation, manufacturer of Fortunets, casual and dress 
shoes for women, has appointed Ruthrauff & Ryan, Chicago, to handle 


its advertising. 


Extends Promotion for Bantam Books 

New York, Jan. 11.—Bantam Books, Inc., will expand its adver- 
tising program (AA, Jan. 7) to include full pages in four colors in 
The American Weekly, New York Times Magazine and This Week 
Magazine. Sussman & Sugar, Inc., is the agency. 


Amoco Sponsors ‘Professor Quiz’ on ABC 

Baltimore, Md., Jan. 11—American Oil Company, out of network 
radio for some years, returns Jan. 24 with “Professor Quiz” on the 
American Broadcasting Company. The program will be aired Thurs- 


days, 7:30 to 8 p.m., EST, for Amoco gasoline and oil. 


Joseph Katz Company. 


Agency is 


Monitor Starts Drive for Home Appliances 

New York, Jan. 11.—Monitor Equipment Corporation starts its 1946 
campaign for home appliances in the Jan. 22 Look with a color spread 
featuring “The boy in the 7-league boots,” the painting which in- 
spired the Monitor trademark. Plans are to use Collier’s and The 
Saturday Evening Post alternately, with the business paper drive to 
start in March. Buchanan & Co. is the agency. 


Speed Products Appoints Charles Dallas Reach 
New York, Jan. 11—Speed Products, Long Island City, manufac- 
turer of staples, has appointed Charles Dallas Reach Company, New- 
ark and New York, to handle a magazine advertising campaign begin- 
ning in February issues of Nation’s Business, Newsweek, The Saturday 
Evening Post and a long list of business papers. 
(Additional News Flashes on Page 6) 


Would-Be Buyers 
Swamp Furniture, 


Merchandise Marts 


Consumer Opinions 
Given in Survey; 
Rau Gets $25,000 


BY ROBERT MURRAY JR. 
(Picture on Page 67) 

Chicago, Jan. 10.—Agreement 
could probably be reached among 
the 15,000 buyers here for this 
and next week’s winter furniture 
show that the enormous exhibi- 
tion in the American Furniture 
Mart and Merchandise Mart might 
better be called a furniture-ap- 
pliance-floor covering-baby buggy- 
doodad show. Not even the kit- 
chen sink is missing. 

The buyers, who have come 
from Sweden, South Africa, New 
Zealand and points between, and 
are guests at nighttime at the 
stockyards and leading funeral 
homes as well as in crowded Loop 
hotels, might also agree that, so 
far as the new products are con- 
cerned, the long-expected, miracu- 
lous postwar world has arrived 
with all the roar of a pin dropping. 


Stress Durability, Comfort 


The show developed these high- 
lights: 

The National Retail Furniture 
Association revealed results of a 
year-long survey on consumers’ 
attitudes toward furniture, in 
which durability and comfort are 
shown to rate much higher than 
style or price, although more than 
two thirds of those expressing an 
opinion said that furniture prices 
are too high; 

The association rewarded Ros- 
coe R. Rau, executive vice-presi- 
dent, for his wartime services, to 
the tune of $25,000 in war bonds; 


Heavy Promotion Planned 


Simmons Company displayed its 
new electronic blanket and re- 
vealed that it will plank down as 
much money this year to promote 
the blanket as it will on its 
Beautyrest inner-spring mattress, 
main-spring of Simmons since 
1925; 

Tomlinson of High Point, Inc., 
one of the half dozen furniture 
makers in the $5,000,000 sales 
bracket, displayed new lines and 
announced its ad budget this year 


Radio to Plug 


‘Secret’ Sole 


Akron, O., Jan. 10.—Goodyear 
Tire & Rubber Company will use 
chain breaks over 60 radio sta- 
tions, five times a week, to pro- - 
mote Neolite shoe soles in 1946. 
Four-color, full-page ads in Life, 
and two-color half pages in the 
same magazine, plus a long list 
of business papers, will also be 
used. 

Neolite is described as a “non- 
rubber, non-leather, non-plastic 
and non-fiber product,” but just 
what it is or from what it is made 
is said to be a deep, dark Good- 
year secret. 

Compton Advertising, New York, 


has the account. 
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will be two and a half times 
greater than its record '45 budget; 

Better Homes & Gardens’ setup 
of the efficiency “assembly-line” 
kitchen it designed and described 
in its October issue attracted large 
crowds. Model kitchens were also 
shown by Hardwick Stove Com- 
pany, American Central Mfg. Com- 
pany, Edison General Electric 
(Hotpoint) Appliance Company, 
Armstrong Cork Company and 
others. 


Many Lack Goods 


Buyers wandering from floor to 
floor in the marts have been able 
to buy occasional furniture, chil- 
dren’s goods and some other items, 
but makers of case goods, fur- 
nishings and the major appliances 
have next to nothing to offer. 

Leo J. Heer, vice-president of 
the association, speaking at the 
Furniture Mart’s annual press club 
luncheon Monday, predicted 1946 
furniture production will be about 
40% higher than last year. He 
said bedding manufacturers are 
making 25% more mattresses than 
in ’40 and floor covering makers 


are approaching 50% of normal 
output. Lawrence Whiting, Fur- 
niture Mart president, predicted 
that °46 will be a “good year,” 
with dollar volume equaling the 
’41 volume although the number 
of units sold will not equal that 
of ’41. 


Show Hand-Made Models 


The two floors at the Furniture 
Mart jampacked with 130 major 
appliance makers’ postwar items, 
and the appliance showings at the 
Merchandise Mart, are attracting 
thousands of buyers, practically 
none of whom are getting into 
dealership organizations while 
here. The showing is particularly 
interesting when it is recalled that 
last year OPA officials policed the 
show to make sure that none of 
the appliance makers exhibited 
new models. Although the order 
restricting such showings has long 
since expired, an unusually large 
number of freezers, washers and 
other items shown are, as Sales- 
men carefully explain, only hand- 
wrought modeis. 

One of the largest showings is 


that of Philco, whose new products 
include several sizes of open-top 
home freezers and one record 
player that automatically fits rec- 
ords on the turntable and sets the 
needle in place for playing. Wes- 
tinghouse’s upright freezers are 
shown to have front-opening doors. 
Admiral Corporation’s radios and 
Dual-Temp refrigerators bear 
price tags—an exception in these 
fields. Eureka is showing its waste 
disposal unit for the first time. 
The Hotpoint Disposall unit has 
also been placed on display in the 
company’s new Merchandise Mart 
space, as has Hotpoint’s four- 
cubic-foot freezer, which will not 
go into production until late this 
year. 


Won’t Advertise Washers 


Spokesmen for Appliance Mfg. 
Company, Alliance, O., said the 
company’s Duchess washers dis- 
played would not be advertised. 
The company will also manufac- 
ture the Crosley and Firestone 
washers. Representatives of the 
Dexter Company, Fairfield, Ia., 
which has purchased the Haag 


v 
I 


Brothers Company of Peoria, II1., 
maker of Haag washers, will make 
only Dexter washers, and pos- 
sibly will launch a consumer ad 
campaign later this year through 
Weston-Barnett, Inc., Waterloo, Ia. 

Simmons’ advertising for its 
Electronic blanket opens with a 
full-color page in Life this week 
and another in The Saturday Eve- 
ning Post later this month. Full- 
color spreads will be used in the 
two magazines next September, 
followed by full-color page ads, 
once a month from October 
through December, in American 
Home, Better Homes & Gardens, 
Life and the SEP. All will men- 
tion Beautyrest. The drive will 
equal that for the mattress. Geyer, 
Cornell & Newell, New York, 
handles the blanket advertising, 
and Young & Rubicam the other 
Simmons advertising. 


Sells at $39.50 


The Simmons blanket offers an 
interesting comparison with that 
which General Electric is dis- 
playing. The latter blanket is said 
to be composed of 50% wool, com- 


The economic development of Latin America during 
} the recent war years has been paralleled by tremen- 
dous expansion in the construction fields. Handi- 
capped by the unavailability of construction equip- 
ment and |uilding materials, total expenditures for 
construction in the other Americas, as a whole, has 


nevertheless surpassed 


prewar activities. With an 


accumulated credit balance to purchase machinery 
and construction materials, Latin America is in an ad- 
vantageous position to enter an unprecedented period 


of construction in highways and railways, industrial 
plants, communication facilities, power plants, rehabili- 


tation of existing facilities, etc. 


The Latin Americans 


are now in the most favorable position in their whole 


history to promote public service enterprise. 


Public 


works programs, irrigation, sanitation facilities, etc., 
are planned in all Latin American countries as an 
essential step towards improving the status of indi- 
vidual countries as consuming markets and productive 


systems. 


Let your advertising in INGENIERIA INTERNACIONAL 
CONSTRUCCION, published monthly in Spanish, build 
recognition and acceptance for your company and 
create a demand for your products. . .. Let your con- 
densed catalog in the CONSTRUCCION edition of the 
Latin American Buyers Guide (published annually in 
Spanish) supply the buyer with the data he needs 
when he is ready to buy—then you have taken two 
important steps along the road to a sale in the Latin 
American Construction Market. 
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pared with Simmons’ 75% wool 
blanket. G-E’s blanket heat con- 
trol is operated by six thermo- 
stats, advertised as offering dif- 
ferent heats for husband and wife. 
Simmons’ blanket has no thermo- 
stats, and contains about 200 feet 
of wires said to keep the blanket 
at an even temperature regardless 
of room, body or other tempera- 
ture changes during the night. It 
will be sold direct through dealers 
for $39.50. 

The NRFA’s survey, undertaken 
cooperatively with the Southern 
Furniture Manufacturers Associa- 
tion and National Association of 
Furniture Manufacturers, was sub- 
mitted by the research advisory 
committee headed by Charles R. 
Sligh Jr. House & Garden con- 
tributed $25,000 to its cost. Sum- 
marizing the results, the committee 
observes, in part, that national 
advertising by furniture manu- 
facturers “has been a very in- 
significant factor” in industry pro- 
motion. 


Depend on Retailers 


“With a few rare exceptions, 
the advertising and promotion of 
furniture have been left wholly 
to the retailer. This situation con- 
trasts sharply with that of almost 
every other consumer durable 
goods industry. 

“Notwithstanding the difficulties 
to be overcome in planning a long- 
range coordinated program of pro- 
motion for the furniture industry, 
due to the industry’s widely di- 
versified interests, it is generally 
felt that an effort should be made 
to capitalize upon the favorable 
foundation in consumer relations 
reflected in the consumer survey 
portion of this study.” 

The survey shows that “furni- 
ture ranks first among those things 
for which major expenditures are 
planned during the next two years 
by consumers in the under-25 age 
bracket. . . Appliances rank higher 
on the primary want list of buyers 
in all other age groups” and auto- 
mobiles rank third. The figures 
show 39.1% want appliances, 36% 
want furniture and 29.5% want 
automobiles most. More than a 
third revealed plans for major 
furniture expenditures in the next 
two years. 

The NFRA elected Joseph J. 
Kaufman, Tacoma, Wash., presi- 
dent, succeeding Edward B. Span- 
genberg, Buffalo, N. Y. Reelected 
were Mr. Rau; Jergen Peterson, 
treasurer, and Mr. Heer. 


ABC Appoints Two 


Read Wight, formerly in the 
radio department of William Mor- 
ris Agency, New York, and How- 
ard St. John of the sales depart- 
ment of American Broadcasting 
Company, have been named to the 
creative sales department and as 
an account executive for ABC, 
respectively. 


Paper is scarce and valuable 
... avoid hoarding and waste. 


Conilined 
PH 


Coated Vee 


THE MARTIN CANTINE COMPANY 


SAUGERTIES, N. Y. 
Specialists in Coated Papers since 1888 


On 
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gives its perspective 


~ INST 


7, LOSE range examination of insti- 


tutional operations during the war 


years made it obvious that hotels, schools, restaurants 
and many other types of institutions were functioning 
under extreme difficulties. Greatly increased usage of 
the limited available housing and feeding facilities, 
extraordinary material and manpower shortages and 
numerous other factors contributed to these wartime 
problems. 

"Because of the undue strain to which institutions in 
general have been subjected, it is inevitable that build- 
ing expansion and remodeling, replacement of present 
worn out and obsolete equipment and all the various 


phases of refurnishing and rehabilitation will be on a 


for Service items 


...a market 
of tremendous proportions 
and opportunities... 
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‘farly production Seen| O"eftects Achieved | mer 


33 


large-scale basis. On these operations, we were very 
much interested in INSTITUTIONS Magazine's survey, 
indicating that a huge expenditure in excess of ten 
billion dollars is planned for the immediate or early 
future. 

"From the advertising agency's standpoint this in- 
dicates a market of tremendous proportions and 
opportunities for every client whose products may be 
applicable to this field of mass housing and mass 
feeding.” 

In the preceding remarks, Mrs. Hirst and Mr. Edsall 
of James Thomas Chirurg Company, New York and 
Boston Advertising Agency, have expressed their views 


of the institutional market and the possibilities it offers 


ecords Analyzed 
Ee Mer Institutions 


of Food 


—) 


This Post? 


P.... above, Mrs. H. T. Hirst, Media Director and 
Richard L. Edsall, Vice President in Charge of Research of James Thomas 


@ RESTAURANTS 
@ PUBLIC INSTITUTIONS @ PUBLIC BUILDINGS 
@ YMCA's and YWCA’'s @ OTHER INSTITUTIONS 


As wartime mass-feeding and mass-housing projects are discontinued the 
circulation now devoted to this coverage will be devoted to clubs, office 
buildings and foreign institutions. 


Chirurg Company, New York and Boston Advertising Agency, who in the ac- 
companying statement discuss possibilities for manufacturers in the ten billion 


dollar institutional market. 


manufacturers of products for this field. 

This mass consumer market which they describe as 
“of tremendous proportions and opportunities” is 
served, in all its phases, through INSTITUTIONS 
Magazine. No other publication reaches all kinds of 
institutions simultaneously. To manufacturers and to 
their advertising agencies, INSTITUTIONS Magazine 
offers the most practical, most effective, most eco- 
nomical means of reaching all related divisions of this 
ten billion dollar market. 

For details, write to INSTITUTIONS Magazine, 1900 


Prairie Avenue, Chicago 16, Illinois, or 


Consult Your Advertising Agency 


Each month INSTITUTIONS Magazine reaches the following big consumers 
which make up the Institutional Market: 


@ HOTELS @ INDUSTRIAL CAFETERIAS 
@ HOSPITALS @ COLLEGES 
e@ SCHOOLS @ RAILWAY SYSTEMS 


@ STEAMSHIP LINES 


SEE IMPORTANT ANNOUNCEMENT ON INSTITUTIONS MAGAZINE CATALOG DIRECTORY IN DECEMBER 31, 1945 ISSUE OF ADVERTISING AGE 
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Bigelow Plans 
Largest Campaign 


for Coming Year 


New York, Jan. 10.—Bigelow- 
Sanford Carpet Company has an- 
nounced the largest advertising 
campaign in its history to keep 
pace with increased production 
for 1946. The manufacturer states 
that “in the 15 years from 1930 
to 1945 Bigelow placed as much 


advertising as all of the other rug 
manufacturers combined.” 
According to figures compiled 
by Media Records for the Bureau 
of Advertising, Bigelow-Sanford 
spent approximately $138,000 in 
advertising in 1934, whereas Alex- 
ander Smith & Sons, one of Bige- 
low’s principal competitors, spent 
approximately $98,980 during the 
same period. In the prewar year 
of 1941 the same source credits 
Bigelow-Sanford with total ad- 
vertising expenditures of $256,730 


and Alexander Smith with $277,- 
600. 

Neweli-Emmett Company, New 
York, is the agency. 


Alcoa Steamship Names 


Roberts Ad Manager 


Alcoa Steamship Company, New 
York, which recently announced 
its shipbuilding program for 1946, 
has appointed Edmund P. Roberts 
as advertising and publicity man- 
ager. Mr. Roberts told ADVERTISING 
AGE that a continuing advertising 


campaign for Alcoa probably 
would not be scheduled until the 
end of the year. 

Prior to joining the Army in Oc- 
tober, 1942, where he served as a 
captain with the chemical war- 
fare service, Mr. Roberts spent 13 
years with the Cunard White Star 
Line. When he left Cunard, he was 
acting: advertising and publicity 
manager. 


Zeller Joins Agency 


Charles H. Zeller Jr. has been 
named radio director of Guenther- 
Bradford & Co., Chicago agency. 


AND DON’T FORGET YOUR 


Advertising Offices: Philadelphia, 230W. Washington Sq. 


Pathfinde 


FAMILY NEWS WEEKLY FOR MAIN STREET, 


GRAHAM PATTERSON, Publisher 


are to be kept at peak. 


by advertisers. 


the coming year. 


U. S. A. 


© New York, 420 Lexington Ave. * Chicago, 180 North Michigan Ave. 


Good advice for a salesman, because the im- 
portance of the smaller places is marked. 
17,000 small cities and towns under 25,000, 
where nearly half of the nation’s consumer 
goods are bought, can’t be overlooked if sales 


And when you plan your advertising, the 
same advice is well taken. Don’t forget the 
Main Street calls. PATHFINDER, fast growing 
family news weekly edited for the smaller 
places, is a direct route to this rich market. 
Edited for thoughtful influential people, no 
magazine has more influence with its sub- 
scribers, many of whom are merchants on 
Main Street. They are quick to note and ap- 
preciate the special attention given this market 


With a million circulation guaranteed by 
December first, 1946, bonus circulation is 
well in advance of established advertising 
rates. Any way you look at it PATHFINDER 
is one of the outstanding advertising buys of 


© Detroit, General Motors Bidg. 


eg 


= = eee! 


Advertising Age, January 14, 1946 


Printers’ Strike 
Halts Cleveland’‘s 
Three Newspapers 


Cleveland, Jan. 10.—A strike by 
AF of L pressmen for a $14.64 
weekly wage increase has _ shut 
down all three Cleveland news- 
papers. The afternoon News and 
Press have not published since 
Friday and the morning Plain 
Dealer has not come out since Sat- 
urday. 

The newspapers’ offer of a 
$10.86 increase and offer to sub- 
mit the dispute to an arbitrator 
have been flatly rejected by the 
pressmen. T. W. Robertson, fed- 
eral conciliator, is attempting to 
get the 175 strikers and newspaper 
officials to resume negotiations. 

It is the first strike in the papers’ 
history. They are maintaining full 
staffs in other departments during 
the strike, but have not indicated 
that they will try to publish before 
the dispute is settled. 


‘DROVERS JOURNAL’ HIT 
Chicago, Jan. 9.—The Chicage 
Daily Drovers Journal resumed 
publication today after a five-day 
tie-up caused by a jurisdictional 
dispute among its printing plant 
unions. Mailers Union members 
struck on the grounds that other 
unions were granted jobs subject 
to Mailers Union jurisdiction. 
The daily’s spokesmen said to- 
day the strike was settled by a 
compromise agreement. 


Ingram Leaves 
Bristol-Myers to 


Join Fair Trade 


New York, Jan. 9.—Robert J. 
Ingram has resigned as sales pro- 
motion manager of Bristol-Myers 
Company to become executive 
vice-president of Fair Trade Mer- 
chandising and its affiliate, Drug 
Sales Builders, Inc. 

In his new position, Mr. Ingram 
will work towards integrating 
merchandising efforts of drug ad- 


vertisers and retail druggists us- . 


ing the Fair Trade Merchandising 
point-of-sale promotional  pro- 
gram. 

Mr. Ingram began his career in 
the advertising display depart- 
ment of Colgate & Co., and after 
10 years left that organization to 
join Bristol-Myers in 1928. He 
has specialized in merchandising 
and point-of-sale display, and has 
spoken and written in the adver- 
tising, marketing, sales, retail and 
wholesale drug fields. 


Magazine Changes Name 


Effective with the December is- 
sue, Curtain and Drapery Buyer 
changed its name to the Curtain 
and Drapery Department Maga- 
zine, and appeared in an enlarged 
format of 108 pages. David K. 
Kiel, formerly with American 
Paint Technology Publications, is 
the new managing editor, as well 
as of Upholstering. C. J. Potter 
is editor and manager of the re- 
vised publication. Both papers are 
published by Hall Publishing Com- 
pany, New York. 


Plastics Wold 


Case History... 


Advertiser: Machinery Manufacturer 
Space: 1/9 Page. 


Results: 17 Units, at $300 each, SOLD. 
All other media produced onl 
16 sales at 7 times the cost. 


Do a real selling job by pee your 
advertising dollars to work. 


CLEWORTH PUBLISHING CQ, lm. 


551 Fifth Avenue, New York 17, N. 
Chicago @ Los Angeles @ San Francisco 
Also Publishers of The PLASTICS BUYER 

The PLASTICS NEWS LETTER 
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Modern Industry 


Lunch “lable 
TOPICS 


Selected from January 15th, 


For — men concerned with making and 
marketing better products at lower cost. 


Henry Ralph, presents the 
highlights of those which 
are most important to in- 
dustry and industrial man- 
agers. » » Any of them may 
be called up for action at 
any time. » » All bills in the 
list bear their current (19th 
Congress) numbers ‘“S” 
meaning Senate bill, and 
“H” meaning House bill. 
» » The name of the intro- 
ducer is given, the date of 


1946 


New Approach ‘“Get-the-facts- 
first” is the attitude of designers 
who go beneath the surface for 
products whose desirable qualities 
are more than skin deep. » » Eye- 
appeal, overplayed in many pre- 
dictions and plans for postwar 
models, is moving from first to last 
place among points to consider in 
creating new or improved designs. 
» » Several case studies in fact- 
finding as applied to product de- 
sign and development of new prod- 
ucts are revealed for the first time 
on page 34 in a story by MI’s Tech- 
nical Editor, Bill Blank, called, 
“Getting More Facts, Less Fancy 


in PRODUCT DESIGNS.” » » Ina 
fine series of drawings prepared by 
a leading design firm the step-by- 
step fact-finding which entered in- 
to the redesign of a key-punch unit 
and also a dry cleaner are shown. 
» » In a delightful fantasy, this 
fact-finding technique is humor- 
ously detailed in a spread of draw- 
ings titled, “Suppose you made 
umbrellas.” » » And this imagina- 
tive flight serves to illustrate the 
new approach beautifully. » » 
“Get-the-facts-first” leads not only 
to basic improvements in existing 
models, but also becomes a prac- 
tical source of ideas for brand-new 
products. » » 


On Guard Hundreds of bills vitally 
affecting industry are pending be- 
fore the Congress. » » Some of them 
may be called up for action very 
soon. » » Others may lie dormant 
for months and then suddenly re- 
ceive serious consideration, much 
to the consternation of unwary 
businessmen. » » During 1945 more 
than 5,000 bills were introduced in 
the House and more than 1,700 in 
the Senate. » » Only 200 of these 
became laws. » » The rest are all 
pending in various stages of con- 
sideration or dormancy. » » On 
page 172, MI’s Washington Editor, 


Tear Sheets of Any of These Articles 
from the January 15th issue of Mod- 
ern Industry Cheerfully Sent on Request 


(] Tightening Grip on Inventories....45 
Improved inventory control can 
add to profits for every plant, 
large or small. Top-notch com- 
panies reveal systems that get 
seven vital advantages. 

C) British Export Plans Mean 

Competition 

Every U. S. manufacturer—regard- 

less of his product or markets— 

will feel the impact of Britain's 

struggle to rebuild exports. MI’s 

traveling Economics Editor in 

London weighs these plans, pre- 

sents their significance. 

Ten Pointers on Best Sellers........ 82 

Today & tomorrow it’s “plus 

values” which will boost some 

broducts to success while others 
fade away. This quick survey 
highlights 10 of the “pluses.” 


O 


introduction, and the com- 
mittee to which the bill was referred. 
» » Chief purpose of this list is to 
provide industry with a check on the 
more important types of legislation 
which stand some chance of being 
enacted during the new session of 
the Congress. 


Understudies Thirteen years ago 
a very forward-minded company 
wondered what it would do for its 
managers and department heads 
of the future. » » So it decided to 


start training and developing its 
people then and there. » » Today, 
some 500 other progressive firms 
have in force the same type pro- 
grams which will assure them, too, 
of a deepening pool of manage- 
ment talent on which to draw as 
occasion warrants. » » Does your 


own organization have trained re- 
placements to occupy the present 
places of your executive staff when 
its members retire or move on? » » 
As one personnel authority has put 
it, “Industrial management doesn’t 
have a second team ready to get 
into the game.” » » A splendid story 
of the “multiple management” 
plan that remedies this situation 
is told in pictures and text in an 
article starting on page 42 called 
“How Good Is Our ‘Second 
Team’?” » » In it, Kirk Earnshaw, 
MI’s Industrial Relations Editor, 
details sharply not only the car- 
dinal points of the original plan 
tested for thirteen years, but also 
covers the experiences of a handful 
of smart companies who borrowed 
leaves from the original script. 


READER Ol xeZeo 


” 


. .. As an example of the savings 
that can be effected by reducing 
false moves, (see ‘False Moves That 
Cost You Money,” 11/15/45) we found 
that it was possible by relocating a 
waste bin in one of our plants to 
save 106 miles of travel a week.” 


” 


. . . We have long valued Modern 
Industry as a sound interpreter of 
modern business interests and ac- 
tivities, and undoubtedly we have 
leaned on your pages now and then 
for copy, especially paragraph items 
of interest to our 22 various indus- 
trial sections .. ." 


” 


. . . I read “White-Collar Head- 
aches” with a great deal of interest. 
I think this was an excellent article 
and very sound. If the suggestions 
made in it, particularly on the 
Check-Chart, were followed, I am 
sure that employer and employee 
relationships would be likely to be 
harmonious .. .” 


advertisers . . 


the magazine. 


Positioning all the advertisements so that 
all of them are next to or close to editorial 
matter results in two big benefits for the 
. and one big benefit for 
the readers of that magazine. 


Let’s consider the reader advantage first. 
for it is the reader and the action he 
takes that determines the profitable ad- 
vertising result. When ads are next to or 
close to high-interest staff-written edi- 
torial, as they are in Modern Industry, 
they can fill the reader’s eye and mind 
with their suggestibility . . 
of new advances in products is as important 


to the reader as anything to be found in 


The advertiser gains from modern make- 
up by having his advertisement observed 
by the great number of readers who fol- 
low staff-written articles through to their 
conclusions and who actively handle the 
pages of their favorite reading medium. 


Another great benefit for advertisers is 
that modern makeup requires a care- 
fully maintained balance of advertise- 
ments with editorial and effectively pro- 
hibits telephone-book-thickness which 
results when any given number of ad- 


. their news 


Modern makeup spotlights 
the ads in Modern Industry 
... gives advertisers a swell 
chance to ride with the read- 


er traffic throughout the issue. 


editorial. 


PEER. PLR 


vertisements may be disposed of by 
placing them in the front or in the back. 


It is a fact that Modern Industry cre- 
ates action on the part of its readers, wa ie 
more than 50,000 responsible manage- | hase 
ment men in more than 31,500 manu- 
facturing plants. Modern Industry 


Highest Visibility for Advertisers 


Modern makeup, or ‘‘split-makeup,’’ as 
it often is called, positions all advertise- 
ments next to or close \to keen-interest 


December 15 issue pages 4-5 


readers take action on both: What they 


see and read in staff-written editorial— 
what they see and read in advertisements 


and 


Covers more... 
PLANTS ... MEN... MARKETS 


Highest Visibility for Advertisers 


Articles are — 
Staff-Researched .. . Staff-Written 


positioned close to such editorial. 


The high visibility of advertisements in 
Modern Industry is an important factor 
in their production of results from Mod- 
ern Industry’s unequalled management 
audience in the manu- 
facturing industries . . . 
more than 50,000 men in 
more than 31,500 manu- 
facturing plants who are 
concerned with making 


marketing _ better 


products at lower cost. 


The FRONT of Modern Industry, kept vi- 
brant with a very popular collection of items 
gathered by traveling editors called “Ideas 
That Work”. 


December 15 issue pages 106-107 

The MIDDLE of Modern Industry, where 
many feature staff-written shorts are 
presented. 


/ ets orang rt seen On 
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December 15 issue pages 182-183 

The BACK of Modern Industry, where high 
reader-interest is maintained by boldly pre- 
senting a full-length staff-written, depart- 
mental article. 


347 Madison Avenue, New York 17 

20 N. Wacker Drive, Chicago 6 

Union Commerce Building, Cleveland 14 
220 S. 16 Street, Philadelphia 2 

1722 Rhodes-Haverty Bldg., Atlanta 3 
403 West 8 Street, Los Angeles 14 

68 Post Street, San Francisco 4 
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NRDGA Members 
Modify Leaders’ 
Attack on OPA 


New York, Jan. 10.—In a reso- 
lution adopted late today, the 
membership of the National Re- 
tail Dry Goods Association slightly 
modified the all-out attack of its 
leaders on the OPA to a position 
in support of price control in 
principle, but opposing the man- 
ner of its actual application. 

The resolution declared “We do 
not want to end price control im- 
mediately; we want to amend it 
to increase production.” It con- 
cluded with this charge: “The 
majority of retailers, large and 
small, are convinced that OPA ... 
is stifling production.” 

Benjamin H. Namm, president 
of the association, keynoted the 
general criticism of OPA at the 
opening session of NRDGA’s con- 
vention here this week. He said 
“The system of price control 
which worked well during the war 


years now needs to be so adapted 
as to encourage production of a 
large volume of good, sound 
merchandise which old established 
manufacturers find they cannot 
produce under price ceilings 
frozen as of March, 1942.” 


Warns Against Inflation 

Inflation dangers were again 
cited by John D. Small, chief of 
the Civilian Production Adminis- 
tration. He warned the associa- 
tion that “If efforts being made 
today to throw off price control 
should prove successful, the dan- 
ger of skyrocketing inflation, fol- 
lowed by collapse, will be very 
real.” 

A new consumer spending peak 
for 1946 was forecast by A. W. 
Zelomek, economist with Interna- 
tional Statistical Bureau, research 
organization, who said that it may 
be attained, despite a declining 
national income, because of lower 
income taxes and accumulated 
savings. 

“Income in 1945 was close to 
$160 billion,” he declared. “In 
1946 it will probably range be- 


tween $140 and $145 billion. That 
represents a loss to the stream of 
purchasing power of, say, $18 
billion. 

“At the same time personal in- 
come taxes will drop about $6 bil- 
lion and the remaining $12 billion 
will be more than made up by a 
decline in the abnormally high 
rate of current savings.” 


Harvey Sets Up New 
Publication Division 


Harvey Publications, New York, 
has established a new publication 
division which, supplementing the 
present comic group now issued 
by the company, will develop pub- 
lications in the “self-help,” “how- 
to-do-it” and “home” fields. 

Maj. Stanley Gerstin, after three 
and a half years’ Army service, 
has been named editorial direc- 
tor of the new division. 


Ranson to WHN 


Jo Ranson, publicity director of 
WNEW, New York, has resigned 
to take a similar position at WHN, 
New York, succeeding George 
Lewis, resigned. 


Advertising Age, January 14, 1946 / 


Last Minute News Flashes 


Expands Ad Drive for Nescafe Next Month 

New York, Jan. 11.—Nestle’s Milk Products, Inc., has achieved 
“almost national” distribution for Nescafe and will begin an adver- 
tising drive to run from February through June, using color wherever 
possible. Insertions ranging from 500 lines, black and white, to full 
pages -in color will run in the Metropolitan Group, The American 
Weekly and a list of more than 150 newspapers in more than 100 
cities. Full pages in color will also be used in 12 national magazines. 
Leon Livingston Advertising Agency, San Francisco, handles the 
account. 


National Gypsum Ups ‘46 Budget 80°, 

Buffalo, N. Y., Jan. 11—National Gypsum Company, through Bat- 
ten, Barton, Durstine & Osborn, will increase its advertising appro- 
priation approximately 80% in 1946 over last year. The schedule 
includes pages in The Saturday Evening Post featuring full color 
illustrations of new and modernized homes, also black-and-white 
pages in architectural and building publications. 


Welch Grape Juice Begins Magazine Ads 

Westfield, N. Y., Jan. 11—Welch Grape Juice Company will begin 
a revamped national advertising campaign built around the slogan 
“Drink a bunch of quick energy” with full color ads in Good House- 
keeping, Ladies’ Home Journal, McCall’s, The Saturday Evening Post, 
This Week Magazine and Woman’s Home Companion.. The company’s 
tomato juice, orange marmalade, grapelade and grape jelly will be 
advertised with the theme “It’s wonderful, it’s Welch’s.” Buchanan & 
Co., New York, is the agency. 


-“Year of Reconversion 


Home Laundry 
Makers Ask OPA 
Pricing Increase 


Chicago, Jan. 9.—Representa- 
tives of the nation’s manufacturers 


PHILADELPHIA... ‘'W 


Just as 1945 was dedicated to 
the winning of the war, so 1946 is 
dedicated to the winning of the 
peace. 

It’s the year of reconversion . . . 
the year in which mounting civilian 
production is expected to make the 
first big strides toward meeting the 
pent-up consumer demand for peace- 
time goods and services. 

As the Nation moves forward into 
this vital adjustment period, the 
tempo of selling will be accelerated. 
Many war-swollen markets will 
cease to be important, and the ac- 
cent again will fall on stable metro- 
politan centers like Philadelphia. 


With more population and in- 


come than it had prewar — and no 
major reconversion problem — Phil- 
adelphia has the people and the pur- 
chasing power to buy what you have 
to sell in 1946, 

Equally important, it has a sales- 
tested newspaper combination that 
will give you direct access to both 
the liberal and conservative seg- 
ments of this $214 billion market 
at the same time. 

That combination is “The Record 
and One Other’’. It’s the only ad- 
vertising buy that offers complete 
coverage of America’s 3rd Market. 
And linage figures prove it pays out 
in volume sales for leading Quaker 
City advertisers. 


“—~ PHILADELPHIA RECORD 


QUARTER MILLION DAILY - HALF MILLION SUNDAY 


Represented Nationally by George A. McDevitt Co.—New York, Chicago, Philadelphia, Detroit, Cleveland 
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of household laundering equip- 
ment today were told that a strong 
appeal would be made to Chester 
Bowles, OPA administrator, to 
raise the allotted price of washers 
and ironers. 

Announcement of the plea to 
OPA was made at the conference 
here of members of the American 
Washer and Ironer Manufacturers’ 
Association, its first general meet- 
ing since Pearl Harbor. 

Manufacturers at the meeting 
said that the allotted price in- 
crease for the industry was so 
small that it was penalizing full 
manufacturing of washers and 
ironers “so badly needed by mil- 
lions of Americans.” The industry 
made and sold more than 2,000,- 
006 units in 1941, the last year of 
full production. Members of the 
industry would not hazard an esti- 
mate regarding resumption of full 
production in face of labor prob- 
lems, parts and materials short- 
age and pricing difficulties. Ulti- 
mate production plans, however, 
are for totals far exceeding all 
former industry records. 

Louis C. Upton, head of the 
Nineteen Hundred Corporation, St. 
Joseph, Mich., was reelected presi- 
dent of the association. 


Shifts WBBM Personnel 


J. V. McLoughlin, formerly ac- 
countant for WBBM, Chicago, has 
been named assistant to Frank 
Falknor, assistant manager, West- 
ern division, Columbia Broadcast- 
ing System. In other changes, 
Larry Lazarus, CBS, New York, 
becomes station accountant for 
WBBM, and George Sherman be- 
comes acting chief engineer in 
charge of operations, replacing 
James J. Beloungy, who joined 
WCCO, Minneapolis, as chief en- 
gineer. 


Named Sales Manager 

Joseph J. Komorow, with the 
company for the past five years, 
has been appointed sales manager 
for the boys’ division of Taylored 
Slacks of Hollywood. 


AUTHORITY 


Staff writers for American Restaurant Maga- 
zine are the industry’s outstanding authorities 
... Leonore BD. Freeman, quantity food stylist; 
Jessie Alice Cline, practical menu planner; 
Charles Wagner, kitchen engineer, and many 
others. Your advertising surrounded by such 
authority shares their prestige, gains buyers 
faster. Write for details of merchandising 
service. 


AVENUE, 
CHICAGO 
3, ILL. 
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Here’s the Hardest Working Trade Publication You Can Buy 
...ltrhe INDISPENSABLE Reference Book Looked at 
6,000,000 Times a Month by America’s Retail Druggists 


Just look at that book! Worn out with service. Tattered, torn, dog- 
eared—“filthy literature!” 


Its condition could only result from use... hard, constant everyday 
use. And that’s exactly what it got. This beaten-up copy of Drug 
Topics Red Book, picked up at a New York drug store, was used 
morning, noon and night for one solid year ... was actually worn 
out with service. And, while it was wearing out through usage, 59,- 
999 other Drug Topics Red Books were receiving comparably tough 
treatment from pharmacists, prescription clerks, hospital pharma- 
cists and wholesale drug store pricers in other places. 


This is important to you as an advertiser. Important, because it 
means that your sales message will appear in the hardest working 
trade publication you can buy .. . the indispensable directory con- 
stantly referred to by 60,000 retail druggists and wholesale drug 
house executives ... day in and day out... looked at 6,000,000 times 
a month! 


Incredible? Not when you consider these facts: 


1. A druggist must constantly refer to Drug Topics Red Book to 
determine the source of products not normally carried in stock. 
While the average druggist does carry about 8,000 items in stock, 
there are approximately 115,000 drug store items in more or less 
constant demand. 


2. A druggist constantly refers to Drug Topics Red Book in his 


daily work with physicians. When doctors ask for facts about cer- 
tain ethical specialties, Drug Topics Red Book provides the tech- 
nical information sought. 


3. The all-important answers to how much does it cost? ... who 
makes it? ... are given to the druggist in Drug Topics Red Book. 
He must constantly refer to this all-important book for addresses 
of manufacturers, so that he can quickly supply his customers. 


4. The Pharmacists Reference Section of Drug Topics Red Book 
provides scientific tables, charts, formulae and legal information 
invaluable to the practicing apothecary and constantly in demand. 


Therefore, when you want to reach America’s retail druggist .. . 
when you want to make a lasting 
impression on him ... when you 
want your name, your sales story 
before him constantly ... let Drug 
Topics Red Book WORK for you. 
You’ll find it the hardest selling, 
longest-lived trade publication 
you’ve ever used. To be sure that 
your ad will appear in the next 
edition (1946-1947) better send in 
your reservation today. DRUG 
TOPICS RED BOOK, 330 W. 42nd 
Street, New York 18, N. Y. 


CONSULTED 6 MILLION 
TIMES A MONTH BY 


AMERICA'S RETAIL DRUGGISTS 
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Advertisers Favor 
More Circulation 
for Magazines 


New York, Jan. 10.—Advertiser 
and agency executives, covered in 
a survey by Fact Finders Asso- 
ciates, Inc., for Esquire, are pre- 
dominately in favor of letting 
postwar circulation of magazines 
“go as high as ii will without any 
circulation effort.” 

Of 119 agency executives and 
64 advertiser executives who an- 
swered this question, 89 and 48 
respectively, or 137 of a total of 
183, would let circulation “ride” 
for two or three years. Only 10 of 
the 183 would have the major 
weekly and monthly magazines 
“hold their circulation at approxi- 
mately the present level”; 13 
would let it rise 10%; nine, 20%, 
and four, 30%. Other executives 
included either did not know or 
did not answer. 

Ninety agencies and 38 manu- 
facturers expect to spend more 


advertising money in magazines 
in the next two or three years; 
24 agencies and 19 manufacturers 
plan to spend about the same, and 
only one in each group will spend 
less. One respondent expects to 
spend $4,000,000 more. 


Would Run Larger Schedules 


Seventy-seven of the 183 ex- 
ecutives would like Life to “in- 
crease circulation with resultant 
increase in rates.’ Seventy-two 
favored such a policy by The Sat- 
urday Evening Post; 67 by Col- 
lier’s; 65, Time; 57, Newsweek; 
48, Esquire; 37, American Maga- 
zine; 31, Cosmopolitan; 30, Red- 
book; 30, Look, and 25, Fortune. 

The 183 respondents made a 
total of 280 responses to the ques- 
tion, “If appropriations should be 
increased, which of these would 
you be most likely to do?” Most 
of them, with 102 responses, would 
run larger schedules in magazines 
now being used; 83 would use 
more magazines; 82 would pay 
more to the same magazines for 
larger circulation, and 13 did not 
answer. 


Public Relations 
Group Announces 


First Competition 


Washington, Jan. 8.— The 
American Public Relations As- 
sociation has announced that it 
will make from 30 to 50 awards 
this year for outstanding public 
relations accomplishments in 1945, 
in its first annual awards com- 
petition. 

Entries must be submitted by 
Feb. 20 and may be made by any 
person, corporation, association or 
other group operating in a public 
relations activity, wholly or prin- 
cipally, in any of the following 
classifications: Business of public 
relations, publications, radio, 
graphic arts, government, man- 
agement, labor, agriculture, trans- 
portation, associations, Pan-Ameri- 
can groups, educational groups, 
religion, amusement industry and 
research. No fees are required. 

Charles F. Warden, chairman, 
Public Relations Commission, 1427 


Eye St., N.W., here, has been 
named chairman of the committee 
on the awards. Miller McClintock, 
New York industrial consultant, 
has been named chairman of the 
judging group. 

Other judges are Donald M. Ber- 
nard, advertising director, Wash- 
ington Post; Harwood Childs, as- 
sociate professor of politics, 
Princeton University; John Brandt, 
president-manager, Land O’Lakes 
Creameries, Inc.; Stephen T. Early, 
vice-president, Pullman, Inc.; 
Theodore R. Gamble, assistant to 
the secretary, Treasury Depart- 
ment; Glenn Griswold, publisher, 
Public Relations News; Robert S. 
Henry, assistant to president, As- 
sociation of American Railroads, 
and Charles G. Ross, secretary to 
President Truman. 


Curtiss to Grady ~- 


Edward F. Curtiss, in charge of 
textile advertising for the New 
York Journal of Commerce for 
more than 20 years, has joined 
Robert B. Grady Company, New 
York, as an account executive. 


affiliates. 


World Ports Resumes 
Regular Monthly Issues 


Beginning January, 1946 


@ During the war period, the thirty-one year old magazine, 
WORLD PORTS (established 1914), accepted advertising in 
only one issue a year. This publishing policy was forced as a 
result of rigid war security control of all developments in fields 


served by WORLD PORTS. 


With the reopening of world commerce, a correlation of the 
opinions drawn from extensive publishing research conducted by 
James O. Peck Company, together with new developments as 
ports, shippers and carriers prepare for their share of trade, 
reveals a field alive with modernization and new methods. 


As a result of strong sentiment expressed by readers for full 
coverage of these developments, Traffic Service Corporation, 
publishers of WORLD PORTS, beginning January, 1946, will B 
resume publication of a regular monthly magazine carrying size 8-1/8 inches by 11-1/4 
advertising in each month’s issue. The Traffic Service Corpora- 
tion also publishes Traffic World Weekly, Traffic Bulletin, Daily 
Traffic World, and the Administrative Lawyers Directory. Rail- 
way Supply News and the College of Advanced Traffic are 
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Covers (Bleed and 


Colors 


Inserts 


apply. 


Bleed Pages 


0% Plate size 


Classified 


seven words to 


1 page ..... 


THE ONLY NATIONAL MAGAZINE SERVING 1/2 ber sid 41 
PORTS AND SHIPPERS IN WORLD TRADE 


1/9 page ..... 


Rie Dn 0s0a% 
1/9 page ...... 


Editorially, WORLD PORTS fo- 
cuses on the point en route where 
goods changes carriers, one of which 
is a water carrier. Radiating from 
that sharp focal point are five basic 
functional groups: (1) The shipper, 
whose goods is changing carriers; 
(2) The water carrier; (3) The land 
carrier; (4) The air carrier; (5) 
The terminal, or port, at which this 
interchange takes place. 

WORLD PORTS thus serves one 
of the major basic factors in world 
trade by bridging the gap involving 
final delivery cost to the foreign con- 
sumer, for here is the critical factor 


that can offset low unit cost produc- 
tion . . . and the attention of every 
port, shipper and carrier involved in 
world trade is riveted upon it. 

To cover this field properly in- 
volves a publication devoted to ana- 
lytical and helpful information on 
the technical developments involved 
in the physical handling and routing 
of exported goods as well as full 
coverage of the regulatory and de- 
velopment news... 

This, briefly, is the editorial foun- 
dation of WORLD PORTS, the only 
national magazine serving ports and 
shippers in world trade. 


Reserve Space Now! 


Of the 125 advertisers in the 150 
page 1945 World Ports Annual, a 
number have already signed up for 
regular campaigns for next year’s 
monthly issues. There are still some 
select positions available and they 
will be assigned to six and twelve- 


Send for copy 


If in planning your schedule, it 
will help to have a copy of the 1945 
Annual, we shall be glad to send you 


time advertisers in the order that 
contracts are received. Publication 
date is the fifteenth of the month. 
Forms close on the tenth of the 
month. See complete details in 
World Ports listing. 


1945 Annual 


one. We also have a limited supply 
of Annuals from the years 1944 and 
1943. 


WORLD PORTS, 418 S. Market Street, Chicago 7, Il. 
PHONE: WABASH 2882 


NEW YORK OFFICE: 122 E. 42nd ST. ¢ 
SAN FRANCISCO OFFICE: 640 MASON ST. e 


Phone: MUrray Hill 3-5520 
Phone: Douglas 7233 


w 


World Ports 


Published by The Traffic Service Corporation. 

418 S. Market St., Chicago 7, Ill, Wabash 2882. 

Rates Received November 9, 1945. 

Agency commission 15% to recognized agencies; cash 

discount 2%—10 days from invoice date. Net 30 days. 
General Advertising 1 ti. 6 ti. 12 ti. 
BORO ceed 
/3 page ...... 145. y 
OW (islenG) ..cseses 125.00 115.00 100.00 


front cover color) 


One page or fraction thereof, per color, extra.. 60.00 
Two page spreads, per color, extra...........- 60.00 
MEMOS URE, CRBs 606 bcc ccciicccscsccssess 70.00 


Furnished complete by advertiser, regular page rates 


Backing up single page insert, extra.......... 18.00 
Sample of paper must be approved by publisher. 
Consult publisher for exact number of inserts needed 
for specific issues. 
publisher not later than three days preceding publi- 
cation date. They should be sent flat, allowing extra 
margin for trimming. 


Inserts should be delivered to 


Bleed (regardless of number of colors used), extra 


8-1/4 inches by 11-1/2 inches; trim 
inches; spread plate size 


16-1/2 inches by 11-1/2 inches. 


1 ti. 6ti.. 12 ti. 


Classified display, column inch 10.00 8.00 6.00 
.75 line; minimum charge 3.00. Count on the average 


a line. No discounts or commission. 


Cash with order. 
Mechanical Requiremen 
Wid 


Depth Width Depth 


7-1/2 


ee 


/ -7/8 3-5/8 10 
4-7/8 5 2-5/16 10 
7-1/2 2-3/8 3-5/8 4-7/8 
4-7/8 2-1/2 2-5/16 
7-1/2 1-1/ 3-5/8 -3/8 


8 - 2 
cccee 8 8=—_ sa eece 2-5/16 3-5/16 


age 
Double spread.15-1/2 —. . sedees  seauen 


1 2-5/16 inches wide. 


Page is eac! 
Halftones 110-120 screen. Composition — no charge. 
ADVERTISERS’ SERVICE 


An_ Advertisers’ 
to furnish copy, 


Service Department is maintained 
layout and allied services, if desired. 


Issuance and Closing Dates 
Published monthly; issued 15th of month. 


Last forms close 


10th of publication month. If proofs 


are to be submitted copy and plates must be re- 
ceived by 1st of publication month. Complete plates 
for covers should be received by 5th of publication 


month. 


SPECIAL ISSUES 


February — Port and Terminal Operators Buyers’ 
Guide Issue; May—Terminal Design and Construction 
Issue; August—Cargo Handling Issue; November— 
Annual Port Convention Issue. 


Personnel 


Pres. & Pub.—E. F. Hamm, Jr. 
Vice-Pres. & Adv. Dir.—Emil G. Stanley. 


Editor—Paul A. 
Representatives 


Amundsen. 


New York—John C. Cadle, Eastern Advertising Man- 
ager, 122 E. 42nd St. 


on 


San Francisco—J. B. Cox, 640 Mason St. 


CIRCULATION—I1I-1-45 
Established 1914. 


Total controlled 


MONTHLY ISSUES 
(free) cireulation............ 6,480 


TRADE DISTRIBUTION 


Ports (commissioners, management executives, engi- 
neers, purchasing department heads) 875; port ter- 
minal operators, terminal engineering companies, 
stevedoring companies, tug boat companies, marine 


terminals 985; 
Lakes carriers 


barge lines, steamship lines, Great 
508; exporters, importers, brokers, 


steamship agents, freight forwarders 4,112. 


NOVEMBER ANNUAL CONVENTION ISSUE 


Total controlled 


(free) circulation............ 10,274 
Official organ of: 


The American Association of Port Authorities, 


Ww 


Resorwe Space 
n January 


Advertising Age, January 14, 1946 


“Reader's Digest’ 
Foreign Editions 
Reach 1,750,000 


Pleasantville, N. Y., Jan. 9.— 
With the publication of a Danish- 
language edition of the Reader’s 
Digest in March, circulation of all 
foreign editions of the magazine is 
expected to total more than 1,750,- 
000, it was announced here. 

Like other foreign-language edi- 
tions, the Danish edition will carry 
advertising, with rates based on a 
guaranteed circulation of 100,000 
for the first six issues. The initial 
print order is for 160,000. 

An official of the company told 
ADVERTISING AGE that the circula- 
tion figure of 11,000,000 for the do- 
mestic edition, which was pub- 
lished by The New Yorker last 
month in a series of “Profiles” of 
DeWitt Wallace, founder and edi- 
tor, was “just a rumor.” 


Exceeds 8,000,000 


“As far as we are concerned,” 
this official said, “the official circu- 
lation figure for the Reader’s Di- 
gest is more than 8,000,000 — and 
that’s the closest we will come to 
giving out circulation figures.” 

Other editions, with circulaticn 
estimates for 1946 based on 1945 
net sales, are: Spanish - language 
circulated in Latin America, 850,- 
000; Portugese-language circulated 
in Brazil and Portugal, 300,000; 
Swedish - language, 275,000; Ara- 
bic-language circulated in the 
Middle East, 125,000; and Finnish- 
language, 110,000. 

The foreign-language editions 
are published by Reader’s Digest 
International Editions, Inc. 


Agency Changes Name; 
Names New Officers 


Evans Associates, Inc., Chicago 
agency, has been re-incorporated 
under the new name of Evans As- 
sociates Com- 
pany. The 
agency will con- 
tinue to oper- 
ate in its pres- 
ent location in 
the Bell build- 
ing, but will 
acquire more 
space to accom- 
modate current 
business expan- 
sion. 

There will be 
no change in 


K. V. Reed 


policy or personnel except for ad- 


ditional staff members, it was 
stated. Officers of the new cor- 
poration are K. V. Reed, presi- 


dent; J. F. Selby, secretary and 
treasurer, and Everett Addoms, 
Robert R. Glenn and H. W. Stoet- 
zel, vice-presidents. Directors are 
the above officers and Keith J. 
Evans, L. G. Willcox and Rob- 
ert O. Geuther. 


Plans Home Show 


The first annual construction in- 
dustries exposition and home show 
will be held at the Los Angeles 
Pan-Pacific Auditorium, July 12- 
21, sponsored by the Southern 
California industrial and home 
construction industries and the 
Los Angeles Chamber of Com- 
merce. Exhibitors will show 
various types of materials, prod- 
ucts and facilities for business 
concerns, home owners and con- 
struction engineers. 


FOR POSTWAR PLANNING 


We can clip all, or typical, speci- 
mens of advertisements and editorial 
articles on postwar themes. Many 
organizations are.building postwar 
reference files NOW. We have back 
issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 
agencies use this service. 


BACON’S CLIPPING BUREAU 


GENERAL 


BUSINESS . FARM 
Papers. PAPERS MAGAZINES 
221 N. LASALLE ST., CHICAGO 1, ILL. 


a , x ‘ ‘ f ‘ ¥ aE Ps eas) ok ee i 9 tod ee i ‘5 aech Rf a . Bae i a _ “hati j 
= 
Bs 
$ | 
ied 
oe 
i 
= 
- Pl 
| 
a LT 
: 
|_| 
_ | 
ee 
| : ee ‘ RARE area 1.00 170 O0 +o 
; Mn s<sdsatesaneas coe ae 70.00 60.00 
uge |. ........ eee. 660.50 ©= 54.50 50.00 
1/¢ Saree Se 39.00 35.00 
ae: 33.50 30.25 27.00 
be SEIT 30/00 27/00 24:00 
a SS 
i Qnd cover ..........seee+0+ 225.00 205.00 185.00 
a 3rd cover ................. 225.00 205.00 185.00 
a 4th cover .........222222.. 225,00 205.00 185.00 ———_ 
Tt Po 
a 
te — 
me 
wi 
ae 
ripe 
—— 
{i ( ttt“‘CWC é 
8 10 OU 
| - | ee 
s 
a 
a — P| 
i ee : 
: BP 
bit i 
ee ee 1 
a 3 
a 
a 
: Be pO lag a aaa ER AGE ON oie. EES 
Yasue Ylow é | 


nen 


mons | 


[i 


7-1 oup oft i 


= 
- 


e€ 


THERE IS SUCH A THING AS 


SOMETHING 


FOR 


NOTHING 


AERO DIGEST has been giving it to you —in the form of an additional magazine — every month 
for two years. You did not pay one cent extra for it because there was no increase in subscription nor 
advertising rates. That was one of our contributions to the war effort. Our compensation for the time 
and money—over $200,000.00—we put into those twenty-four extra magazines has come in the 
evidence that we have rendered a valuable and necessary service. 

Now—thanks largely to the aeronautical industry—the emergency is over and AERO DIGEST will 
again—beginning in January—be issued monthly. You will still get the equivalent of two magazines, 
because each monthly issue will contain: 

A MANUFACTURING SECTION as complete as the former Manufacturing Edition..... 

AN OPERATIONS SECTION as comprehensive as the previous Operations Edition..... 

REGULAR FEATURES such as “AERO Equipment Digest’, ‘Trade Literature”, ‘Trend of Invention”, 
“Hangar Hints”, ‘News of the Industry”, and "Book Reviews.” 

Thus, after twenty-three years of leadership, AERO DIGEST continues to be America’s Premier 
Aeronautical Magazine. The advertisers’ opportunity to profit by its experience and recognized 
prestige represents another AERO DIGEST SERVICE unequalled in its field. 


AERO DIGEST 


515 MADISON AVE., NEW YORK 22, N. ¥. 


America's Premier Aeronautical Magaxine 
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Ex-Louisville 
Mayor Tackles 
Housing Problem 


Advertising Kit 
to Help Alleviate 
Postwar Shortages 


Washington, Jan. 9.—Local and 
national advertising proposed by 
government agencies and the Ad- 
vertising Council as an aid in 
beating the housing shortage will 
fit squarely into the program of 
Wilson Wyatt, former Louisville 
mayor who has taken over as 
“coordinator” of the housing situ- 
ation. 

Arriving late on the scene, Mr. 
Wyatt moved rapidly in his first 
few days to meet with government 
and industry leaders who have al- 
ready mapped out two distinct 
jobs ahead: (1) To find homes 
immediately for the families of 
returning servicemen; (2) to get 
the construction industry rolling 
on a mass program for low-priced 
housing. 

Mr. Wyatt found both of these 
fully as difficult as he had ex- 
pected. He said the problem had 
been complicated by 16 years of 
“underproduction.” He raised some 
doubt whether the priority order 
recently written by CPA would 
insure a sufficient number of the 
“low priced” homes. 


Takes Emergency Step 


As a starter, Mr. Wyatt empha- 
sized the need of utilizing the 
housing that already exists, and 
the temporary housing which will 
be erected in coming months. This 
emergency step is to be followed 
up by a unified attempt to break 
the bottlenecks holding up pro- 
duction of permanent housing. 

The temporary shelter problem 
is to be attacked at the local level, 
as suggested weeks ago by the 
NHA. Mr. Wyatt will urge mayors 
to set up local centers where vet- 
erans can get assistance, and 
where prospective builders and 
buyers can obtain advice. 

Backing up these local centers, 
Mr. Wyatt will be able to provide, 
through the Advertising Council, 
an “information kit” setting up a 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


Bie Sv i ne a ae 
PRESS CLIPPING BUREAU 


165 Church Street, N.Y.C. 7, N.Y. 


BArclay 7-5371 


publicity program, complete with 
a variety of ads especially writ- 
ten for sponsorship by a variety 
of businesses. 


Campbell-Ewald Named 


The kit is an outgrowth of the 
two-prong information program 
worked out by the media program 
division of the Office of Recon- 
version, in cooperation with NHA, 
OPA and other agencies. The De- 
troit office of Campbell-Ewald 
Company has been assigned by 
the council to work on the kit. 


The two-point program says: 
(1) If you build or buy, get ex- 
pert advice; (2) if you are housed, 
stay put and give veterans priority 
on vacancies and new houses. The 
kits are designed to publicize the 
place where expert advice is avail- 
able, and to rally public support 
for the voluntary veteran’s prior- 
ity, and for the mayor’s campaign 
to make use of every available 
home. 

The kit which Campbell-Ewald 
is preparing is to have everything 
from window displays to news- 


Paper, car card and 24-sheet dis- 
plays, suitable for sponsorship by 
the local business groups which 
have a stake in the housing situa- 
tion. 

Behind the local efforts will be 
a national advertising drive along 
the same lines, with industry-wide 
support. by producers, financial 
groups and others for the twin 
housing objectives. A top item on 
the Advertising Council agenda, 
the national housing drive has a 
two week allotment in the Janu- 
ary national spot radio alloca- 


_ ——- 
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tions, and three weeks in the Feb- 
ruary radio allocations. 


ABC Adds Seven 


Audit Bureau of Circulations has 
announced the addition of seven 
new members. They are: Chas. 
Dallas Reach Company, Newark; 
Black & Decker Mfg. Company, 
Towson, Md.; Liebman Breweries, 
Brooklyn; Riverside and Dan River 
Cotton Mills, New York; Magna- 
vox Company, Fort Wayne, Ind.; 
Stokely-Van Camp, Inc., Indian- 
apolis, and Corning Glass Works, 
Corning, N. Y 
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‘Potato Culture’ 
Offered Bakeries 


by Bread Company 


Detroit, Jan. 10.—Bread bakeries 
throughout the country will be 
offered an opportunity to improve 
their products through the use of 
what is described as a “live potato 
culture” manufactured by Peter 
Pan Bakeries, Detroit. A com- 
prehensive advertising campaign in 


business papers is now being 
mapped by the company to pro- 
mote the culture. 

Peter Pan has been producing 
potato bread—which can stay on 
the pantry shelf for weeks and 
remain as fresh when opened as 
the day it left the oven—using 
the culture since last May. Sales 
skyrocketed in the Detroit area 
serviced by the bakery as much 
as 97% before the almost-magic 
properties of the culture were dis- 
covered and measured. 

It was found that the culture 


not only introduced a new taste 
and finer texture but that it also 
kept the bread fresh for days on 
end and acted as an anti-mold 
agent, regardless of humidity or 
temperature. 

The culture, similar to yeast, 
was discovered eight years ago 
by a Lansing, Mich., bread chem- 
ist. Upon his death, the manu- 
facturing rights to the culture 
were purchased by E. L. Schafer, 
president of Peter Pan. Produc- 
tion equipment went along with 
the deal, and improvements were 


ie ahs gt i aie ogee 
es Ae ae rats as 
S Aa by 


effected by the company. 

Approximately 60 bakeries 
throughout the country have been 
using the culture since Mr. Schafer 
decided to make it available to 
the trade last summer. 


Promotes John Burke 


John J. Burke, who recently re- 
joined Consolidated Razor Blade 
Company, Jersey City, N. J., after 
four years in the Army, has been 
named eastern sales manager for 
the company, which makes Ber- 
keley blades. 


VF A BILLIO 


EFFECTIVE BUYING INCOME OF THE 


SPOKANE MARKET AUTHORITATIVELY 


PLACED AT TOTAL OF $993,218,000 


Not far to go now! According to Sales Management’s 
Annual Survey of Buying Power, the 36 counties includ- 
ed in the Spokane Market had a combined Effective 
Buying Income of $993,218,000 in 1944—only a few mil- 
lions short of a Billion Dollars. 
not one but many, including the Inland Empire’s great 
farm industry with crops valued at $376,227,000 in 1944 
—big demand for the region’s lumber, minerals, pack- 
ing-house products and processed fruits and vegetables 
—substantial new payrolls created hy the cheap power 
from Grand Coulee dam. Pent-up buying power in Spo- 
kane and the Inland Empire is tremendous. Despite the 
end of the war, strong demand has continued for the out- 
put of the district’s farms, lumber mills and mines. Pay- 
rolls and earning power have continued at high level. ga 
Wheels are still turning in important industries created 
Grand. Coulee power spells further great 
industrial development, while the irrigation of over a 
million acres of arid but fertile land in the Columbia Ba- Fis 
sin means big increase in the Inland Empire’s crop out- 
put, in years to come—all of these favorable factors giv- 
ing assurance that the Billion Dollar goal will soon be 


by the war. 


reached. 
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INLAND EMPIRE’S 
EFFECTIVE BUYING 
INCOME 1944 
BY COUNTIES 

Washington 
ME Wigs x es SAN $ 7,377,000 
Ere er 917, 
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NS a od hawae 7095 50,138,000 
0 | re 6,192,000 
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Authority—Sales Management— 
reprinting not authorized. 


MORNING 


SUNDAY 


| SPOKANE, WASHINGTON = 
COMBINED DAILY CIRCULATION OVER 130,000 . . 81.24%. UNduplicateg 


Spokane Daily Chronicle) 
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iad 


Advertising Representatives: John B. Woodward, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco. 
Color Representatives, SUNDAY SPOKESMAN-REVIEW Comic Sections: Metropolitan Group. 


6 
D. nurse, she say getta 


da otha won. An’ datsa da 


won I wan!” 


When the nurse recom- 
mends a product, her sug- 
gestion really carries 


weight! 


And when you remember 
there are thousands of 
nurses—each of whom sees 
several patients daily — 
these recommendationscan 
add up to a tremendous 
word-of-mouth advertising 


campai gn. 


To gain such recommenda- 
tions for their product, 
many advertisers take space 
in R.N. to inform the nurse 
of the merits of their brand. 
Because it is edited with 
imagination and verve, 
more nurses read R.N.than 
all other major nursing 


journals combined. 


RUTHERFORD, NEW JERSEY 
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A Note of Optimism 


With current headlines devoted 
almost exclusively to news of 
strife on the industrial front and 
on almost every other conceivable 
front, and the conversations of 
commuters getting gloomier by 
the hour, it may not be amiss to 
inject a slight note of optimism 
into the situation. 

There is nothing specific we can 
point to in justification of this 
optimism beyond the exceptionally 
important factor that underlying 
all current pessimism is a general 
feeling that things will get better, 
and soon. 

This attitude, which seems 
equally fixed beneath the surface 
pessimism of all groups, is un- 
doubtedly the healthiest aspect of 
the economic picture. Everyone 
agrees that strikes are bad, that 
labor unrest casts a pall of gloom 
over the industrial scene, that the 
international situation could be 
much better than it is, that men 
are being demobilized too quickly 
or too slowly, and that “things 
are in a hell of a fix.” But the 
optimistic note stems from the fact 


that everyone also believes all 
the conditions that are now wrong 
will somehow come right again, 
and reasonably soon. 

It might be well to remember 
that despite the difficulties and an- 
noyances of industrial strife, in- 
ability to get wages and prices 
adjusted and production rolling, 
the basic ingredients still remain 
for an unparalleled and unpre- 
cedented prosperity of long dura- 
tion. 

It is perhaps just as important 
to remember, however, that in 
this case time works against us. 
The underlying spirit of optimism 
which prevails so generally now 
will wear more and more thin as 
time goes on, and will eventually 
disappear if the reconversion skies 
do not brighten. 

We are now literally holding 
the economic line and our confi- 
dence and morale are high, but we 
must have reinforcements in the 
form of tangible moves by the 
entire body politic along the re- 
conversion road. The quicker those 
reinforcements arrive, the better. 


Salesmen’s Commissions 


Nothing that has happened in 
the field of sales management for 
many years has had such deep 
interest for so many people as 
the recently announced decision 
of Remington Rand to cut “nor- 
mal” commissions of all sales 
personnel making more than $5,000 
by 25%. The action was based, 
the company said, on the fact 
that a tremendous volume of 
“windfall” business has accrued to 
sales people during recent years, 
plus the fact that “‘increasing costs 
of production and existing price 
conditions have brought about de- 
creased margins between cost of 
goods and selling prices.” 

The same situation applies to 
thousands of companies in all 
lines of business, where salesmen 
who were working on a commis- 
sion basis when the war began 
immediately started cashing in on 
huge orders, unhampered by sal- 
ary stabilization factors which 
kept the incomes of salaried per- 
sonnel in check. 

Competitors of Remington Rand 


have indicated that they have no 
intention of following suit with 
regard to commissions, and it is 
doubtful that any widespread ac- 
tivity along this line will take 
place in any field for the present. 

The problem of equitable com- 
pensation for salesmen, while at 
the same time providing a system 
under which the company for 
which they work will receive the 
full benefit of aggressive activity 
on their part, will undoubtedly be 
of more and more concern as time 
moves on. 

In an economy in which sales 
are becoming the all-important 
necessity, it would seem that sales- 
men need have little fear about 
compensation. On the other hand, 
in a highly competitive era in 
which the gross margin is likely 
to shrink rather than increase, the 
percentage of compensation which 
may accrue to salesmen may con- 
ceivably grow smaller. Sales man- 
agers and management will be 
reviewing their own situations 
more critically as time goes on. 


—Lichty, Chicago Times 


“Until we can make television practical, | wish you men would stop inventing 
things that make it obsolete!" 


Kae 


Papers by Air 

Business papers are beginning 
to explore the advantage of air 
distribution—a field which the 
Lucepapers and other national 
magazines have already probed 
with considerable success. 

The Wall Street Journal has ob- 
tained second-class permits in De- 
troit and Chicago, and ships 2,500 
copies daily via American Airlines 
air freight to these two cities for 
mailing there. With favorable mail 
deliveries, the Journal reaches its 
subscribers on the day of publica- 
tion. Whereas the Journal charged 
its subscribers a premium for air 
service when it was inaugurated 
in 1929, today, because of lowered 
freight rates, air delivery is in- 
cluded in the subscription price. 
Before the war, premium charges 
ranged from $75 in 1929 to $7 in 
1941. Plans are now afoot to ex- 
tend the air delivery service to 
other cities besides these two. 

Fairchild Publications, New 
York, shipped 55,000 copies of 
special editions of Retailing Home 
Furnishings to all the shows in 
Chicago and Grand Rapids during 
the Jan. 1-15 period. The ship- 
ments totaled 30,000 pounds and 
went by chartered United Air 
Lines cargo planes. 


Simplicity Pays 

Mergenthaler Linotype Com- 
pany is making unusually effective 
use of the material developed in 
the Continuing Study of News- 
paper Reading with a booklet now 
going out to a selected list of retail 
food advertisers. The booklet, 
“What Makes Your Advertising 
Pull?”, compares and analyzes 
seven retail food ads which were 
checked for readership in the same 
newspaper—ads for Selrite, A&P, 
American Stores, Kroger, Koller, 
IGA and National Tea. 

It comes up with the conclusion 
that simplicity pays off in the 
readership of food advertising, 
and that: 

“Any effort to add a note of 
‘originality’ hurt the readership 
values. 

“A turned and twisted panel of 
type used more space for one less 
item and didn’t increase reader- 


ship. 


“Too many cuts brought con- 
fusion rather than interest. 

“Heavy and elaborate borders 
cut down effective selling space 
and didn’t pull more readers. 

“Type blocks, packed into a sur- 
rounding border - illustration, ad- 
ded only distraction. 

“ ‘Reversed’ type, photo -en- 
graved to make white letters on a 
black ground, featured the least 
effective ad of the seven. 

“Extra black type likewise failed 
to produce higher values.” 

Newspaper executives got copies 
of the booklet before it went out, 
with a letter explaining that the 
booklet “is keyed to the interest 
of retail advertisers and especi- 
ally those retail ad ‘experts’ who 
inflict newspaper composing rooms 
with complex and elaborate lay- 
outs that are slow and costly to 
set.” It is easy to understand, 
therefore, why newspapers were 
willing to cooperate to the extent 
of supplying the names of several 
thousand retailers upon whom 
Linotype’s simplicity lesson might 
prove of greatest value. 


How It Started 

“Nero may have played the bag- 
pipe (instead of a fiddle) while 
Rome burned,’ C. L. Stong of 
Western Electric Company tells us, 
in connection with a little volume 
“Grace Notes,” which W-E is send- 
ing on request to radio program 
directors and others for reference 
purposes. The booklet contains in- 
teresting sketches on the history 
and development of 25 common 
musical instruments, which were 
gathered and condensed from an 
extensive bibliography on the sub- 
ject, by Western Electric’s Elec- 
trical Research Products division. 


Jottings 

Albert Dixon Simmons, well 
known photographer, is producing 
a series of full-color hunting and 
fishing movies which are being 
booked through Outdoors, for 
which Mr. Simmons edits a de- 
partment. The first, a full hour 
show, has just been released. . . 

The Betterdays and Opportunity 
Railroad, more usually known as 
the Baltimore & Ohio, sent 25,000 
patrons a “Christmas pass” on its 
lines. . . 


Advertising Age, January 14, 1946 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 


VERTISING AGE, 
Chicago 11, Ill. 


No. 2597. 
City. 
The Dayton Journal-Herald has 
issued this folder, which reports 
on the $28,000,000 worth of im- 
provements — city, county and 
others—for which Dayton citizens 
voted last election day, in a 10- 
year action program pointing to 
an intensely active peacetime busi- 
ness center. 


No. 2598. Readership Study. 
What management reads is in- 
dicated in this survey made for 
the Chicago Journal of Commerce 
among management executives in 
Illinois, Indiana, Iowa, Michigan, 
Minnesota, Missouri and Wis- 
consin. The brochure shows which 
publications are read regularly for 
business news, and features read 
regularly by readers of the Chi- 
cago Journal of Commerce, and 
provides an analysis of the indus- 
trial area served by the paper. 


No. 2599. 1946 Calendar of Ex- 
piration Dates. 

The Katz Agency has published 
this calendar, helpful to time buy- 
ers and sellers, which shows at a 
glance the date of the last broad- 
cast of any schedule of 13, 26, 39 
or 52 weeks. 


100 E. Ohio St., 


Dayton Built a New 


No. 2600. Copy Testing Plan. 

Details on the Grit plan for 
testing up to four advertisements 
in one issue are contained in this 
new folder, issued by the publica- 
tion. The folder shows examples 
of such tests, mechanical require- 
ments and a list of advertisers us- 
ing the service. 


No. 2589. 
Market. 
Hoard’s Dairyman has issued 
this circulation study, which is 
based on an analysis of special 
tabulations of the Bureau of the 
Census, Department of Commerce. 
Comparisons are made between 
Hoard’s Dairyman subscribers and 
their nearest neighbor non-sub- 
scribers, and with the average of 
U. S. farmers. 


Cream of the Farm 


No. 2533. The Importance of Fam- 
ily Circle Magazine to Its 
Readers. 

This report, containing new 
data on the income and age dis- 
tribution of women shoppers pa- 
tronizing two large grocery chains, 
is part one—“Analysis of Market 
Coverage and Editorial Interest” 
—issued by Family Circle Maga- 
zine. The material, based on per- 
sonal home interviews with cus- 
tomers of the stores which cir- 
culate the magazine, is presented 
in tables and charts, with a com- 
plete description of the survey 
method. 


No. 2527. The Kind of Retail 
Grocery Advertisements Home- 
makers Prefer in Washington, 
D. C. 

In this brochure, the Washing- 
ton Times-Herald reports a survey 
of a representative cross-section of 
Washington housewives, which in- 
dicates an overwhelming prefer- 
ence for light, clean ads as Op- 
posed to bold “attention-getters” 
and black tones and panels. Ex- 


amples of both are shown, along 
with comments of housewives and 
merchants on readership and im- 
proved appearance of ads. 
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Never Underestimate the Power of a Woman! 


Nor the power of the magazine 
which has the largest 
audited circulation of ANY magazine, 

given it exclusively by women 


tAnies HOME KOU RNAL 


THE MAGAZINE WOMEN GELIEVE IN 
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Distributors 
to Consider New 
Code for Industry 


FTC Program Gains 
Support; Other 
Meetings Likely 


Washington, Jan. 9.—Growing 
interest in the FTC “trade prac- 
tice rules” program was evidenced 
today by the announcement that 
the $600,000,000 construction 
equipment distribution industry 
will meet with FTC Commissioner 


Lowell B. Mason in Chicago Jan. 
31 to discuss a “code” for their 
industry. 

With FTC sharpening its cam- 
paign against unfair “trade prac- 
tices,” seven industries went under 
the “trade practice’ wing during 
the recent fiscal year, and many 
others initiated negotiations which 
will eventually lead to a formal 
list of ‘“‘do’s” and “don’ts,’” FTC 
reported. 


One of Largest Under Program 


The request from the construc- 
tion equipment distributors, in- 
volving nearly 1,000 distributors 
throughout the country, represents 
one of the largest trade groups to 
consider the relative “sanctuary” 
of the trade practice conference, 
however. 

The seven groups, including the 


button jobbing, hearing aid, low- 
pressure refrigerants, razor and 
razor blade, water heater, wood- 
cased pencil and tuna industries, 
represented an estimated annual 
volume of $280,000,000 in the fiscal 
year of 1944, the commission said. 

Trade practice work perked up 
with the end of the war, as in- 
dustrial groups faced up to mer- 
chandising problems that will 
come with the resumption of com- 
petitive selling. Hearings are cur- 
rently under way on a number of 
different industries, including the 
artificial limb industry, which re- 
cently found itself involved with 
the Justice Department, charged 
with price-fixing. 

For the most part, the “rules” 
that come out of the trade prac- 
tice meetings involve no commit- 
ments which are not already op- 


me I 


erative against a firm under the 
Federal Trade Commission Act, 
Robinson-Patman Act, and other 
business and anti-trust statutes. 


Help Avoid ‘Booby Traps’ 


What it does mean, according 
to C. F. Winchester, executive 
secretary of the Associated Equip- 
ment Distributors, which is sup- 
porting preparation of a “code” 
for the construction industry—is 
that individual members of the 
industry have a clear and concise 
statement of the practices that are 
likely to get them into trouble. 

Ordinarily, Mr. Winchester says, 
a business man has no way of 
knowing the variety of trade prac- 
tices which are considered viola- 
tions of complicated and scattered 
laws. A good trade practice code 
for the industry would list the 


What Construction Men 


Want in their 
Postwar Irucks 


An ENGINEERING NEWS-RECORD and CONSTRUCTION METHODS survey 


revealing that construction men will buy 1 new truck for every 2 trucks now 


owned during the next postwar year or 750,000 trucks during the next five years. 


lt answers such questions as: 


How many trucks construction men now own? . . . What 


types of trucks they intend to buy?... What types of bodies 


they prefer? ... What kinds of engines and accessories they 


prefer?... What improvements they want on their postwar 
trucks and a host of other data useful to the top EXECU- 
TIVE, AD MANAGER, SALES MANAGER or MARKET RE= 
SEARCHER concerned with selling trucks and dccessories. 
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most treacherous of these “booby 
traps,” under perhaps a dozen 
headings in easily understandable 
layman’s language. 

Commissioner Mason, who is to 
preside at the Chicago meeting, is 
a former Illinois legislator re- 
cently appointed to fill a Repub- 
lican vacancy, created by the 
death of Commissioner Charles H. 
March. He recently officiated at 
another trade practice session in 
Chicago, for the artificial limb 
manufacturers. 


Others Asked to Attend 


In addition to the Associated 
Equipment Distributors, individual 
members of the industry have 
been invited to attend the Chicago 
session to submit suggested rules. 
Included in the industry groups 
invited are distributors of power 
shovels, pile drivers, loaders, bull- 
dozers, crushers, graders, rollers, 
concrete mixers, compressors, 
cranes, pumps, hoists and earth 
moving equipment, used in build- 
ing and paving, and other con- 
struction and maintenance work. 

After nearly 17 years, FTC has 
nearly 150 codes in operation 
covering more than 1,000 different 
“practices,” most of them peculiar 
to a specific industry. Codes out- 
law such practices as “commercial 
bribery,” discriminatory advertis- 
ing allowances, illegal price-fixing 
and others of the abuses frequently 
cropping up in trade practice and 
anti-trust cases. 


Fewer Formal Complaints 


During the fiscal year 1944, FTC 
told Congress today, 164 formal 
complaints were issued, a decline 
from the 195 issued the previous 
year. Of the complaints, 112 in- 
volved “false or misleading ad- 
vertising” under the Federal Trade 
Commission Act. There were three 
complaints alleging conspiracy to 
restrain trade; 20 charging viola- 
tion of anti-discrimination provi- 
sions of the Robinson-Patman Act, 
and two involving “exclusivity 
contracts where the effect may be 
‘to lessen competition or tend to 
create monopoly.’ ” 

The commission reported that it 
had read some 301,000 newspaper, 
Magazine and other periodical ad- 
vertisements, and more than 562,- 
000 radio commercial continuities, 
leading to “further study” of 17,- 
260 printed advertisements and 
10,574 radio statements. 

In studying advertising, special 
attention was devoted to food, 
drugs, devices, cosmetics and ra- 
tioned goods, FTC said. The 
“questioned” . advertisements in- 
volved 1,114 of these commodities 
in this proportion: 67.9% drugs; 
18.6% cosmetics; 3.9% human 
food; 1.9% animal food, and 2.1% 
devices. 

A year ago, FTC had 1,902 
“questioned” commodities in very 
much the same proportion, with 
drugs accounting for 55.9%; cos- 
metics 15.4%; human food 8.4%; 
animal food 2.9% and devices 
1.2%. 


Five to Posnor 


Five new clients naming Posnor 
Advertising Agency, New York, 
are Ninth Federal Savings & Loan 
Association of New York; Bilt-Rite 
Baby Carriage Company; Abeles 
Shirt Company; Rivoli Hosiery 
Company and Maslow Freen Cabi- 
net Craftsmen, Inc., New York. 
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zn 8 out of r0 Seattle Homes 


You know that a newspaper reaching 8 out of 10 homes in 
a prosperous, growing city of more than a half-million really 
“has something.” If you lived in Seattle you’d know “that 
something” is confidence—built through years of helping the 
family folks of Seattle. THE SEATTLE TIMES is on the same 
friendly terms with the people of Seattle as are the corner 
grocers, druggists and others who supply the wants of this 
great market. No wonder THE TIMEs is first advertising 
medium for local and national advertisers alike! 
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Represented by: O'MARA & ORMSBEE, INC. + NEW YORK + CHICAGO + DETROI tos ANcsLES * SAN FRANCISCO 
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Crosby Suit May 
Bring More Court 
Fights Over Talent 


Bing May Win Case, 
Experts Say; Others 
Seek His Services 


Chicago, Jan. 10.—The Bing 
Crosby case, in which J. Walter 
Thompson Company and Kraft 
Foods Company are endeavoring 
to enjoin the famous singer from 
appearing on any radio program 
other than the Kraft Music Hall, 
is likely to mark a new era in the 
relations between radio talent and 
their sponsors, judging from indi- 
cations which have appeared dur- 


ing the past week. Legal troubles 
involving the use of name talent 
on the air are Only in their infancy, 
experts insist. 

The general opinion among those 
familiar with the legal aspects of 
talent contracts is that Bing may 
have a good chance of winning the 
case, and preventing the issuance 
of a permanent injunction against 
him by a New York state court, 
as asked by Kraft and JWT. Their 
view is based on the success of 
Olivia deHaviland in breaking her 
contract with Warner Bros., mo- 
tion picture producers, as it was 
held in that case that a contract 
made in California with an indi- 
vidual for his or her personal 
services could legally cover not 
more than seven years. Contracts 
with independent agents, such as 
those producing package shows, 
can legally be made there for a 
longer term. 

Another angle which is worry- 
ing other sponsors is the form in 


which the Crosby contract was 
written. The agency contracted 
with Crosby, on behalf of Kraft, 
for his radio services, and both 
Kraft and JWT are plaintiffs in 
the case. The question which may 
be raised in Bing’s defense is 
whether Kraft individually has a 
contract claim on his services, 
since only he and the agency 
signed the agreement. Kraft offi- 
cials believe their claim to the 
services of the singer is well cov- 
ered in the document. 


Wanted on ‘Hit Parade’ 


Since Crosby let it be known 
several months ago that he was 
planning to part company with the 
sponsor who had made him as 
famous in radio as he has been in 
the movies, he has been besieged 
with specific offers for his services. 
The exact number is said to be 35. 
Among the most tempting are 
those made by George Washington 


Hill, president of the American 


Tobacco Company, and Edward J. 
Noble, president of the American 
Broadcasting Company. 

Mr. Hill would like to have 
Crosby on the Hit Parade, and has 
offered him, so the story goes, 
$10,000 a week for singing three 
songs on this program. He is also 
said to have given Crosby wide 
discretion as to the number of pro- 
grams he appears on, so that he 
could have as much time on or off 
the air as he likes. In addition, 
he would have very few of the 
irksome duties connected with re- 
hearsing a whole show, as he has 
done while m.c.’ing the Kraft 
Music Hall, as well as acting as 
the star of the program. 


ABC Offers Part Ownership 


Mr. Noble is said to have gone 
the limit in inviting Crosby to 
share ownership of ABC, and to 
appear on programs broadcast di- 
rect or to make transcriptions for 
shows to be broadcast at any 


“Today, more than ever before,”’ writes Mr. 
Camp, “the Latin-American market is important 
to us and to hundreds of other manufacturers. 
In this market it is necessary that our advertising 
reach the men who influence or are responsible 
for the purchase of trucks, tractors, and farm 


machines. 


“A careful study of your coverage and the 
caliber of your subscribers convinced us that 
Revista Rotaria is read by executives who buy 
and influence buying of our products. 

“In addition to being business and industrial 
leaders, most of your readers either own farms 
or have definite farm interests since the basic 
economy of Latin America is agriculture. This 
is highly important to us. 

“That our original choice of REVISTA 
ROTARIA has been justified is evidenced by 


our recent renewal 


for another twelve issues.” 


* 


Revista Rotaria is producing equally satisfactory 
results for many other nationally known adver 
tisers, delivering their messages to top-ranking 
. manufacturers, importers, distribu- 
tors, and government officials . .. in the 21 coun- 
tries of Latin America. 

The only executive magazine in the Spanish lan- 


executives. . 


“REVISTA 


oe 


oe 


ROTARIA 


is read by executives who 


says (beh [Camb 


Director General of Latin-American Operations, 


INTERNATIONAL HARVESTER COMPANY 


of our contract with you 


* * 


guage that is a member of ABC, Revista Rotaria 
now has a circulation of over 27,000. Further facts 
available for the asking . . . no obligation. 
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Este NUEVO simbolo identifica los productos de INTERNATIONAL HARVESTER 
mk Es la Marca de EXPERIENCIA y SERVICIO 


Muchos afios han transcurrido desde que el 
simbolo original IHC identificara por primera 
vez un producto International Harvester. Desde 
entonces, International Harvester ha evolucio- 
nado hasta llegar a construir un renglén de 
productos que incluye Camiones International, 
Fuerza Motriz Industrial International, y Trac- 
tores y Equipo para la Agricultura McCormick- 
Deering International ... m4quinas que sirven 
eficientemente toda la industria y la agricultura. 


dialmente. 


Estos renglones basicos—perfectamente estable- 


CAMIONES INTERNATIONAL * FUERZA MOTRIZ INDUSTRIAL INTERNATIONAL 
TRACTORES Y EQUIPO PARA LA AGRICULTURA McCORMICK-DEERING INTERNATIONAL 
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cidos, de capacidad y rendimiento probados y 
esencialmente econémicos—testimonian el ser- 
vicio que International Harvester brinda a mil- 
lares de clientes en la América Latina y en el 
mundo entero. Busque usted este nuevo sfmbolo 
cuando necesite productos como los que Inter- 
national Harvester construye. Es el simbolo de 
una reputacién reconocida y respetada mun- 


para la Industria y la Agricultura. 


INTERNATIONAL Harvester Export Company 
Harvester Building Chicago 1, E. U. A. 
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Es el simbolo que representa servicio 


INTERNATIONAL HARVESTER 


Reproduction of a full page advertisement 
prepared and placed by J. Roland Kay, 


from Revista Rotaria 


Inc., Chicago, Export 


Advertising Agency for International Harvester Export Company. 
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Revista Rotaria @ 


35 East Wacker Drive, Chicago 1, Illinois 


New York Office: 45 Rockefeller Plaza 
New York 20, New York 


ci andl 


0° 


Pacific Coast Office: 681 Market Street 


_San Francisco 5, California 
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time, as he sees fit. The latter 
suggestion raises another interest- 
ing point which some advertisers 
and agencies feel will become a 
major issue in the near future, 
that is, the legal right of an ad- 
vertiser to broadcast a Crosby 
record without paying anything 
whatever for the privilege, other 
than the cost of the record. 

The star is said to feel, with 
Fred Waring and others whose 
records are a standard part of the 
equipment of stations broadcasting 
without benefit of network pro- 
grams or live talent, that adver- 
tisers, agencies and stations should 
pay for the use of this material. 
No high court has ever passed on 
the issue, though it has been held 
in some instances that records sold 
to the general public are available 
for broadcasting to anyone who 
wants to use them. On the other 
hand, Fred Waring obtained a 
judgment in one court against an 
individual station which had been 
using his records without consid- 
eration to him. 


Rating Increased 50% 


One big regional account which 
is now broadcasting complete 
Crosby programs from _ records, 
and has had a 50% increase in 
its rating as a result, recently went 
into a huddle with its agency to 
decide what if anything should be 
done about it. Both agreed that 
in equity Crosby should receive 
some compensation for the use of 
his records other than the royalty 
received from their sale, but on 
advice of counsel they have not 
opened the subject because of the 
liability which they might assume 
by offering to make any payment 
whatever. 

Many local AM stations and an 
even larger number of FM stations 
play records almost exclusively, 
and those of Bing Crosby are 
among the most popular and most 
frequently used. Bing is said to 
have already planned action look- 
ing to the protection of his inter- 
ests in this field if he succeeds in 
winning the case in which he is 
now involved. 

The head of one of the agencies 
which is negotiating for Crosby’s 
talents, as, if and when he is re- 
lieved of his present obligations, 
told ADVERTISING AcE that he ex- 
pects, in the event of landing 
Crosby’s services, to be sued by 
JWT for “tampering” with their 
star. However, he insisted that 
he had not approached Crosby un- 
til the latter had made it known 
that he was interested in receiving 
offers. 


Hopes JWT and Kraft Win 


“Crosby is a great star,” he 
added, “and we of course would 
be delighted to have him on one 
of our programs. However, if he 
wins this suit I think it will be a 
black eye for the whole radio ad- 
vertising business. The legal 
sharpshooters in Hollywood will 
be looking over talent contracts 
with a microscope to see if they 
can find ways to put the agencies 
and sponsors on the spot. Conse- 
quently I hope that JWT and 
Kraft win the suit, even though 
this would mean that we would 
not have an opportunity of using 
Bing on one of our programs.” 

One aspect of the Crosby situa- 
tion is the issue of a package deal 
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FRENCH RESTAURANT 
REAL FRENCH CUISINE 


LUNCHEON From $1.50 
DINNER From $2.00 
Famous French Candies 
1S EAST 52d ST.! 
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which it is said the crooner was 
anxious to have. Bob Hope and 
other stars sell their services only 
through the corporations which 
they have set up. In this way 
they contract to produce an entire 
program, making a profit as a pro- 
ducer in addition to the compen- 
sation which they receive indi- 
vidually. Also, there is a tax 
angle in the situation, as some of 
the profits which are made in 
radio production are ultimately 
collected in the form of a capital 
gain, which is taxable at a much 
lower rate than the ordinary earn- 
ings of an individual. 

The Kraft executives’ position is 
that the California law and the de- 
Haviland decision may not apply. 
as the deal was made in interstate 
commerce. Also, they do not re- 
gard it as exclusively a contract 
for personal services, since Crosby 
was given wide freedom of action 
as to the time and frequency of 
his appearances, and had other 
duties than merely appearing on 
the program. They therefore think 
there is a good chance that the 
Olivia deHaviland case may not be 
a precedent. 


Given Free Hand 


As far as the package deal is 
concerned, Kraft executives say 
that Crosby was offered any sort 
of deal he wanted, and that they 
did their best to satisfy his re- 
quirements. They would have 
made a package deal had Crosby 
been inclined that way, they sug- 
gest. However, they are con- 
vinced that Crosby tired of his 
continuous appearance on _ the 
Kraft show, and decided that he 
did not want to be a “cheese sales- 
man” any longer. 

One of the problems created by 
Crosby’s defection from Kraft is 
the obvious difficulty of replace- 
ment of an established star of his 
magnitude. Frank Morgan, now 
heading the cast for the show, is 


Memo: To Food Advertisers! 


Ruth Hancock, authorized dele- 
gate for the 


INDIANA LEAGUE 
of 
HOME DAILIES 


to the Food Editors Conference in 
Cincinnati January 7th to | Ith re- 
ported day-by-day developments 
to the League member news- 
papers. 


These Indiana League of Home 
Dailies members never miss a 
chance to better their service to 
subscribers and advertisers: 


Alexandria Times-Tribune 

Bicknell News 

Bloomfield World 

Bloomington World-Telephone 

Columbia City Post & 
Commercial Mail 

Decatur Democrat 

Elwood Call-Leader 

Frankfort Times 

Greensburg News 

Huntington Herald-Press 

Linton Citizen 

Martinsville Reporter 

Mt. Vernon Democrat 

New Castle Courier Times 

Plymouth Pilot & News 

Portland Commercial-Review & Sun 

Rochester News-Sentinel 

Rushville Republican & Telegram 

Shelbyville Democrat & Republican 

Spencer World 

Union City Times-Gazette 

Valparaiso Vidette-Messenger 

Vincennes Sun-Commercial 

Washington Democrat 

Winchester News & Journal-Herald 


Nationally represented by 


SCHEERER & CO. 


Chicago 1, — New York 17, 
35 E. Wac f Lexington Ave. 


Member of the American Association of 
Newspaper Representatives 


doing a good job, but the program 
rating has declined rather pre- 
cipitously since Crosby’s disap- 
pearance from the Hall. 

To suggest the financial as well 
as the technical problems con- 
nected with a replacement on a 
major nighttime show, one movie 
star without radio experience re- 
cently was offered to agencies and 
advertisers in a package deal call- 
ing for $18,000 a week. Crosby 
received $5,000 a week for his 
highly successful worl: as star of 


the Kraft Music Hall program 
during the eight years he appeared 
exclusively on this show. 


PAYMENTS INCREASED 

New York, Jan. 9.—Under the 
10- year contract which Bing 
Crosby signed with Kraft Foods 
Company and J. Walter Thompson 
Company, the Hollywood crooner 
was getting $5,000 per appearance. 

Although Kraft and Thompson 
were extremely coy about reveal- 
ing financial arrangements with 
Bing, even going to the extent of 


deleting the figures from copies of 
the court complaint which were 
made available, ADVERTISING AGE 
learned from a study of the court 
records that Crosby started at $3,- 
000 a broadcast, got a $500 raise 
after the first year, and was boost- 
ed to $5,000 per appearance in 
1939, with this latter figure appli- 
cable for the remainder of the 
contract, which runs through 1950. 


Given a Slight Raise 


The contract originally called 
for $3,000 per broadcast prior to 


19 


July 1, 1937, $3,500 per broadcast 
for the rest of that year and for 
1938, and $4,000 for the remainder 
of the term, but this was subse- 
quently revised upward to $5,000, 
although the program was cut 
from a full hour to half an hour. 

In November, 1940, the agree- 
ment was again amended so as to 
permit Crosby to miss five shows 
a year during the winter months, 
in addition to the 13-week summer 
vacation, provided that he missed 
no more than two weeks consecu- 
tively. 


— had SPARKED Fam Salea 
wacng POULTRY TRIBUNE 


The Exide people know how to produce a 


You can't afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine Schedule. Battery with plenty of spark. They know, too, 


1944 gross farm income from Poultry and 


Eggs was $2,689,000,000. (Source U.S.D.A.) that among Farm Magazines the one that 


reaches car and truck owners with the greatest 


daily marketing mileage is Poultry Tribune. 
They know it, too, has the “spark” that has made it 
America’s Leading Specialized Farm Magazine. 
.. That’s why for the past 5 years Exide has been 


sparking Farm Sales by using Poultry Tribune. 


500,000 Circulation 


“s 


TRIBUNE 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, Ill. 
Representatives—New York: Billingslea and Ficke—Chicago: Peck and Billingslea 
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Appoints French 


Jerry French has been appointed 
public relations director of the 
Rego division of Bastian-Blessing 
Company, Chicago, manufacturer 
of Liquid Petroleum gas equip- 
ment. Prior to joining the com- 
pany several years ago, Mr. French 
was publisher of the “Merchandise 
Mart Review,” publication spon- 
sored by Marshall Field & Co., 
Chicago. 


The preferred source 

of daily business news 
for management men in 
the nation’s greatest 
industrial area— 


the Central West. 


Higgins Forms 
New Corporation 
to Reopen Plants 


New Orleans, Jan. 8.—Andrew 
J. Higgins is preparing to re-open 
his strikebound shipbuilding 
plants, it was revealed today, with 
formation of a new company and a 
stock offering announced by Van 
Alstyne, Noel & Co. The new com- 
pany, Higgins, Inc., yesterday con- 
cluded a $10,000,000 financing ar- 
rangement. 

Mr. Higgins closed his three 
shipbuilding plants here Nov. 1, 
following an AF of L strike. The 
National Labor Relations Board 
recently ordered a collective bar- 
gaining election to determine 
whether the workers desire to be 
represented by the AF of L or 
CIO. 

Higgins, Inc., is being organized 
under Louisiana laws to produce 
commercial boats fabricated of 
steel or wood, pleasure craft and 


automotive trailers. It will begin 
with resources exceeding $12,000,- 
000. Outstanding will be 1,200,000 
shares of common of an authorized 
issue of 1,500,000 shares. The pub- 
lic will be offered 900,000 shares of 
common, 75% of the total out- 
standing stock, at a price to net 
the corporation $10.10 a share, 
subject to SEC approval. 

The old company, Higgins In- 
dustries, Inc., will receive the other 
300,000 shares of $1 par common 
stock of the new Higgins corpora- 
tion, plus $3,768,000 in cash. In 
exchange, the new corporation will 
get all machinery, plant leasehold 
in New Orleans, inventories, work 
in process and contracts now 
owned by the old company. Orders 
already booked exceed $40,000,000 
—equal to the first year’s esti- 
mated output. 


Up ‘Down Beat’ Rate 


Down Beat, published by Down 
Beat Publishing Company, Chi- 
cago, has increased its basic page 
advertising rate to $501. 


ILLUSTRAVOX 


Sound Slidefilm Projectors 


...N0W ready Tor 


DELIVERY / 


la I 


Compact — 
easy tocarry 


HE new Illustravox sound slide- 

film projector is here, ready to go 
to work for you training salesmen, 
introducing products and speeding 
up promotional activities for the new 
year. Although peak production has 
not yet been reached, deliveries are 
under way. 


Don’t Delay, Order Now 


To guarantee speediest possible deliv- 
ery, place your order today. In fair- 
ness to all, orders will be filled accord- 
ing to date received. The earlier 
your order is received, the sooner you 
can put Illustravox to work for you. 

Portable and inexpensive, Illustravox 


uses records and slidefilm to present 
your perfected training message, al- 
ways the same, in attention-arresting 
pictures and spoken words. Illustravox 
saves man-hours, yet trainees learn 
faster, remember longer. 

No “war baby,” Illustravox was 
already field-tested and proved by 
leading industrial concerns before 
the war. Accelerated military training 
programs further proved Illustravox 
superiority. Everywhere in American 
industry training experts agree — in 
all types of training, Illustravox is the one 
best way. The Magnavox Company, 
Illustravox Division, Dept. AA-1, 
Fort Wayne 4, Indiana. 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE M ‘i i: | Vv ox COMPANY « FT. WAYNE 


MAKERS OF 


FINE RADIO-PHONOGRAPHS 
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A $500 Ina H. Butler Citizenship Award to the college or uni- 
versity of their choice will be given to each of four Midwest senior 
girls in rural or village schools by Burridge Butler, pres. of WLS, 
Chicago, in honor of his wife. The award is part of the WLS youth 
program inaugurated two years ago to bring recognition to deserv- 
ing rural youth for various achievements... 

A testimonial of appreciation from the War Department has been 
awarded to Randy Blake, program director of WJJD, Chicago, who 
accepted the citation “in behalf of my co-workers who provided 
the inspired and unselfish manpower to fulfill the programs planned 
by this station in be- 
half of the war ef- 
fort.” .. And Frank- 
lin Fader, who has re- 
signed as dir. of adv. 
and market analysis 
of Nat’l Oil Products’ 
vitamin division, Har- 
rison, N. J., to estab- 
lish his own market- 
ing service in New- 
ark, was given a tes- 
timonial dinner by 
officers and personnel 
of Napco before he 
TOPG. ss 

Boyce (Blue) Wright 
combined his move 
from WKY, Okla- 
homa City, to his new 
job as prog. mgr. of 
KGO, San Francisco, 
with a honeymoon, 
having advanced the date for his long-planned marriage to the for- 
mer Wynn Doyle of San Antonio. They were married Dec. 15 in 
Dallas. . . 

James T. Kolbert, head of the Chicago publ. relations organiza- 
tion bearing his name, has received a distinguished service citation 
from Secretary of the Treasury Fred M. Vinson for his performance 
as chairman of the public relations and promotion comm., Chicago 
and Cook County war finance committee. . . 

Beatrice Ferbend, assistant publicity dir. of WBBM, Chicago, left 
the station Jan. 11 for New York, where she will be married Jan. 
19 to Lt. Eli Shapiro, soon to be released from the Navy. .. The 
story of Merrill C. Meigs’ recent trip around the world for the War 
Department has begun in the Hearst papers, telling of the comple- 
tion of Hearst Corp. vice-president’s completion of the junket in 
41 days... 

James E. Shaw, v.p. and mgr. of James E. Shaw, Inc., has been 
elected chairman of the Adcraft Forum of the Greater Buffalo Ad- 
vertising Club. . . Wilt Gunzendorfer, ad dir. of KROW, Oakland, 
Cal., has been selected by the U. of Cal. Extension, Berkeley, to 
conduct two courses in radio—‘An Introduction to Radio Advertis- 
ing” and “Radio Advertising and Selling,” starting Jan. 21... 

Lt. Col. Harold B. Rorke, Chicago radio mgr. of J. Walter Thomp- 
son Company, who was released from active duty last June as exec. 
officer and deputy for the chief of Army air forces public relations, 
has been awarded the Legion of Merit for “exceptionally meritori- 
ous conduct in the performance of outstanding services.” . . 

Theodore C. Briggs, pres. of Lawyers Cooperative Publishing Co., 
Rochester, N. Y., has been elected pres. of the Community Chest 
of the city. He is a former city manager of Rochester. . . 


HIGH JINKS—Aubrey Murray, left, ad director 
of the Times Picayune and New Orleans States, 
was m.c. at the New Orleans ad club's pre-New 
Year's party Dec. 30. Helping him hold up Gil 
Lamb, actor, featured at the festivities, is Loyal 
Phillips, ad manager of the New Orleans Item, 
and newly-elected president of the club. 


BACK IN HARNESS—Ewart M. Blain, recently discharged as an artillery cap- 
tain after serving 34 months in the Pacific, joins the group of veterans back 


at Free & Peters, radio station representative. Left to right are Jones 

Scovern, New York sales manager; Mr. Blain, who will be in the New York 

office; Art Barry, who served as a lieutenant commander in the Navy; H. Pres- 

ton Peters, president, who served in China and the Far East with OWI, 

and Terry Clyne, recently returned from Germany where he was a lieutenant 
colonel with the 8th Air Force. 


Frances E. Teetz, assist. ad mgr. of the G. Myers department 
store, Albany, married Sidney D. Vanck, veteran of 22 months’ over- 
seas service and holder of the Bronze Star, in a ceremony at the 
First Presbyterian Church, in Esperance, the bride’s home town. 
They went to Florida for their honeymoon. . . 

Col. Charles Lawton Campbell, who, until his recent release 
from active service, was chief of the requirements and menu plan- 
ning branch, subsistence division, Office of the Quartermaster Gen- 
eral, has received the Legion of Merit for outstanding service. Prior 
to his military service, Col. Campbell had been vice-pres. of Gen- 
eral Foods Sales Corp. and dir. of radio for Ruthrauff & Ryan. . . 

Harvey Young, ad dir. of the Dispatch, Columbus, O., was mar- 
ried Dec. 28 to Mrs. Mildred Dones, a home economics teacher at the 
Everett Junior High School... 
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Buchanan Agency's 
Internal Setup 
ls Revamped 


New York, Jan. 9.—Buchanan & 
Co., which recently announced the 
resignation of Arthur W. Ramsdell 
as executive vice-president of the 
agency, this week revealed that an 
“advisory management committee 
has been appointed to assume re- 
sponsibility for all operating poli- 
cies.” 

Joseph D. Dunn, who handled 
the Texas Company account under 
Thomas S. Buchanan, president, 
will be chairman of the new com- 
mittee. 

Replacing Mr. Ramsdell, who 
was formerly director of sales of 
the Borden Company, New York, 
where he was known as “the fa- 
ther of Elsie, the cow,” will be 
Fred M. Jordan. Mr. Jordan heads 
the agency’s Los Angeles office, 
and will continue in charge of this 
office with a titular change from 
first vice-president to executive 
vice-president. 


Hertz Remains Chairman 


The other two members of the 
executive management of the 
agency remain John D. Hertz Jr., 
chairman of the board, and Mr. 
Buchanan, president. 

According to one agency execu- 
tive, the executive management of 
the agency will function on man- 
agement policies and will approve 
or disapprove operating policies 
suggested by the advisory com- 
mittee. 

Other members of the commit- 
tee are Grace Barrett, secretary of 
the company; William Boley, gen- 
eral manager of the company, who 
is on the Paramount Pictures ac- 
count; Douglas Day, formerly gen- 
eral manager and now head of 
marketing and research; Rudolph 
Montgelas; Paul Radin, copy; and 
Erwin Swann, who is on the Welch 
grape juice account 

In addition to the advisory man- 
agement committee, a creative plan 
board has been appointed with Mr. 
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Day as chairman. Its members are: 
Paul Radin and Don Christman, 
representing copy; David Strumpf 
and Charles Mahony, representing 
art; and Sidney Schaefer, repre- 
senting media. 


Full Time Job 


Mr. Ramsdell, who came to Bu- 
chanan & Co. in October, 1943, 
from the Borden Company, is now 
devoting his time to the Radco 
Company, New York, of which he 
has been president for the past 


two years. The company is work- 
ing on the perfection of three- 
dimensional pictures. 


Named Sears V. P. 


Henry Rose, president of Henry 
Rose Stores, Inc., New York af- 
fliate of Sears, Roebuck & Co., 
has been elected vice-president of 
the Chicago mail order firm. Mr. 
Rose, who has been associated 
with Sears for the past 18 years, 
will continue his connection with 
the Rose stores and will head 
Sears’ New York office. 


To Bo Bernstein 


Bo Bernstein & Co., Providence, 
R. I., has been named by Arrow 
Supply Company, Pawtucket, R. I., 
distributor and dealer in electric 
appliances, to handle its advertis- 
ing. 


Shares Agency Profits 


Davis & Beaven, Los Angeles, 
made payments ranging as high as 
15% of a year’s salary to members 
of the agency at the end of 1945. 
The profit sharing plan is a per- 
manent feature of the agency. 


Zl 


Lithographers to Meet 


Directors of the Lithographers 
National Association, New York, 
have selected Atlantic City for the 
1946 convention, to be held during 
the week of May 12-18, with the 
exact dates to be set later. 


Joins Book Find Club 


Alice Ross has resigned as space 
buyer with Franklin Bruck Ad- 
vertising Corporation, New York, 
to become director of advertising 
and publicity for the Book Find 
Club, New York. 


Well, ever since 


rendered by-any American ne 


*GRACE BARBER 
Beauty Editor 


YOU remember Helen (Helen of 
Troy, we mean)—the face that 


‘launched a thousand ships”. 


that time—and probably 


before—women have been mightily and rightly in- 
terested in the preservation and enhancement of 


whatever beauty their Maker saw fit to give them. 


Which urge has created a half billion dollar 
cosmetic business, and made it possible for beauty 
editors to develop a reader clientele that the 


most erudite of columnists can’t even approach. 


In Detroit and Michigan, Grace Barber, 


Che Detroit Free Press 


Free. Press Beauty Editor is the mentor of 


comeliness in 400,000 homes. Over the years 


the general excellence and practicality of her 


advice has evoked an astonishing volume of 


“fan mail”. During the last thirteen years the 


total number of inquiries 


from women readers 


has reached a total of 657,338, or about one 
thousand a week. (In 1944 alone the total calls 


received was 55,716.) 


Through the instrumentality of Miss 


Barber’s work and that of her editorial associ- 


ates, The Detroit Free Press has become best- 


read, best-liked and most-wanted in this area. 


JOHN S. KNIGHT, PUBLISHER 


wspaper during the year | — 
1944.” Pulitzer Medal Award to The Detroit Free Press. | 


"A DYNAMIC PAPER SERVING DYNAMIC DETROIT” 
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College Inn's Ad 
Budget Doubled; 
Eliel Promoted 


Chicago, Jan. 9.—College Inn 
Food Products Company has an- 
nounced a “tremendously in- 
creased major-scale consumer ad- 
vertising campaign,” designed to 
build national distribution for the 
company’s tomato juice cocktail, 
chicken a la king, boned chicken 
and chili dinner. 

For the first time, College Inn 
is using four-color, full-page in- 
sertions in a national magazine— 
the January and February issues 
of Woman’s Day. It is also using 
black-and-white ads in The New 
Yorker, and plans to use other na- 
tional magazines later this year 
for the tomato juice cocktail and 
chicken specialties. 

The new. budget, double that of 


1945, will be used chiefly to ex- 
pand newspaper schedules. In- 
sertions will run in newspapers in 
markets in the South and West, 
to build distribution there. Col- 
lege Inn’s distribution until now 
has been in the East and Midwest 
only. 

In addition, the company will 
continue to sponsor a program on 
the Yankee Network and WOR 
and WHN in New York, and it 
will increase its use of business 
papers. Weiss & Geller handles 
the account. 


Studies Changing Trends 


Ernest Byfield, president, as- 
serted that the company has en- 
gaged in much research during 
the war, both on the home front 
and among the armed _ forces, 
which has revealed “changing 
trends in consumer food buying 
preferences, in package design and 
reactions to advertising. These, 
together with our own laboratory 
research, have resulted in the 
creation and perfection of innova- 
tions in our production methods 


ees // coe 7 ne 


and product-wise that, we have 
reason to believe, will exert a 
strong and favorable influence in 
giving College Inn foods increas- 
ing popularity among all classes 
of people.” 

Simultaneously, he revealed that 
Willard Eliel, previously vice- 
president in charge of production, 
has relieved Dwight Mahan as ex- 
ecutive vice-president. Mr. Eliel 
has been with the company 23 
years, and has pioneered in the 
specialty food field. 

Other personnel changes are: 
Charles S. Potter, formerly secre- 
tary and treasurer, now vice- 
president in charge of administra- 
tion; Gordon Carlson, formerly as- 
sistant production manager, pro- 
moted to production manager, and 
Ernest Byfield Jr., on terminal 
leave as an Army captain, named 
special sales representative. 


Press Group to Meet 

The Inland Daily Press Asso- 
ciation will hold its 62nd mid- 
winter convention at the Congress 
Hotel, Chicago, Feb. 19-20. 


‘Write—Don't Run’ 
Nylon Ad Attracts 
Record Response 


Lincoln, Neb., Jan. 9.—At least 
until nylon hose floods the mar- 
ket, the Miller & Payne store here 
offers its single-ad appeal as a 
sure way of drawing customers— 
without creating a riot. 

The store ran a New Year’s 
Day advertisement of 800 lines in 
the Lincoln Journal and Star an- 
nouncing its plan of equitable dis- 
tribution of nylons. It offered one 
pair to a customer only, to those 
sending in postcards or letters, 
with orders to be filled in rotation 
according to postmark from Jan. 1 
through midnight of Jan. 3. The 
ad warned that the store’s hosiery 
section would have no nylons— 
until: later ads say so—and that 
no telephone orders would be 
taken. 

At the end of three days, the 
single ad had produced more than 
13,000 letters and postcards (Lin- 


coln’s population is 82,000), and 
17 employes of the store were kept 
busy opening, sorting and ar- 
ranging the mail. Store officials 
reported widespread public ac- 
ceptance of the method of dis- 
tributing limited supplies of the 
precious hose. 


Heads Loblure 


Osborne M. Curtis Jr. has re- 
signed as sales manager of the 
lithographic paper division of S. D. 
Warren Company, Boston, to be- 
come president of Loblure, Inc., 
manufacturer of a newly-invented 
synthetic lobster bait. Mr. Curtis, 
who is active along the East Coast 
as a yachtsman, leaves a post he 
has held for 18 years. 


Rejoins Poultry Board 

Lawrence W. Rember, for the 
past two years public relations 
director of the Hospital Service 
Plan Commission, Chicago, has re- 
turned to Poultry and Egg Na- 
tional Board, Chicago, as assistant 
general manager. From 1941 to 
1943 he was director of public 
relations for the board. 


Ay every week-day end you will see the Daily News going HOME .. . By bus 
... By "L" ... By trolley . . . By suburban train... By newsboy carrier. 


These Daily News HOME readers—more than 1,250,000 of them—are eagerly wait- 
ing for the news of the world accurately and dependably reported. And with the same 


eagerness waiting to hear from manufacturers and merchants. According to a recent 


independent survey* Daily News families have built up a tremendous post-war shopping 


list. For example, they will buy 540,672 items to refurnish their living rooms alone . . . 
And 176,557 radios ... And 83,354 refrigerators .. . And 124,298 washing machines 
...And 160,032 automobiles. 


These are just a few glimpses of tomorrow's sales opportuni- 


ties here in Chicago. But these few glimpses outline a market 


of major importance and profitable response to the adver- 


tiser. When business executives stop to think that such a 


variety and volume of sales potentials can be developed 


through a single newspaper the conclusion is inevitable: — 


THE CHICAGO DAIL 


y NEWS BELON 


os Ist ON THE LIST! 


THE CHICAGO DAILY NEWS 
For 70 Years Chicago's HOME Newshafer 


JOHN S. KNIGHT, PUBLISHER 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 Genera! Motors Building 


*Conducted exclusivey among regular 
readers of the Chicago Daily News, 
representing a valid cross-section, house- 
to-house sampling. 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 


TAMPA, FLORIDA 
MERCHANTS REPORT 


GREATEST 


DECEMBER 


IN HISTORY 


® The merchants of Tampa experienced the great- 
est Christmas business this past December in 
the history of the city. “It far surpassed any 
previous Christmas month," said the Tampa 
Merchants Association. 


94% OF LOCAL 
RETAIL ADVERTISING 
CARRIED IN THE TIMES 


® The Tampa Times consistently contributes to the 
success of Tampa merchants by carrying a ma- 
jority of their week-day advertising. In the first 
eleven months of 1945, it published 54.6% of 
the total local retail daily advertising lineage 
carried in the two Tampa dailies. 


TIMES NET PAID CIRCULATION DOUBLED 


® The Times has more than doubled its net paid 
circulation in the past eleven years, although 
more than 15,000 additional net paid circulation 


has been temporarily 
newsprint shortage. 


discontinued because of 


© The Times should definitely be in the budget of 
every advertiser hoping to sell in this “HIGH 


SPOT CITY". 


TAMPA DAILY TIMES 


NATIONAL REPRESENTATIVE 


* THE KATZ AGENCY, INC. 
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Advertising Age, January 14, 1946 


Congress Probes 
‘Surplus’ U.S. 
Printing Plants 


Washington, Jan. 9—The Joint 
Congressional Committee on Print- 
ing, with Sen. Carl Hayden of 
Arizona as chairman, plans to in- 
vestigate the peacetime use of gov- 
ernment-owned printing equip- 
ment purchased during the war. 

James R. Brackett, general man- 
ager of the Printing Industry of 
America, Inc., national trade as- 
sociation of the commercial print- 
ing industry, estimates. that $300,- 
000,000 worth of printing and re- 
production equipment was pur- 
chased by various government 
agencies during the war, and 
claims that very little, if any, has 
yet been declared surplus. PIA, 
at a national meeting in December, 
called upon Congress to reduce 
the number of government print- 
ing plants at least to prewar levels, 
and eliminate competition with 
private industry. 

In a report described by Mr. 
Brackett as “tentative in charac- 
ter,’ due to the absence of a single 
source for information on number 
of plants, location, etc., the print- 
ing industry says that the Army 


has about 60 plants throughout | 


the country which some officials 
plan to consolidate into about six 
fully-equipped installations. 


Other Agencies Operate Plants 


Mr. Brackett adds that the Navy 
plans to consolidate “several score 
scattered installations . .. into a 
much smaller number”; that the 
Reconstruction Finance Corpora- 
tion is planning to build, or is 
building, several offset plants; that 
the Treasury has or contemplates 
a number of unspecified establish- 
ments, and that the Departments 
of Agriculture and Commerce, So- 
cial Security Board, Railroad Re- 
tirement Board, etc., have printing 
plants. 

Senator Hayden announced that 
the committee will confer with the 
public printer and the Budget 
Bureau, and declared that “there 
would seem to be little or no jus- 
tification for the maintenance or 
expansion of the government 
printing establishment which was 
created as a result of the war 
emergency.” 


PRINTING INDUSTRY BOARD 
TO MEET MAR. 14-15 


Washington, Jan. 9.—The board 
of directors of Printing Industry 
of America, Inc., will meet at the 
Homestead, Hot Springs, Va., 
March 14-15. 

Principal item on the agenda 
will be the industry’s national pro- 
gram to recruit veterans for the 
skilled trades and management 
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PHOTO-ENGRAVERS 
IN CHICAGO 


ee 


positions in the industry. The or- 
ganization hopes to hire and train 
75,000 veterans under the G. I. 
Bill of Rights, and comprehensive 
training programs have been set 
up in 33 major cities. 


Plans Spring Market 

The Chicago Association of 
Commerce, sponsor of the event 
through its domestic commerce 
committee, expects 18,500 retail 
store owners and buyers from the 
United States, Canada and Mexico 


spring market-wide opening, to 
start Jan. 28. Products of more 
than 3,200 manufacturing and 
wholesaling concerns are to be on 
display. 


Schoenfeld to Detroit 


Merritt R. Schoenfeld, until re- 
cently assistant manager of Amer- 
ican Broadcasting Company’s 
western division, Chicago, has 
been named manager of the ABC 
office in Detroit. He entered the 
radio business with NBC in 1936 


with ABC when the Blue Net- 
work was separated from NBC in 
February, 1942. Neil Mulhern, 
ABC account executive in Detroit, 
will continue in that capacity. 


Names Norman Haig 


Norman K. Haig, formerly di- 
rector of the General Motors Cor- 
poration war products training 
service, has been named director 
of the GM government sales sec- 
tion of the distribution staff, with 
headquarters in Detroit. The sec- 
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sales of General Motors cars and 
trucks made direct to the federal 
and state governments. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Com the 11 Western States 
. . lst in California (rated 2nd in Retai) 
Sales, lst in Auto Registry) 
. lst in Los Angeles County i Srd in 
Marke Market Area, lst Autometive 
arket) 
. lst to Service Stations, Car Dealers, Ante 
Repair Sessions in 11 Western 
Main Office — 1700 


to attend the 26th annual Chicago|as an account executive, and went 


States 
. * . t sth St., a Angeles 14 
is responsible for domestic eee dae Oh ae aden Ge 


For many years Los Angeles has led America 
and the world in the production of oil well 
Yet, this is but one of 
its nine high ranking major industries .. . 


tools and equipment. 


more than in any other industrial area. 


Los Angeles has come out of the war with 
over seven thousand highly diversified manu- 
facturing plants, but even now more plants 
are being planned, built and equipped. In 


spite of war contract cancellations, ‘help 
wanted’ signs are very much in evidence with 
jobs going begging. ‘ 


Here in America’s third largest and richest 
market, retail sales in the first full peacetime 


year should easily exceed two and a quarter 


Baash-Ross Tool Co. 


9 PNGELES INDUSTRY 
Vv ° 
WEARS 


oo 
ae 


In Production of 
OIL WELL TOOLS 
AND EQUIPMENT 


billion dollars . . . all out of current income, 


and without recourse to the more than four 
billion dollars in savings and war bonds. 


This amazing market has but one exclusively 
evening metropolitan paper. . . the Evening 
Herald-Express which reaches thousands upon 
thousands more families in the populous city 
and retail zones than any other daily. . .truly, 
the logical first choice in any campaign de- 


signed to cover Los Angeles. 


In national industrial production Los Angeles ranks: 
First in aircraft, motion pictures, oil well tools and 
equipment: Second in automobile assembly, rubber 
tires, apparel: Third in food processing, petroleum 
refining: Fourth in furniture and finished wood 
products—a record for high ranking industries. 


“Los: ANGELES EVENING “ff 
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Award of NBC ‘Exclusive’ 
Draws Fire of Rivals 


Washington, Jan. 10—The 
wrath of the radio broadcasters, 
terrible to behold, descended last 
week on Assistant Secretary of 
State William Benton for award- 
ing NBC an “exclusive” on the 
Byrnes report following the Mos- 
cow foreign ministers’ meeting. 

As “timebuyer” for the State 
Department, Mr. Benton felt that 
he had to have either NBC or CBS 
for proper coverage. Faced with 
an “exclusive or nothing” ulti- 
matum, he decided to turn the 
whole thing over to NBC. 

Other nets obviously were not 
flattered by the assumption that 
there could not be proper coverage 


By STANLEY E. COHEN, Washington Edit 


without NBC or CBS. They raised 
such a fuss that FCC Chairman 
Paul Porter was called in to con- 
vince NBC to throw the event 
open to all. 

Mr. Benton feels it is unfair 
for a network to demand an “ex- 
clusive” on these public events. 
While he recognizes the argument 
that only the President warrants 
more than one network, he agrees 
that public service programs ought 
to be available to all who want 
them. 

* * 1k 


Now that the excess profits tax 
is off the books, firms still doing 
military work are meeting up with 
the Vinson-Trammell Act, sus- 
pended during the war, limiting 


profits on aircraft and ship con- 
struction contracts to 10 and 12%. 
Since “pilot” military contracts in 
these fields will inevitably be im- 
portant in the years ahead, it ap- 
pears certain that there will be 
some important rulings on the 
items of cost (including advertis- 
ing) that are to be exempt from 
the profit “ceiling.” 
* * * 

The drug industry will undoubt- 
edly have its pistols loaded when 
the House interstate commerce 
committee opens hearings Jan. 28 
on the Reece bill, clipping FTC 
power over labels, and broadening 
court review of FTC rulings. Drug- 
gists also resent FTC-sponsored 
fuss over retail price maintenance, 
culminating last week in an $87,- 
000 fine imposed by a federal 
court in Newark against the Na- 
tional Wholesale Druggists Asso- 
ciation for coercive price main- 
tenance activity. 

* * * 


Manufacturers Of DDT, who 
have been subject to special at- 
tention from the variety of gov- 


7i7 DIESEL PROGRESS 


PROGRESS is the only publica- 


tion completely covering all the 


cB 


With a record-smashing increase of 
2000% in production during the 
last 5 years, Diesel is the fastest 
moving market in the heavy ma- 
chinery field today. It’s a market 
on the move with a future as wide 


as the mechanized world. There are 


over 22 vast markets for Diesels, 


each requiring hundreds of acces- 
sory items which the Diesel indus- 
try is now buying. 

Keeping pace with the rapidly 
expanding Diesel market, DIESEL 


ete. 
=WL 
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buyers and users of Diesel equip- 
ment. There’s no waste circulation. 
It blankets the whole broad field— 
executive, engineering, sales and 
purchasing personnel of Diesel and 
allied manufacturers, as well as 
Diesel owners and users by the 
thousands. Your advertising or 
sales message in DIESEL PROG- 
RESS will receive more concen- 
trated readership than through any 
other publication. Act now to reach 


the key men in the Diesel industry. 


GRESS 
-2-WEST 45TH STREET, NEW YORK 19,.N. Y. _ 


 ——e GBB ITED AND PUBLISHED BY REX W. WADMAN 


Affiliated Publications: DIESEL ENGINE CATALOG 
WORLD PETROLEUM *® PETROLEUM WORLD 
PETROLEO DEL MUNDO * EL MUNDO AZUCARERO 
SUGAR *& SUGAR REFERENCE BOOK * EL CATALOGO 


AZUCARERO 


ernment agencies interested in 
labeling and advertising, may be 
reassured by the latest Depart- 
ment of Agriculture research re- 
port indicating that there is little 
possibility that DDT’s slaughter of 
insects will upset “the balance of 
nature.” For example, Agricul- 
ture says, experiments show that 
DDT’ is less deadly to bees than the 
arsenic sprays currently used on 
vegetables and fruit. “There is 
evidence,” Agriculture says, “that 
beekeepers may come around to 
view DDT as a promising relief 
from arsenic poisoning of bees.” 
oo * oo 


Predictions from the Bureau of 
Agricultural Economics that big 
changes are ahead in food mar- 
keting (AA, Jan. 7) were backea 
up last week by Eugene L. Wil- 
son, chairman of the Aircraft In- 
dustries Association, who pre- 
dicted that almost a third of the 
fruits and vegetables shipped from 
out of the great Winter Garden 
area might go by air if freight 
rates are brought down to 10 cents 
a mile. It is in the field of agri- 
cultural products that the most 
promising initial development of 
air cargo is to be found, Mr. Wil- 
son said. 

* * * 

FTC is after the Moglen Mfg. 
Company, New York, for using a 
picture of a girl with a scarf ar- 
ranged over her head, which is 
“an exact likeness of that used 
originally by a competitor, Beau 
Brummel! Ties, Inc., of Cincinnati.” 
This practice, FTC says, “has 
caused a substantial portion of the 
purchasing public to buy the re- 
spondent’s scarfs in the mistaken 
belief that they are scarfs created 
and sold by the Cincinnati firm.” 

% * % 

FCC on Monday dips into the 
Clear Channel argument, collect- 
ing evidence on the issue of 
whether the clear channels should 
be broken down in the interest 
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of better rural radio service, or 
whether the stations should be 
moved to provide better coverage. 
In addition to the evidence it will 
collect from interested broadcast- 
ers, the commission must try to 
decide the implications of the Bu- 
reau of Agricultural Economics 
field study which indicated that 
most rural listeners have no Oob- 
jections to the radio service they 


get now. 
* * #€ 


Long successions of business 
men who have wrestled in vain 
with surplus consumer goods, and 
concluded that it is impossible to 
deal with the Army and find out 
what they will eventually have to 
sell, may be interested in the tac- 
tics of Merritt C. Penticoff, ex- 
Sears, Roebuck, ex-WPB, now as- 
sistant surplus property admin- 
istrator. Mr. Penticoff is sending 
750 consumer goods “scouts” to 
military installations. They will 
search out surpluses, examine 
them and rush through reports, 
eliminating red tape when the 
goods are finally available for 
sale. The “scouts” will work from 
200 “control centers” which will 
record impending declarations and 
prepare RFC salesmen for their 
next assignments. 


% * * 


Those who doubt that govern- 
ment corporations can get along 
with private industry may be in- 
terested in a test at Jonesboro, 
Ark., where the Rural Electrifica- 
tion Administration and South- 
western Bell Telephone Company 
are joining in an experiment which 
may bring inexpensive telephone 
service to millions of farms in iso- 
lated areas. Under the proposed 
plan, the telephone message would 
be carried along the power line, 
instead of a separate telephone 
line. Southwestern Bell is using 
the lines of REA-financed Craig- 
head Electric Cooperative Corpo- 
ration, Jonesboro. 


SALES 


"scoreboard." 
labelled with salesmen's 
names are moved “up the 
ladder" according to sales 
made, percentage of quota, 
or jobs performed. Can be 
set up for branch offices, 
agencies, distributors, 
or dealers employing two or 
more persons. 


Ladders are constructed of 
sturdy display-board, printed 
in three colors and furnished 
with ten miniature men and 


WENN: Seirves 


"LADDER OF SUCCESS' 
MAKES NOVEL 
SCORING DEVICE 


Show step-by-step progress of sales- 
men in your next sales campaign or 
contest with this dramatic and col- 
orful 6-foot ladder—designed as a 
Miniature figures 


labels for names of participants. 


Send for brief, outlining details, prices, and "Ten Ways to 
Use the ‘Ladder of Success'" and the "Time to Climb" 
theme to dramatize your next activity. Furnished without 
obligation, upon receipt of the coupon below. 


THOMPSON and ASSOCIATES, inc. 


Douglas E. Thompson, President 


165 W. Wacker Drive 
Chicago (1), Illinois 


ACTUAL SIZE: 
6 Feet High—3 Feet Wide 
Printed in 3 Colors 


| ail 
O KAY! without cost send me your "10 


Ways to Use the LADDER of SUCCESS." 
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Committee Notes 
‘Factual Trend’ 


in Advertising 


New York, Jan. 9.—“‘Advertising 
contains much more information 
than has been recognized by those 
concerned with the problem,” the 
Committee on Consumer Relations 
in Advertising, Inc., has found in 
a study of 4,474 advertisements, 
just published as “Information in 
Advertising II.” 

“Various factors reveal that the 
interest in informative advertis- 
ing is increasing,’ the study 
showed. “It is highly probable 
that this growth will be greatly 
accelerated during the reconver- 
sion and postwar periods. The 
growth of consumer education in 
all levels of instruction, the rapidly 
increasing public concern about 
consumer cooperatives, the head- 
lining of the interest in labels and 
many other developments” are 
factors. 

In addition to magazine adver- 
tisements, the study covered. a 
number of direct mail pieces, book- 
lets and radio <ccripts. Most of 
them appeared between May, 1938, 
and March, 1944. Other time peri- 
ods, however, were sampled for 
comparative purposes. 

The average number of inform- 
ation points per advertisement 
during the period of World War II 
was found, for example, to be 9.1 
as compared with 6.5 during World 
War I. “This increase is probably 
due, in part,” the report said, “to 
a general trend, broken only by 
the depression years, for advertis- 
ing to contain more information 
and, in part, to the much greater 
effort on the part of advertisers 
during the recent conflict to aid 
in the war effort.” 

Product groups covered in the 
study were blankets, canned fruits 
and vegetables, carpets and rugs, 
cosmetics, mechanical refrigera- 
tors, men’s shirts, men’s, women’s 
and children’s shoes, packaged 
cereals, sheets, and washing ma- 
chines. 

John Benson is president and 
Dr. Kenneth Dameron director of 
the committee. 


To Donahue & Coe 


Robert F. Blue, for five years 
art director on the General Elec- 
tric account at Maxon, Inc., New 
York, has joined Donahue & Coe, 
New York, as an art director. 


Where 
Dollars 


are the 
“Thickest” 


In Buffalo you can 

reach the heaviest 

purchasing power 

best through the 
Courier-Express 


That's why 
Department Store A 


placed 
57.9% 


of its 1944 space, 
Store B, 58% and 
Store C, 53.3% 

in the 


(our BUFFALO'S ONLY 


MORNING & SUNDAY NEWSPAPER 
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Unger Replaces Leserman 
at United Artists 


J. J. Unger, western sales man- 
ager for United Artists, New York, 
has been appointed general sales 
Manager, succeeding Carl Leser- 
man, who has resigned to repre- 
sent Benedict Bogeaus Productions 
in New York and on the Pacific 
Coast. 

Mr. Unger will appoint his own 
successor soon, and also a new 
eastern sales manager to replace 
Harry L. Gold, who resigned re- 
cently to join Howard Hughes 


Productions. Before joining United 
Artists, Mr. Unger was eastern and 
Canadian manager for Paramount 
Pictures, Inc. 


Coghill Advanced 


William W. Southam, vice-presi- 
dent of Southam Company Ltd., 
Montreal, has retired from that 
position and as general manager 
of the Southam Press, Montreal di- 
vision. He is succeeded by A. A. 
Coghill, assistant general manager 
of the Montreal division. M. E. 
Nichols also has retired as a com- 
pany vice-president and publisher 


of the Vancouver Province, and 
has been succeeded by O. Leigh 
Spencer, assistant publisher. 


Plans Consumer Study 


The Philadelphia Evening Bul- 
letin has announced that it will 
make a 1946 consumer analysis of 
the Philadelphia market. The 
study will produce a consumer and 
retail distribution picture of 
brands and products in the fields 
of foods, soaps, drugs, toilet goods, 
beverages, automotive products, 
electrical appliances and home 
equipment. 


' Cover Catholic. 
Schools, Churches, 
and Institutions 


feuaee es aem= 


within the last four Months 
* CITY NATIONAL BANK 


* CENTRAL NATIONAL BANK 


Needed to handle the ever-increasing financial 


requirements of a busy, prosperous, growing city. 


With over 300 manufacturing plants, Rockford 


is Illinois’ second industrial city. 
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METROPOLITAN 
"? PULATION 


+ 377,854 wits 
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Polk Looks for 
Big Jump in ‘46 
Service to Clients 


Detroit Firm, Now 
in 76th Year, Will 
Resume Auto Figures 


ization as direct mail advertising. 

How the two services supple- 
ment each other is evident in a 
campaign currently being con- 
ducted for one well-known com- 
pany in a highly competitive field. 
The promotion, directed at the 
rural market, is based upon con- 
clusions reached after intensive 
research in a predominantly agri- 
cultural state. Surveys, carried 
on over a nine-month period, 
tended to show that the average 
farmer purchased his needs in this 
field for three major reasons— 


trust and confidence in the local 
distributor and his products; 
friendliness based, perhaps pri- 
marily, on mutual viewpoints, and 
dependability of service. 


Magazine Is Featured 


Cornerstone of the company’s 
promotion is a magazine, sent 
monthly to farm consumers de- 
signated by the local distributor 
and featuring a “gossip” column 
authored by the distributor him- 
self. The publication is designed 
to compete with — if not equal — 


national magazines in articles of 
general interest, matters pertinent 
to modern agriculture and _ its 
problems, pictures and layout. 

Local get-togethers of the farm- 
ers and their families in a par- 
ticular distributor’s territory are 
another phase of the campaign. 
There is a minimum of the com- 
mercial at these “socials’”—films 
are shown, for instance, which 
have little or no bearing on the 
company’s products. 

Although the campaign, as 
mapped by Polk, is only a few 
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months old, results are already in 
the tangible stage, Mr. Beatty said. 
The company’s business has, in 
many areas, approximately 
doubled, and its rural sales repre- 
sentatives have been encouraged 
to provide improved direct-to- 
farm service. 


Help Car Maker 


A consumer research-direct mail 
combination, done for an automo- 
bile manufacturer, may well serve 
to keep the car maker in the run- 


ning when auto sales competition | 


Detroit, Jan. 10.— With three- 
quarters of a century of service to 
American business completed in 
1945, R. L. Polk & Co. is pushing 
the expansion of its facilities in 
line with expected postwar re- 
quirements. 

Billings for its combined serv- 
ices, the company told ADVERTISING 
AGE, will show a substantial in- 
crease in 1946 over prewar levels. 

New plants, in Detroit and else- 
where, have been established to 
provide capacity commensurate 
with the present and future needs 
of Polk’s various divisions. The 
motor statistical division, for ex- 
ample, is setting up a new office 
in Cincinnati, where about 200 will 
be employed in tabulating auto- 
mobile owner lists from car reg- 
istrations. 


Resumes Auto Sales Figures 


The office will handle all types 
of information on new car and 
truck sales throughout the coun- 
try. Polk this month is resuming 
the issuance of new automobile 
sales statistics, the first since 1941. 

A considerable portion of the 
expected increase in billings, Wil- 
liam H. Beatty, Polk general sales 
manager, told AA, will represent a 
larger volume of direct mail ad- 
vertising. He also predicted that 
the consumer survey and research 
division will become as important 
an activity within the Polk organ- 


The Curtain goes up fora 
New kind of Audience! | 


By WM. OTTO*, 
Chief Engineer ‘ 
Carson Pirie Scott & Co. 


“We recently spent $160,000 in converting 
our store from d-c to a-c operation. The 
project called for 10 miles of wiring, more 
than 400 new motors from 1/6 to 50 hp., 
lots of browsing through ads and bulletins 
for installation data. A fourth of our motor 
equipment works by remote control.” 


They will be the kind of people who already 
are spurring their doctors on to more understanding 
and use of new life-savers like tyrothricin. They will 
be the ones eager to try out the new fluorescent 
lamps, impatient to be first to play for their friends 
recordings on wire, enthusiastic about trying new 
textiles made from glass, from milk, from coal-tar .. . 


In other words, the audience of ScrENCE | 
ILLUSTRATED will be the kind of people who unlock 
the doors to new things for the great mass of consum- 
ers who ultimately follow the lead of those who do 
things first. : 


. It will be a peculiarly alert, inquiring audience. 


SCIENCE ILLUSTRATED 


will be an utterly new kind of publication, a maga- 
zine filling a new and challenging need. 

“My idea of a motor or motor control ad 
that makes pals of power engineers is one 
that tells: what provision is made against 
stalling when an overload burns out a coil 
in one phase; how to regulate speeds when 
desired; if control has illuminated push 
button to signal on or off. We're hungry for 
hookup diagrams, hints on maintenance.” 


It will present Science excitingly, pictorially, 
interpret Science personally. 


It will be lavishly illustrated, by a highly mobile 
staff of top-flight photographers and artists. It will 
be produced, brilliantly, by an ace staff of estab- 
lished editors and writers. 


The reader audience, then, attracted to 
ScIENCE ILLUSTRATED will be a new kind of audience. 


*Mr. Otto, dean of Chicago depart- 
ment store engineers, has been a 
POWER PLANT ENGINEERING 
reader and contributor since 1934. 


ant 


; 53 W. JACKSON BLVD. CHICAGO 4, ILL. 
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really gets started in the months 
to come. This particular make 
showed, according to a Polk study 
in 1944 of the postwar auto mar- 
ket, extremely poor standing in 
owner loyalty. Of the total own- 
ers included in the study, slightly 
over 32% expressed themselves as 
buying the same make when new 
cars were again available. This 
placed the company thirteenth in 
a field of 15 different makes. In 
1941, more than 53% of the make’s 
owners bought the same car. 
Polk’s 1944 study, in addition, 


showed that almost 36% of the 
make’s owners would not buy the 
same car when new models were 
made — putting it second in this 
category among the list of 15. 
This deterioration of owner loy- 
alty during the war period—Polk’s 
study was later corroborated by 
the auto firm’s own survey—led to 
direct mail promotion, institutional 
in character initially, among own- 
ers. The first mailing reached 
about 35,000 and has since grown 
steadily to the present 400,000, in- 
cluding owners, automobile sales 


financing companies, bankers and 
others. Spot checks, Mr. Beatty 
said, point to a “tremendous gain” 
in loyalty percentage. 


Many Fields Assisted 


Biggest customers of the Polk 
direct mail division are auto, tire, 
oil, insurance, radio, appliance and 
finance companies. Its first direct 
mail job—“the company branched 
into this field in 1923, more as a 
matter of evolution than anything 
else,” said Mr. Beatty—was for an 
automobile manufacturer. 


“Direct mail advertising is fast 
growing up as a national advertis- 
ing medium,” the Polk executive 
declared. “There is a definite trend 
now to steady, regularly - spaced 
mailings rather than the sporadic, 
irregular ‘two-three shot’ cam- 
paigns.” 

Backbone of the firm’s activities 
is the city directory division. It 
managed to publish annual or bi- 
ennial directories in the smaller 
cities, but the lack of necessary 
manpower forced the suspension 
of annual directory publishing for 
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It will comprise people peculiarly avid for news and 


information about new things and new means which 


may enrich their lives. They will be a peculiarly 
attentive, thorough-reading kind of audience. 


In short, here is an audience which the pecu- 
liarly shrewd advertiser will be particularly anxious 


to secure for his message. 


your nearest McGraw-Hill office. 


SCIENCE ILLUSTRATED 


A New McGraw-Hill Publication 
SCIENCE BROUGHT HOME TO YOU 


Advertising forms close February 10, 1946 


Initial print order, 500,000 copies. First issue, April; 
25¢. For further, full details about this new magazine, 
address SCIENCE ILLUSTRATED, 330 West Forty- 
second Street, New York 18, New York. Or phone 


the nation’s larger metropolitan 
areas during the war. Advertising 
in Polk’s city directories, accord- 
ing to Mr. Beatty, has doubled. 
Although this increase was ad- 
mittedly war-borne, he said this 
trend shows signs of carrying over 
into peacetime. 

Directory compilation may be 
said to be synonymous with the 
company’s name. Ralph Lane Polk, 
then 21, came to Detroit in 1870 
seeking to publish, on credit, a 
business directory of the com- 
munities along the Detroit & Mil- 
waukee Railway. The book was 
printed, to be followed by a gazet- 
teer and business directory of 
Michigan. In 1874, Mr. Polk pub- 
lished the first Detroit city direc- 
tory. He headed the company until 
his death in 1923. 

His son, the second Ralph Lane 
Polk, who permanently entered 
the organization in 1901, succeeded 
him as president. R. L. Polk Jr., 
third to bear the name, has been 
associated with the company since 
the early ’30s and is now a vice- 
president and general manager of 
the directory division. 


Would You 
Erect a 
Building 
Without a 


Foundation? 


To build greater sales — to 
reach the rich, productive, 
always progressive 


Albany 
Market 


you need the time-tested, 
acknowledged foundation — 
the great metropolitan news- 
paper of the Capital District. 
543,000 population. Effective 
buying power, $700,000,000. 


The Times-Union is read 
by over 47,000 families 
each morning, and over 
96,000 families each Sun- 
day. 


QWbany 


imes-Union 


DAILY and SUNDAY 
A HEARST NEWSPAPER 
Represented Nationally by 


HEARST 
ADVERTISING SERVICE 
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Appliance Makers 
See ‘46 Production 
Increase of 10% 


New York, Jan. 9.—A survey of 
manufacturers of electrical ap- 
pliances by Electrical Merchan- 
dising indicates that production 
will increase at least tenfold in 
1946 compared with 1945. The 
estimates, the publication points 
out, presuppose a “reasonable sup- 
ply of all materials and fairly sat- 
isfactory labor conditions,” and 
are conservative. 

In 1946, the publication says, 
manufacturers estimate production 
of 3,200,000-4,000,000 refrigerators; 
800,000-900,000 ranges; 250,000- 
500,000 water heaters; 500,000 home 
freezers; 2,000,000-3,000,000 wash- 
ers; 225,000-1,000,000 ironers; 12,- 
000,000-20,000,000 home radios, 
and 2,000,000-2,500,000 vacuum 
cleaners. 

Last year the industry turned 
out 263,860 electric household re- 
frigerators; 74,000 electric ranges; 
95,000 electric storage water heat- 
ers; 251,100 washing machines; 
1,686,800 irons including both au- 
tomatic and non-automatic; 30,- 
000 ironing machines, and 258,000 
vacuum cleaners. In addition, it 
produced 390,000 heaters (radia- 
tors); 730,000 heating pads; 68,600 
hot plates (grills); 1,103,000,000 
incandescent lamps of all types; 
227,400 glass coffee makers; 250,- 
000 radio receivers; 23,800 roast- 
ers; 1,400 sandwich toasters, and 
45,800 waffle irons. 


Lewis Leaves WHN 


George Lewis, publicity director 
of WHN, New York, is resigning 
to open his own publicity office 
in New York, specializing in com- 
edy radio programs and ideas. Mr. 
Lewis is president of the Gag- 
writers Protective Association. 


On Canadian Market 


Advertising to the trade by Lind 
Brokerage Company, Toronto, an- 
nounces that Gerber’s prepared 
infant cereals are on the Canadian 
market for the first time. Copy 
also points out that Barrington 
Hall instant soluble coffee is again 
on the market. 


If you sell 
ANTISEPTICS 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of 4,811,511 


listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


BMB Appoints Frank 


Philip F. Frank, formerly in the 
business development department 
of American Broadcasting Com- 
pany, and previously public rela- 
tions director of Associated Trans- 
port, Inc., New York, has joined 
the Broadcast Measurement Bu- 
reau to supervise subscriber serv- 
ice and educational activities deal- 
ing with the use of BMB data by 
stations, advertisers and agencies. 


Brainard Leaves NBC 


Bertha Brainard, manager of 
NBC’s program package sales di- 
vision and with the network since 
its inception in 1926, has retired 
“at her own request,” Frank E. 
Mullen, vice-president and gen- 
eral manager, has announced. 
Thomas D. Rishworth, assistant 
manager of the package sales di- 
vision since his return from the 
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armed forces, will take over her 
work with other members of the 
program department. 


Collins Appointed 

Leslie A. Collins has been ap- 
pointed assistant to the president 
of Ford Hotels Company, Roches- 
ter, N. Y., and subsidiary com- 
panies. He will have charge of 
advertising and public relations 
for both Canadian and American 
units. 


Doremus Ups Brindley 


Ronald Brindley, manager of the 
San Francisco office of Doremus & 
Co., New York, has been elected 
a vice-president. Mr. Brindley 
joined the company in Los An- 
geles in 1930, was transferred to 
San Francisco in 1938, and has 
served there as manager since 
October, 1942. 


French Ad Drive 
Reports Progress 
Since Liberation 


Paris, Jan. 7—The French Min- 
istry of Information has, approxi- 
mately a year after the nation’s 
liberation, launched an advertising 
campaign in newspapers and other 
media to inform the public of ac- 
complishments to date and urge it 
to continue productive efforts. 

In a “Let’s Roll Up Our Sleeves’”’ 
drive, the ministry is announcing 
in two-color posters, newspaper 
insertions, etc., that in the past 
year French workers have re- 
paired 5,000 railroad locomotives 
and 85,000 freight cars, have re- 
turned 5,600 barges to the water- 
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ways, increased the number of 
trucks in use from 200,000 to 270,- 
000 (as against the prewar figure 
of 500,000), etc. 

Notable omissions in the cam- 
paign prepared are ads on im- 
provements in food and textile 
supplies. Illustration and layout 
of the ads currently have little of 
the “arty” appearance for which 


war, with art treatment relegated 
to small illustrations of a realistic 
nature. 


Advertises Oil Burner 


Biatomic Oil Burner Company, 
Toronto, is promoting its new oil 
burner with newspaper advertis- 
ing, through Ellis Advertising 
Company. The initial copy also is 
directed to dealers open to local 


franchises. 


EMPLOYMENT 


MATERIALS VALUE OF 

PURCHASED OUTPUT 
ws og 
ol ce e 


Compared with any other industry—Food, Chemical, 
Textile, etc —the Metalworking Industry is the nation’s 
biggest. And here is information you can use in going 


after a larger share of 


business from Metalworking. 


To keep pace with the changes in Metalworking, use 


the market information 


made available by STEEL’S 


continuing study of the industry. You'll find the facts 
are detailed and complete. Market figures are broken 


down by type and size 


of plant, by type of product 


manufactured, and by operations. 


For the market facts and figures you need right now, 
get in touch with the man from STEEL, or write us direct. 


Here are market facts that you can put right to work 
in your sales planning. Use STEEL’S Market Selector 
Slide Chart for answers to questions like these: 


+ How many plants are going back to 
manufacturing their old products? - How 
many have developed new products? - 
What are employment and production 
estimates for future months? 


Put this Market Selector to work on your sales planning 
problems. It will show you what's going on, and what 
to expect, in the plants that do over 90% of the busi- 
ness in the Metalworking Industry. 


French ads were famed before the ' 
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Columbia Ups Three 


At a recent meeting of the board 
of directors of Columbia Recording 
Corporation, Bridgeport, Conn., the 
following officers were elected 
vice-presidents: Goddard Lieber- 
son, vice-president in charge of 
masterworks division; Arthur E. 
Satherly, vice-president in charge 
of country dance and folk music, 
and Andrew J. Schrade, vice- 
president in charge of West Coast 
operations. 


Soil-Off Names Oxarart 


Soil-Off Mfg. Company, Los 
Angeles, has appointed Frank 
Oxarart Advertising Agency, Los 
Angeles, to handle its account, 
effective March 1. Plans are being 
made to distribute and advertise 
Soil-Off liquid paint cleaner na- 
tionally. 

Miss Caroline Robbins, recently 


released after three years’ Navy 


duty, has joined the agency to 
head the industrial and public re- 
lations department. 


Halfpenny Promoted 


Arthur G. Halfpenny, who has 
been with Northam Warren Cor- 
poration, Stamford, Conn., for five 
years, has been promoted to as- 
sistant to the general manager. 
His activities will cover purchas- 
ing, advertising and other man- 
agement matters except factory 
operation. 


Promotes Canadian Lamp 


Sun-Kraft ultraviolet ray lamps, 
absent from the Canadian market 
during the war, are being pro- 
moted in weekend and general 
magazines by S. Laing Agencies 
Ltd., Toronto. R. C. Smith & Son, 
Toronto, is the agency. 


Curtis Ad Notes 
19 U. S. Assets; 
8 Liabilities 
Philadelphia, Jan. 9—Curtis 
Publishing Company presents 
“America’s Balance Sheet,’ list- 
ing 19 “assets” and eight “liabili- 
ties,’ in a large advertisement 
appearing the first two weeks of 
this month, through Lamb, Smith 
& Keen, Inc., Philadelphia, in 
newspapers of 18 large cities. 
Assets listed include “greatest 
money accumulation in U. S. his- 
tory; all-time high investment 
portfolios; highest U. S. national 
income on record; continuously in- 
creasing production; greatest pro- 
duction record; highest payrolls 


in history; the greatest demand 
for homes in history; an unprece- 
dented demand for goods and 
services; low inventories; birth of 
new industries; American inven- 
tive genius; vast national re- 
sources, many still unrealized.” 


Other Assets 


Also, “an effective and pros- 
perous agriculture; the highest 
level of culture and education of 
any people; more than 12,000,000 
gallant men who, in the armed 
services, proved the strength of 
the American heritage; the na- 
tional protection of victorious 
armed forces; first real progress 
toward world peace and unity, 
under American leadership; a land 
of unsurpassed beauty, with com- 
ing opportunities for travel and 
education never before dreamed 


COPPER and BRASS 
By Product Classification: 


Bar Products— Bolts, Nuts, Rivets, Screw Machine Products. 
Wire Prod Wire Specialties, Cable, Wire Fabric...... 
Sheet and Strip Products—Light Gage Tubing, Stampings 
Plate Fabricators—including Welded Pipe............---- 
Structural Fabricator 


oe enee 


Small Tools—Cutlery and Flatware. ..................---- 
Piumbers' Supplies—Steam Sp 
Agricultural | 
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Does Tudnstry's Use of Metals 
Affect Your Sales Planning ? 


If your marketing is affected by the uses of metals and 
special shapes, you will want STEEL'S report, ‘The 


wi rs nin 
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using same OLE. 
68.1 32.6 63.5 13.9 
65.2 719 21.9 6.2 
66.7 47.4 40.6 12.0 
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48.3 32.1 60.0 17.9 
62.4 43.4 491 7.5 7 f , 
86.1 40.3 46.8 12.9 i 
70.0 42.9 45.7 11.4 ae Saas 
70.1 27.7 61.7 10.6 
90.3 17.9 643 17.8 


Future Market for Metals.”’ 


and die castings. 


Market for Metals’’, drop us a line. 


It reveals trends in the uses of aluminum, magnesium, 
copper, brass, NE Alloys, etc. By product classifica- 
tion, the study shows what changes the Metalworking 
Industry expects to make in the use of castings, stamp- 


If you don’t already have a copy of “The Future 


Latest STEEL Study Analyzes 
Your Machine “Jeol Market 


How many plants expect to buy new machine tools? 
How many are going to purchase surplus government- 


owned tools? 


OF ALL PLANTS A ie Ch 


O NOW HAVE 


68.17 


OF ALL PLANTS 


INTEND TO BUY 


These and other important questions are answered in 
STEEL'S study of the’Market For Machine Tools. For 
example, the study shows the trends in tooling, and 
what features Metalworking wants in its new machine 
tools. It shows the probable effects if a comprehensive 
trade-in program were offered by machine tool builders. 


This study of your machine tool market is accurate and 
up-to-date. If you have not already seen it, let us know. 
We'll be glad to put the information into your hands. 


For more sales in your Metalworking 


Market, tell your story 


which reaches the plants that do over 


90% of the business in 
largest INDUSTRIAL 


STEEL 


Penton Building, Cleveland 13, Ohio 


in STEEL 


the world’s 
MARKET. 


BY TYPE OF LATHE Rave | To BUY 
Mach 14.8 13.4 
, "ee 7 81.7 | 36.3 | 
Multi ple-spi rdle Automati 15.2 11.9 
Railroad _. a : -96 4 
“Roll Turning... 27 mr 
Single Spindle Automatics _ 20.6 x 12.6 
Toolroom _.... 58.7 | 27.1 
Turret (Including Vertical). 59.9 “36.3 
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of, and a land of 140,000,000 people 
—the strongest, most progressive 
and most undaunted people on the 
face of the earth.” 

On the other side of the ledger 
Curtis lists these liabilities: “The 
national debt (greatly increased 
during the war); private debts 
and mortgages (greatly decreased, 
however, during the war); unem- 
ployment; current temporary work 
stoppages; the indigent and sick; 
moral laxity, delinquency, crime; 
social intolerances, and fear.” 


Pencil Company Formed 


Triangle Pencil Company, East 
Providence, R. I., has been organ- 
ized to produce triangular shaped 
pencils. Distribution will be na- 
tional. George Colby is president, 
Leon Brower is treasurer, and 
Albert Brower, secretary. 


To Kuttner & Kuttner 

Kuttner & Kuttner, Chicago, has 
been appointed to handle the ad- 
vertising of Hospital Liquids, Inc., 
Chicago. Ethical medical trade 
publications and direct mail will 
be used. 


(s*wisconsin 


YOUR PASSPORT TO THE 
LAND OF MILK AND MONEY 


To win Wisconsin, you have to win 
the Wisconsin dairy farmer. He's 
prosperous, he's progressive, he's 
responsive—and chances are 10 to 
1, he’s a regular reader of Wisconsin 
Agriculturist and Farmer. Here's the 
paper he reads and prefers because 
it's his own state farm paper—pub- 
| lished for Wisconsin farmers exclu- 
sively. Does an intensive selling job 
statewide. The only paper that de- 
livers the nation’s top dairy market 
sb borers in a single, easy- 
to-sell piece. 


Wrst OR ist 
Nei ut fore 


WISCONSIN 
VAGRICULTURIST & FARMER 


Racine, Wisconsin 


READ BY 9 OUT OF EVERY 10 
WISCONSIN FARM FAMILIES 
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Liquid Assets Won't 
Go for Durables and 


Luxuries, Is View 


Washington, Jan. 10.—Although 
nearly 100,000,000 Americans are 
holding war bonds, government 
financial experts are convinced 
that the bulk of $150 billion in 
individual liquid assets built up 
since 1939 rests in relatively few 
hands. 

They are also confident, on the 
basis of their studies, that the 
great bulk of these accumulated 
savings is being held for perma- 
nent purposes, and is not going to 
be used extensively in purchasing 
consumer durables and luxury 


items. 
These assumptions have been 


Quarter-Century of Religious Service 


KDKA early recognized the universality of religion, and inaugurated, 
by remote pick-up from Pittsburgh’s Calvary Episcopal Church, a regular 
church-service, on January 2, 1921. A bronze memorial in the church 
attests the importance of KDKA’s contribution to religion in radio. 


Later in the same year, KDKA presented the first Catholic radio service. 


TODAY, a quarter-century after its first church-broadcast, KDKA 
continues to bring the inspiration and consolation of religious services to the 
multitudes who worship in their homes, and hundreds of other stations 


do likewise. . to serve the owners of 60,000,000 American radio sets. 


RADIO. knows no creed. From the beginning, the stations ot 
Westinghouse have deemed it a high privilege to give generously of their 


time and facilities in broadcasting the services of all denominations. 


WESTINGHOUSE RADIO STATIONS Inc 


wOoOwoO + KEX * KYW © WBZ + WBZA + KDKA 


PITTSBURG 
ie ° 


Represented Nationally By NBC Spot Sales—Except KEX + KEX Represented Nationally by Paul H. Raymer Co. 
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Few Hold Bulk of Huge 
Savings, Experts Say 


seriously questioned in recent 
weeks, as dollars flowed freely in 
the holiday shopping rush, but 
the economists feel that unless 
there has been a significant change 
of heart, the war bonds and the 
bank balances will be held for 
such things as a new home or “a 
rainy day,” and the durables will 
be financed through use of con- 
sumer credit. 


See Demand Holding Steady 


Although bond holders, and 
those with bank accounts, in- 
dicate unwillingness to use savings 
for consumer goods, government 
economists do not feel that that 
will reduce demands for such 
items as automobiles, furniture 
and other durables. With their 
wartime cushion of savings, most 
families will be in a better posi- 
tion to use current income and 
credit for the things they want. 

On the other hand, government 
economists want to know whether 
there is danger that the $150 bil- 
lion in assets will break loose 
while supplies are in such bad 
shape. Their most reassuring in- 
formation comes from a special 
opinion study of Birmingham, Ala., 
and Douglas County, IIl., con- 
ducted by the program surveys 
division of the Bureau of Agri- 
cultural Economics, government’s 
polling specialist. 

BAE discovered, in a scientific 
field study of these two areas, that 
individuals had surprisingly little 
interest in war bonds and other 
assets as potential means of pur- 
chasing consumption goods. 


Seek Economic Security 


Through all segments of the 
economy, individuals indicated 
that they were chiefly motivated 
in saving by a desire for economic 
security and advancement. In 
Birmingham, 19% mentioned “buy 
or remodel homes”; 41%, security 
purposes, such as “aq rainy day,” 
old age, children’s education, and 
emergencies. Douglas County fig- 
ures paralleled these, with more 
emphasis on purchase of farm or 
farm equipment. 

Although questions were 
phrased with particular reference 
to automobiles, furniture and other 
durables, about half the residents 
of Birmingham failed to mention 
liquid assets at all when asked 
how they planned to finance pur- 
chase of durables. 

Birmingham people referred 
more frequently to consumer 
credit than did Douglas County 
residents, for Douglas County was 
less familiar with consumer credit 
before the war, and demonstratea 
less inclination to borrow. 


Low Percentages Shown 


For example, 9% of Douglas 
County non-farm residents plan 
to use their assets in buying dur- 
ables; only 2% of Birmingham 
residents are recorded as having 
similar plans. 

Here’s a summary comparing 
Birmingham and Douglas County 
plans for borrowing to finance 
purchases: 

Birming- Douglas 
ham County 
All asset holders 46% 24% 
Upper third ...... 42 17 
oS eer er errre 48 30 

Federal Reserve economists, re- 
viewing the BAE findings, believe 
individuals are viewing their as- 
sets, particularly war bonds and 
time deposits, as a source of secur- 
ity and means of financing invest- 
ment-type purchases, rather than 
as a means of financing purchase 
of consumer goods. 

For example, 57% of Birming- 
ham residents would buy their 
luxury items from demand de- 
posits; 87% said they would not 


use war bonds for luxuries; 63% 
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would not dig into time deposits 
for luxury purposes. 


Would Use Demand Deposits 


Asked what assets they would 
use for durables, 58% mentioned 
demand deposits; 40%, time de- 
posits; 19%, war bonds. On the 
other hand, 76% said they would 
not use war bonds to buy durables; 
and 56% mentioned war bonds as 
a means of obtaining permanent 
assets. 

Breakdown of asset holdings, 
demonstrated by the survey, has 
convinced Federal Reserve ex- 
perts that assets are not only 
concentrated in the hands of upper 
income groups, but even within 
these “upper” income groups, an 
“upper third” controls the bulk 
of holdings. 

Figures show, for example, that 
in Birmingham, 6% of the resi- 
dents earning more than $125 a 
week have 26% of the assets; 8% 
in the $87 to $125 bracket have 
an additional 26%; 25% from $55 
to $87 have 29%. 

The remaining 19% of the as- 
sets, held by 59% of the residents, 
breaks down: 1% to the 17% in 
the less-than $25 bracket; 3% to 
the 17% in the $25 to $35; 11% 
to the 25% in the $35-$55 group, 
and 2% unaccounted for. 


Top Fourth Better Off 


Within each income bracket, 
high or low, the holdings are con- 
centrated, too, Federal Reserve 
says. The fourth of those in the 
$35-$55 bracket with the small- 
est holdings average $150 in sav- 
ings; the top fourth in the same 
bracket averages $1,200 or more. 
Federal Reserve says the top 
fourth in any bracket is better 
off, savings-wise, than the “aver- 
age” individual in the next higher 
bracket. 

Studying this concentration of 
holdings within each wage bracket, 
Federal Reserve discovered that 
among them, the top third for all 
of the brackets controlled 77% of 
all assets. The “middlte*-folk have 
17%, and the bottom third, what- 
ever their weekly income, could 
muster only 6% of the assets. 

Even though the “upper third” 
of the low brackets dominate their 
particular wage group, in the same 
manner as the “upper third” of the 
higher brackets, their actual hold- 
ings are not significant, Federal 
Reserve finds. 

By eliminating the lower three 
brackets, Federal Reserve still 
demonstrates that the “upper 
third” of the three big wage 
brackets continue to control 59% 
of all assets. 


Own 60% of Assets 


If liquid asset holders in Bir- 
mingham are ranked according to 
size of holdings, ignoring income 
class, the report continues, the 
10% who individually have the 
largest amounts of liquid assets 
own as much as 60% of all the 
liquid assets in the city. Among 
non-farm residents of Douglas 
County, the comparable group 
owns 52% of all liquid assets held 
by that group, and among Douglas 
County farmers, 41%. 

Federal Reserve and BAE de- 
tected these common characteris- 
tics for the “upper third” of all 
income groups: (1) older; (2) 
smaller families; (3) more edu- 
cation; (4) regular methods and 


BURTON BROWNE 
ADVERTISING 


619 NORTH MICHIGAN AVE. 
CHICAGO 11+ DEL. 8300 


specific purposes for saving. 

In reporting their motives in 
saving, however, the “upper 
third,” controlling 77% of the as- 
sets, differed from middle and 
lower groups only in that “they 
tend to be more specific.” 


Resumes Service 


The Meyercord Company, Chi- 
cago, manufacturer of decalco- 
mania, has resumed its technical 
consultation service for advertisers 
and other commercial users. The 
service is available through all 
Meyercord branch offices in 30 
cities in the U. S. and foreign 
countries. 


Ups ‘Bakers’ Helper’ Rate 

Bakers’ Helper, baking industry 
publication, has announced that 
effective Jan. 1, 1946, its new rates 


provide for 15% agency commis- 
sion, plus 2% cash discount to rec- 
ognized agencies. The new basic 
page rate is $250. 


Heads Gooderham 


John E, Finneran, general sales 
manager of Gooderham & Worts 
Ltd., Detroit, Mich., before start- 
ing active duty as a Navy officer 
early in 1943, has been released 
from service and has been elected 
president of the company. Mr. 
Finneran started with Gooderham 
& Worts in 1934. 


Expands to Monthly 


With the April, 1946, issue, the 
American Medical Women’s As- 
sociation will expand its 20-year- 
old quarterly “Women in Msadi- 
cine” into a monthly magazine 
titled Journal of the American 


initial issue of the new publication 
will be sent to 8,000 women physi- 
cians, although subsequent issues 
are to go to the regular mailing 
list of approximately 5,000, the fig- 
ure on which advertising rates are 
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based. Dr. Elise S. L’Esperance, 
New York City, is editor-in-chief 
of the publication. Mrs. Frances 
Mercer is advertising and busi- 
ness manager. Business offices will 
be located in Nashville, Tenn. 


Medical Women’s Association. The 


For Best Results Advertise in — 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


GFLeCt CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 

Write for information: 


GEORGE T. HOPEWELL, Exclusive Representatives 
NEW YORK OFFICE: 10! Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 
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HE’S young and warm-hearted. She’s 
eager and impulsive — in a frank 


and friendly fashion. 


And her eyes still glow with the 
excitement of Katharine Brush’s new 
novel. It’s a gay romance and she has 
read it in Cosmopolitan—favorite mag- 
azine of the younger, smarter crowd. 

Every issue of Cosmopolitan is re- 


plete with really great 


She‘s “romancing” with Katharine Brush’s new hero... 


writing. And 


great writing makes great reading. It 
soothes the spirit. It feeds the mind. It 
makes a girl ambitious for the privi- 
leges and pleasures she reads about. 


And you, National Biscuit Company, 
you can capitalize on this mood created 
by Katharine Brush’s writing. Here’s 
where your ads can point out to her 
that Ritz Crackers add a touch of 
luxury to soups, snacks, or suppers. 


[josmopolitan 


GREAT WRITING MAKES GREAT READING 


Show her that Nabisco Shredded 
Wheat may be served in a dozen dif- . 
ferent delicious ways! E 

So reach for her now, Nabisco! She’s 
been swayed by the stories of Faith 
Baldwin, Louis Bromfield, and all the 
other great authors in Cosmopolitan. 

Emotion’s a mighty motivating force, 
National Biscuit Company. It makes 
wars — and marriages — and SALES! 


o/ 
Emotion makes Wars 
Emotion makes Marriages 
Emotion makes Sales 
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32 
Digest for Brooklyn 


Brooklyn, “The Different Di- 
gest,” will make its appearance 
early this year, according to 


Charles De Mangin, editor of the 
new publication with offices at 175 
Shepherd Ave., Brooklyn, N. Y. 
The publication will be staffed en- 
tirely by ex-servicemen, Mr. De 
Mangin himself having served in 
Italy as editor of The Courier, 
AAF newspaper. 


Ups Bleed Charges 


National Business Publications 
Ltd., Gardenvale, Que., has an- 
nounced that, coincident with the 
changeover of its business papers 
to standard trim size in March, 
1946, a slight increase will be 
made in charges for bleed pages. 
Effective March 1, the _ bleed 
charge will be 15% of the cost of 
black-and-white or color pages. 


Army KP Vets 
Solve Manpower 
Problem for B/G 


Chicago, Jan. 10.—It’s no trick to 
solve your employment problems 
if you will approach them intelli- 
gently, and do something about 
them, in the opinion of B/G Foods, 
Inc., which operates 37 restaurants 
in seven cities. 

B/G was hit harder than most 
by the war. Out of an organiza- 
tion with 1,250 employes, over 250 
went into the armed forces, and 
this number included practically 
all sandwich makers, assistant 
managers and managers. 

There were plenty of problems 
facing John N. Charters and Wil- 


liam L. Nichols when they took 
over B/G management in 1943, 
and this acute problem of compe- 
tent help was one of the most seri- 
ous. Strangely enough, the key to 
its solution arose out of an un- 
selfish service which Mr. Nichols 
developed to help veterans who 
wanted to operate their own 
restaurants. 


Starts Training Plan 


In August of last year the 
“Nichols plan” was announced, in 
cooperation with American Vet- 
erans of World War II, under 
which B/G agreed to train vet- 
erans who wanted to operate their 
own restaurants in a 26-week 
course during which they would 
receive regular pay, and with no 
strings attached. Under the plan, 
veterans were to get 26 weeks of 


on-the-job training and regular 
pay for the jobs they did, but they 
were to be considered trainees 
and not employes, and no strings 
were attached to them. At the 
completion of their course (the 
first training will finish shortly) 
they get a certificate indicating 
their competence in restaurant op- 
eration and the best wishes of the 
B/G organization for their success. 
There is no arrangement, either 
suggested or implied, that they 
should continue to work for B/G. 


Experienced Men Answer 


This “Nichols plan” was en- 
thusiastically greeted by veterans 
and the restaurant industry alike, 
and received a good deal of pub- 
licity. As applications for the 
course rolled in, Mr. Nichols dis- 
covered that a large percentage 


F space rationing, reconversion and the jig-saw 
| puzzle of post-war markets have got you down 
and you are feeling frayed around the edges, why 


tell you Hoard’s 
Dairyman helps 
him to plan the 


not get away from it all? Tell your office you are 
going to do a little market research on your own. 
Put the Missus in the jalopy and head for the open 
road. Pretty soon your nerves will start to settle 
down and you'll be out where the farms begin. 

Along the highway, some farms stand out 
among their neighbors. They have finer looking 
homes, bigger barns, more silos, neater fields, and 
healthier, better-fed livestock. Pick out one that 
makes you say “Boy, would I like to own that 
place!” Drive in, find the owner and ask him 
why he subscribes to Hoard’s Dairyman. 

He will tell you that Hoard’s Dairyman is his 
business magazine, edited to help him make a 
successful operation out of the diversified job of 
handling crops, cows, hogs and hens. He will 


bloodlines of 
his herd... & 

maintain livestock health ... design feeding 
rations for high production of milk, meat and 
eggs... grow bigger yields of better quality 
crops... keep his large variety of farm equip- 
ment working smoothly... 

You won’t have to talk to many of these top 
farmers before you know why Hoard’s Dairyman 
subscribers have 48% more buying power than 
their neighbor farmers and 87% more than 
average U. S. farmers, according to a study made 
by the U. S. Bureau of the Census. 

It’s worth your while to get acquainted with 
the cream of the farm market. Your trip will be 
a tonic to both you and your advertising. 


CEE 


FORT ATKINSON, WISCONSIN « 


250 PARK AVENUE, NEW YORK 


Sells Farm Families who 


seep A EI | 


own more: earn more + buy more 


* EDWARD S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 


Wess Personnel { YOUR CIViLIAN J08 


WILE BE WAITING FOR YOU AT B/G AFTER DISCHARGE 


NO MESS HERE—Ads like this, ad- 

dressed to Army mess personnel, 

brought B/G more than enough per- 
sonnel to fill its needs. 


were men who had experience in 
preparation or handling of food in 
the armed services, and from this 
he reasoned that a direct appeal 
to mess personnel, even before 
they were out of the service, might 
be at least a partial answer to B/G 
personnel problems. 

Accordingly, two ads were pre- 
pared by George M. Stern of Crut- 
tenden & Eger, Chicago, B/G 
agency, and ran six times during 
the last quarter of 1945 in Army 
Times. They were straightforward 
ads addressed directly to mess per- 
sonnel, offering jobs in the B/G 
shops, and listing salaries and em- 
ployment personnel in each of 
B/G’s seven cities. They in- 
vited correspondence from men 
still in service, as well as those 
about to be discharged. 


Build Up Backlog 


The six ads cost B/G a total of 
$2,760, and have pulled so well 
that B/G has not only replaced its 
depleted personnel, but has also 
built up a large backlog of highly 
desirable men who will be avail- 
able as soon as expansion plans of 
the restaurant chain can be put 
into effect. 

B/G is a chain of specialty 
restaurants operating in Chicago, 
San Francisco, Cincinnati, Mil- 
waukee, Minneapolis, New York 
and Pittsburgh, serving a limited 
selection of foods, principally with 
counter service. In 1944 the chain 
served about 10,000,000 meals, and 
averaged about $115,000 in sales 
per store, with an average seating 
capacity of about 50. 


Rochester Club Elects 


Harold R. Russell, general 
manager and vice-president in 
charge of advertising, Commercial 
Controls Corporation, has been 
elected president of the Rochester 
Sales Executives Club, succeeding 
M. M. DuBois, advertising man- 
ager, Rochester Times-Union. Vic- 
tor A. Noel, advertising director, 
Ritter Company, was elected vice- 
president. 


Nessler Joins Baker 


Carl Nessler, formerly associ- 
ated with Home Products Interna- 
tional Ltd., division of American 
Home Products Corporation, has 
joined J. T. Baker Chemical Com- 
pany, Phillipsburg, N. J., as export 
manager. 


Plastics Would 


Case History... 


Advertiser: A Plastics Molder 
Space: One 1/9 Page. 


Results: 350 INQUIRIES. 
7.5% including specifications 
for immediate quotation. 


Do a real selling job by oe your 
advertising dollars to work. 


CLEWORTH PUBLISHING CO., Ine. 


551 Fifth Avenue, New York 17, N. Y. 
Chicago @ Los Angeles @ San Francisco 
Also Publishers of The PLASTICS BUYER 

The PLASTICS NEWS LETTER 
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The Man’s Magazine 
during 1945 


to sell things to men 
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They sold MEN‘S FURNISHINGS 
from swim trunks to raincoats— 


Advertiser Advertised in TRUE 
BGlOr SRG66 160 Moi. oiciiccescccciccssss Elevator Shoes 
PUGGVEE CMOS, TAG. « <oicccccscsiccececses Men’s Suits 
Artvomue of California... ..cccccscccescs Sport Shirts, etc. 
Augusta Knitting Corp.......“Jones Health’? Underwear 
George S; Bailey Hat Co... sccccccccsseses Casual Hats 
MN 64.4 6505 00k So eus (iseesesceewenieas Sportswear 
Betty Coed of Hollywood............ Men’s Sport Shirts 
Botany Worsted Mills........ - Ties, Robes, Handknitting 

Yarns, etc. 
G. Buchsbaum & Co......... Elasti-Glass Belts & Braces 
JOSONN BUIBE? so. 2s. cczces SGsssieeqeueescnuesees Shoes 
Bee ORO PORAMOR 95. 6:csricboosesciwsas cores Sportswear 
ED UD) 60's ssa he6aedcewaasetes California Sweaters 
Cheney Brothers........... jebbeeteage Cravats & Scarfs 
Cisco, Inc.. o cccccccccccccccccs Mapiers, Sportswear 
Cohn-Hall- Marx Se. Lcbeaeeeae Ede eeceteeseehes Fabrics 
Cosmopolitan Manufacturing Co............. Rainwear 
Crest Specialty Go......c00066% eaeeeeens Spiffy Collar Stays 
Daly Bros. Shoe Co., Inc........0006000 Air-0-Magic-Shoes 
Field’s & Company..... EOE SOE TI oe Swim Shorts 
General Shoe Corp..... Faedceeeassadoeeed Fortune Shoes 
A fe ee oF, re Men’s Coats 
Hollywood Rogue Sportswear Co.......... Rogue Shirts 
Homeland Tatlors, Ine... ......<c6sicccccces Men’s Clothes 
F. Jacobson & Sons, Inc... .Men’s Pajamas & Sportswear 
Wate Brats Ca, ING... occ kcccccsevicccs Belts, etc. 
Lustberg, Nast & Co., Inc.......... Buck Skin Joe Jackets 
McCurrach Organization.............. Men’s Neckwear 
Manchester Knitting Mills........... T-Mates Sweaters 
Mayfair Riding & Sports Shops................ Apparel 
Did-City Unilorm Can Co. oo cciccccsseee Military Caps 
Moyer Manufacturing Co............000- Men’s Clothes 
M. Nirenberg & Sons.......... Lion Shirts & Sportswear 
CC) BOGE Se OF CANO ERID e666 diciiscivccwesesed Castle Hats 
PT IE i fu lnivigeswavekkekdaneenessasdisienad Fabrics 
Phillips-Jones {Van Heusen}. .Shirts, Ties, Pajamas, etc 
PUNO DUNES OM is. s 6. cde-cuhecesa oceaes Wings Shirts 
PIGROET SUSSEDOEE COi. 6.6 6:0:6.5 oc rececsseerces Suspenders 
Plymouth Manufacturing Co..............+4 Rainwear 
Revere Knitting Mills, Inc.............. Men’s Sweaters 
Riverside & Dan River Mills............cccece0e Fabrics 
Puritan Knitting Mills.............. Knitted Sportswear 
Rough Rider Manufacturing Co...Men’s & Boys’ Clothing 
DN  OUON AEGs 5:5. 564-0695. 040000000409 0008 Ties 
i ES. re er ee ere Men’s Shoes 
See CIA GOiie 6 cect cacvcsiavcesass Men’s Clothes 
po & SECT eee eee eee Supporters—Belts 
Daas Wy ee Gg TGs 5ic icc cesiececcss Men’s Pajamas 
Wen. Waar Co. 106... 000005006 Fabrics, Wools, etc. 
WT Rs a vcecsascs ceciecstaes Men's Pajamas 
ee hs Went OE Gis c icsis esse ieee Arch Preserver Shoes 


They sold BOOKS 
from atlases to whodunits — 


Theo. Audel & Company............... Technical Books 
MUU < 65:6 hy Soe ss 0ascsnde sss ben teons Build & Fly 
PERTIGOR BOG TAGE ss iociecccccnscecciessevers Books 
Wr StEE Js Os BNC so 5:0 ce sacsives Detective Book Club 
Book-of-the-Month Club, Inc.............ceceee. Books 
Doubleday & Doran............ Book League of America 
DIGURIOEEY E& TOGEB 0.5 i icccccosssscas Dollar Book Club 
Doubleday & Doran.......... Literary Guild of America 
eee ere re eer reer errr rr Books 
SE ee Maps & Atlases 
Pe FN COs 6 oc o sc viciscccscessrenewees Books 
Hodgman Rubber Co... Handy Book of Sportsman’s Secrets 
Hunting & Fishing Magazine...... Sportsman’s Magazine 
O. F. Mossberg & Sons, Inc......... Rifle-Shotgun Guide 
NOTE BEN: Gi 6 6c es isddcccscscsssessincseses Manual 
eG COMPAOY.....cccccscsecas Book—Short Cut Math, 
Usicorn Press... ss. cca. Funk & Wagnall’s Encyclopedia 
D. Vani Nostrand Co., Ine... oc. ciscccess Books on Math 
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They sold MEN’S TOILETRIES 
from razor blades to hair tonics— 


Advertiser Advertised in TRUE 
American Safety Razor Corp..............6- Star Blades 
Arrow Laboratories..........Men’s Toiletries—L’ Aiglon 
The Chap Stick Go... ...... ..--Stick for Chapped Lips 
JRee Bees Be OG ko a kise cacidvccsaccecccan Surfspray 
Gillette Satety Ranae Ge... soc.cisiccceccsces Thin Blades 
H. Clay Glover Co., Inc...... Mange Medicine & Shampoo 
Hammacher-Schlemmer.............ee00- Razor Blades 
Henri Co. {Charter House}............ Men’s Toiletries 
Herbold Laboratories.............. Grey Hair Remover 
ee OTT OCC CEE Tere Nostril Hair Remover 
Hospital Blade Sales Co......... evaseaens Razor Blades 
Jolin Hudson Moore, Ines... ....66ccssssceseses Toiletries 
pee Le Pee errr eee Tree er Tree Skin Antiseptic 
Lever Beaters G6. 3. 6056scaceees Lifebuoy Shaving Cream 


L. & K. Laboratories & Co.. Men's Toiletries {Monogram} 
Magazine Repeating Razor Co... .Schick Razor & Blades 


The Maclin Firearms Co..:.6.0cceseccseese Razor Blades 
SOOO NOUNS x9 50a dn dissieseseeneciees cue Perfume 
ORR Gio s'5.a. 64.4 ons: d00 Sides seeanens Perfume 
PRO Gy BOG 65 sk bie esse ceeewe Men’s Toiletries 
ND Oe MRM 6520 6:5.0:944.9:0424448404s has aes eae Lip-ade 
BE. W. Rose Go. (Zemo) 6 os oss ccs Athlete’s Foot Remedy 
SORSE CGB ii sais cscs ceasiasis Tars’’ Men’s Toiletries 
To oe @: eee ..---Solvex { Athlete’s Foot} 
Bia es WU, ORG 6 és sic ecaciassicica Kreml Hair Tonic 
UN DRI NG. 65 5260s ss ess nedccchawae Men’s Toiletries 
pe Ee ere cr eee reer re Cake Shampoo 
Jean Vivaudou...... Bergamot by Orloff—Men’s Toiletries 
Wirt COMBED ois 6s cecesesssececcineede Hair Tonic 
As, Waithetick, ING.sccciscss Jeris Hair Tonic & Hair Oil 
Worthington Fifth Avenue......... Shaving Utensils Kit 

{Personna} 
pe ef ee ee nee eer Toiletries 


They sold BEVERAGES 
from beers to bourbons— 


Jas. Barclay & Cos Ltd... cesses eeeeeeCorby’s Whiskey 
D. J. Bielzoff Products Co........... «Red Horse’’ Rum 
Burlington Brewing Co.............+. Van Merritt Beer 
Calvert Distillers Corp.......... Special Reserve Whiskey 
CSMES Viteyards CGis. ic issccccscscaes Wines & Liquors 
Continental Distilling Corp........... Liquors—W hiskey 
I. W. Harper {Bernheim Distilling Co.}........ Whiskey 
Fleischmann Distilling Corp.. Black & White Scotch—Gin 
Glenmore Distilleries Co.......... ee+++-Old Thompson 
ee oe ee ge ee 2S: a re Gin 
{Somerset Imp. Ltd.} 
CHALLOS SACI BEGG, 6 ao ccccecs ccsecvccececes Cordials 
Julius Kessler Dist. Co., Inc............ Kessler Whiskey 
DAES WN ONE 6 6 6.6:0 0004. s5 ka cccoeereeaawads Brandy 


National Distillers Corp... Mt. Vernon—Old Grand Dad 
—PM De Luxe 


General Distilling Corp.............. Old St. Croix Rum 
Imperial Whiskey (Hiram Walker}............ Whiskey 
Pepsi-Cola C0... oc ccssecsccsesccccccsccscces Beverage 
Red Top Brewing Co....Red Top Ale & Barbarossa Beer 
SL ere erry ere eee ee Roma Wine 
PE CNN oda sos 64.6-0:490400405403465% 0060000008 Rum 
Schenley Distillers Corp....... Old Charter—Old Stagg— 

Reserve Whiskey 
Thies PeRihers W718i. COs s4 66 sa sdicessccesicecs Whiskey 
SENIOR BGG. a 66.065 ba csssiseescsseasaes Don Q. Rum 
Schrank & GHawW, INC..26600sccccees Cistercienne Liqueur 
Sous COE GREG 5 iad. 6 cic cceseen recess Liquor 
BE. S, WAIMEEs ENC. 6 6.5.0 c5sscccees Swanee Pride Liqueuer 
TR, GC. We Gio ein 5 66 8:i0465.63088 Havana Club Rum 


They sold MEN‘S JEWELRY 
from diamond rings to watch straps— 


Ball Wh teh Gia s s.6:8 s.00:00904006580% Waterproof Watches 
Bond Diamond Gow. ss sic casscccccccces Diamond Rings 
Forstner Chain Corp....... ere t TT Terry rc Jewelry 
Harvel Watch Co........ bbsAetianaweansese - Watches 
eS Ore eee er Terre ree eee Watches 
House of Watches............ Pierce Parashock Watches 
DRONE, BOG ss 555.0 sa ecs ersawees Watch Bracelets 
Illinois Merchandise Mart. ........ccccessecce Billfolds 
Jacques Kreisler...........0. $60000esceeesssoup Oey 
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They sold MEN’S JEWELRY 
from diamond rings to watch straps— 


Advertiser Advertised in TRUE 
Personal Gifts {Apex Prod.}............ Key Chain Lite 
pS ee ee re eeeeeeee Fountain Pencils 
Longines- Wittnauer Watch Co...........0s008: Watches 
Rugny Products Corp... ...o..06s0.08s ...- Leather Goods 
SEES Ws sinc ccadsneansecs ndaeean tenes Watches 
pS errr err Kon-ite Watch Strap 
Selle Jewelry Co..............22.--Jewelry—Rings, Etc. 
Speidel Corp..... pssheeeeee (nieassageneae Wrist Bands 
ee ee wees Mallets—Jewelry 


They sold EDUCATIONAL COURSES 


from portrait painting to shorthand— 


American Ext. School of Law..Home Study Course—Law 
American School & 


Agnetican Tech. SGCMHY «oi... cecccccess Tech. Courses 
Bogue Institute for Stammerers..............+4- Courses 
Sherwin Cody School of English..... Home Study Course 
Raye Burns SCHAOL... .. 6 cccccsccscssse Cartooning Course 
Chicago Technical College. .....<.sccossseces Drafting 
College of Swedish Massage......... Courses in Massage 
Comfort Writer’s Service. .............- Writer’s Course 
COLNE ACHGOMG soc cceccccscss Language Records Course 
Coyne Electrical School.......... Radio & Elect. Courses 
Alexander Hamilton................ Honze Study Courses 
Int. Corres. Schools...... Home Study—Business & Tech. 
|: er Home Study 
Pe ie eer rer ree Course 
Linguaphone Institute............... Language Records 
Mechanic's Training School..... Home Course Mechanics 

Refrigeration 

National Radio Institute............ Radio Tech. Courses 
PUMtIOHEE SOMES <6 60.0 desiciaincs Radio & Diesel Course 
Newspaper Inst. of America........ Course Story Writing 
PCE WINDS 65.53.50: c eda snd sebew seh ecancan’ Test Course 
Ryan Aeronautical Institute. .Course Aeronautical Design 
School of Speedwriting, Inc............. Shorthand in 6 
Weeks at Home 

Smmatt Studios... .ok6s0secccices Course —Portrait Painting 
U.S. School of Music...... Home Course—Music—Piano 
Washington School of Act... ..6..ccsecscees Art Course 
Writer’s Digest...... Bks. Courses for Professional Writers 


They sold INSURANCE 


No. American Accident Ins. Co.............. Insurance 
No. American Mutual 

ee ene oe eee 3c a day Hospitalization Ins. 
Postal Life Insurance............Life Insurance Policies 


Sterling Insurance Co.. . Sickness Accident Hospitalization 


They sold MEN’S SMOKING ACCESSORIES 
from pipes to cigarette lighters — 


They sold MEN’S SMOKING ACCESSORIES 
from pipes to cigarette lighters — 


Advertiser Advertised in TRUE 
Be DOUNOO Gl oink ac ceecsvesceuen Bk. Pipes, etc. 
IID 5 .o6'c-55500baaeawees eeeeees . Cigarette Lighter 
Henry Leonard & Thomas............... Royalton Pipes 
De, SAMIR GK 6 6k k x cekeeess ...-Dr. Grabow Pipes 
Ce re ices eeeenesaees Pipes 
ps eg a a arene eer renee Pipes 
John Hudson Moore, Inc...........++- Pipes & Tobacco 
National Briar Pipe Co............. Forecaster Superb or 

Biltmore Pipes 
Penn Teuaees GG. «6 6ssissecees ....Irish Castle Tobacco 
a Se Rumin Flints & Lighter Fluid 
PEEPS TOON, TRG. sx kic 6c akcceseceas's Tobacco Pouches 
See ee ES We kc 4% 0 a ded 5 3 006a5 4840s seem Pipes 
i Pr ree eee ee Pipes 


They sold MEN’S SPORTING GOODS 
from fishing flies to hunting dogs— 


Bag SO EN: aa 0.3 ase Goa ewe wnseed ss 0800s Sports Supplies 
SS SE eee Cre CORT Ce eEee ee ere re Bait 
Klein’s Sporting Goods, Inc. ............--+ Equipment 
Re rere ener ree eee Magazine 
SAVERS ALMsS COLD. 6 a... 5 in cose ccsesvsscccseccescee Guns 
Sea Net Mts, Co,......... Sea-Dive Mask and Swim Fins 
South Bend Bait Co............ Fishing Bait, Tackle, etc. 
Jae W MOD GOTT io ois ccc cesevenesssececuins Heatabs 
a TTC eC Cee Gun Grips 
Stoeger Arms Corp......... ....-Guns, Ammunition, etc. 
Western Cartridge Go... ..cssc0ees Guns & Ammunition 
W 1h0 BGG PUGMUOIN Ss < 56.5:4.54600000 0 eu0eaean Sporting Dogs 


They sold EVERYTHING MEN USE 


from pinochle decks to personal planes 
Arreco Playing Card Co... . Plastic Coated Playing Cards 


Beriaht Stat Battery o.oo cic sces cscs Flashlights & Batteries 
CRROLA POON CN 6 6.5 0 60.0900004444 080s o5 bee Fruit 
ee Lg eee Ter errr rt ye rc Gifts 
Christy Supply Company........ Elect. Appliance Repair 
Wm. Cooper & Nephews.......... Pulvex Flea Powder 
Covered Wagon Company............... Trailer Homes 
DOIMIRGHEE CIORTIORS « 65 occ osc cccseccectsecs Name Kits 
III, 94 c scr dukevevaresseeeaces Avocado Pears 
General Motors Corp... ...cicccocsecss Auto User Guides 
Harley Davidson Motor Co.............000- Motorcycles 
MeMorrow & Berman... o2iscdececedees Patent Attorney 
S&P Lereer ee ce Ter ee Old Coins 
National Carbon Co............. Flashlights & Batteries 
De COP CAs s <0.4.6.0'9.8540sa0809506an een Prestone 
National Photo Art. ........000. Photographic Stationery 
Clarence A. O’Brien & 

PAROCEY TH. JOCKSOD so kc ccccccsescecus Patent Attorney 
RIN 5 60:54 96254548008 660400080055e00E" Sun Glasses 
2 A eer reer Tee Lubrication Process 
St eee cee ee PP ee eee Lee ree er Flashlights 
es DMN Gili s.6:s ive eas eeesescazcda Poker Tables 
Ed. Robinson. .....562060+ *Have-More"’ Plan—Farming 
TRG BOSCONCIN GGOF. os ics avcesesces Faith—Belief 
Santis Oe WOOD, TGs. 6 <6 0.5 0c inccavees Handgun Poster 
Taylororelt Aviation Corp... ..scccciccsscsssess Aircraft 
WEARING PINE Gio a 5. o. 0 68 ce vcssaccceeees Electroplater 
PM oY Le Sener er reer ere re Photo Album 


Ast Metal WOPks, 86.6 6.6 66s ss sc orcvcees Ronson Lighter 
Christian Peper Tobacco Co.........Donniford Mixture 
eg ge ee ee re Cigarette Maker 
Continental Briar Pipe Co’..............Emperor Pipes 
oe EE ee eer eee eee ee Cigarette Lighter 
We i Nh ii5)s oséeckerssemnnsecacareees Pipes 
PORES PORNO Gis 6.66.0 50000dansevseaies Pipe Cleaners 
ee oe eee er Pipes & Cigarette Holders 
Cater Bete, GGs. 6 cis esadecscces King’s Cigarette Lighter 
Guardian Tobacco Co., Inc............ Venictos Tobacco 
Se a Pere err err rer eee reer ee Precision Lighter 
| GLC: an ee eee er me eer ya Pipes 
1O2900099 
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-Man’s Magazine © 


ae Me Hoe see hes Ee ae a eS 


Bought on America’s Newsstands 
by almost 1,000,000 men a month 


Used hy 239 leading advertisers 
last year hecause 77/E 


sells to men 


Not to crow, but just 
to show, here is one 


177Ue AD-venture . 


Page 141, in the December True, carried a paragraph sub- 


headed “Catalogue Shopping.” Among five other stores, 
the name of a great sporting goods store in New York was 
mentioned as having a good catalogue. 

There was no hint in the item to “say you saw it in TRUE.” 
But ten days after the December TRUE hit the newsstands, 
that leading New York store had received 150 catalogue 


requests specifically saying that TRUE was their reason 


for writing. 


The Man’s Magazine 


will pull men to you 


FAWCETT PUBLICATIONS, INC. 
295 Madison Avenue, New York 17, N. Y. 
World's Largest Publishers of Monthly Magazines 
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Advertising Age, January 14, 1946 


Growers Develop 
Packaging Co-op 


in California 


Los Angeles, Jan. 11.—West 
Coast fruit and vegetable growers 
have embraced the idea of con- 
sumer packaging of their fresh 
produce wholeheartedly, and have 
organized California Cooperative 
Packaging Association to imple- 
ment their program, with mem- 
bership representing approxi- 
mately 45,000 carloads of produc- 
tion in the state annually. 

Formation of this important 
group is the latest development in 
prepackaging of fresh fruits and 
vegetables, on which a detailed re- 
port appears on Page 22 of Section 
2 of this issue of ADVERTISING AGE. 

The new California organization 
expects to handle an important 
portion of the state’s fresh fruit 
and vegetable output before long. 
In addition to the existing facili- 
ties of individual packer-members, 
all of whom are also members of 
the potent Western Growers As- 
sociation, the packaging co-op will 
shortly contract for large packag- 
ing, shipping and warehousing 
headquarters in the Los Angeles 
area. 


Expect Competitive Prices 


While packaging adds substanti- 
ally to the cost, and requires con- 
stant refrigeration through all the 
channels of distribution including 
the retail store, elimination of in- 
edible portions reduces shipping 
costs, and coupled with a major 
reduction in spoilage and shrink- 
age, will permit packaged fruits 
and vegetables to be sold at about 
the same price as ordinary bulk 
products, the association says. 

John S. Arena is president of 
California Cooperative Packaging 
Association, Glenn F. Phillips is 
executive vice-president, and Re 
Atchison, prewar advertising man- 
ager of Calavo Growers of Cali- 
fornia, is handling public relations. 
Association headquarters are at 
1217 I. W. Hollingsworth build- 
ing, Los Angeles 14. 

Advertising and conventional 
promotion for the packaged fruits 
and vegetables are not on the im- 
mediate agenda of the association, 
which expects to be sufficiently 
busy for some time working out 
physical methods of handling its 
problems, but the opportunity for 
brand name promotion of millions 
of tons of produce, heretofore sold 
in bulk, is not being overlooked. 


Field's Ups Schureman 


Jean L. Schureman, formerly a 
division merchandise manager of 
Marshall Field & Co., Chicago, and 
with the company for 23 years, 
has been appointed assistant gen- 
eral merchandising manager. 


Hill Joins Kastor 


Joe Hill, a director and producer 
at Young & Rubicam, New York, 
for seven years, has joined Kastor, 
Farrell, Chesley & Clifford, New 
York, as radio director in the home 
office. James H. Wright, vice- 
president, continues in charge of 
radio in Hollywood. 
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“Goody! WFDF Flint says 
they've lowered discharge points 
again.” 


Expands Sloan's Drive 


Standard Laboratories, New 
York, for Sloan’s liniment, has 
launched an expanded advertising 
campaign, using 31 national maga- 
zines and farm journals, and 2,754 
daily and weekly newspapers. Two 
themes will be featured—one to 
the laborer and the other to the 
farmer. Spot radio messages on 
selected stations will supplement 
publication advertising. Wesley 
Associates, New York, is the 
agency. 


Murray to Olympic Radio 
H. D. Murray, formerly western 
regional manager of Crosley Cor- 
poration, Detroit, and recently 
with the Navy in the office of 
emergency plant management, has 
been named sales manager of the 
Olympic division, Hamilton Radio 
Corporation, New York. 


Keystone Network 
Reports Billings 
Up 53% in 1945 


New York, Jan. 10.—At the end 
of its fifth year of operation, Key- 
stone Broadcasting System, the 
transcription network, reports an 
increase of 53% in gross billings 
for 1945 over 1944, with 74% more 
advertisers using its facilities than 
in 1944. 

During the war, packaged goods 
advertisers were forced to curtail 
activity in the “beyond - metro- 
politan” markets, KBS points out, 
but with the war’s end, such ad- 
vertisers are returning to these 
markets “to reestablish sales ac- 
tivity.” KBS already has con- 


tracts calling for substantially 
more 1946 billings than the net- 
work placed in 1945. 

One of KBS’ 1946 programs, to 
be offered for sponsorship, will be 
called ‘“‘Congress on the Air.” One- 
half hour weekly, four Capitol Hill 
experts, two on each side, will dis- 
cuss issues of the day, with Ernest 
K. Lindley, Washington columnist 
and chief of the Washington bu- 
reau of Newsweek, as m.c. The 
program will be “ad lib,” with no 
usual pre-broadcast get-together. 


To Expand Plants 


United States Steel Supply Com- 
pany, subsidiary of U. S. Steel 
Corporation, will soon begin con- 
struction on steel warehousing 
buildings in Cleveland, which will 
more than double existing facili- 
ties that are to be abandoned upon 


completion of the postwar devel- 
opment. The new warehouse is 
expected to be in operation by the 
end of 1946. 


WTAG Promotes Jasen 


Philip R. Jasen, promotion man- 
ager of WTAG, Worcester, Mass., 
has been named publicity and pro- 
motion director of the station, re- 
placing Mitzi Cornetz, who re- 
signed to become radio director 
of the Greater Boston Community 
Fund. 


pECIALIsts 


STANDARD AND PHOTOGRAPHIG 
SILK SCREEN PROCESS 


4 


"WE DO THE COMPLETE JOR, ANY SIZE, ANY STYLE, 
| QUANTITY; ANY COLORS. WE ALLOW STANDARD. <9) 
AGENCY COMMISSIONS a 


EC HALKER ous LIMA ons 


WALTER H. JONES 


Director, Public Relations, 


United States Lines 


“It’s part of every public rela- 
tions man’s job to read many 
rs. The news is pretty 
much the same in all, but the 
editorials in The Sun, in spite 
of a world of cockeyed thinking, 
the same good 
daily guide to clear, sound think- 
ing that they have always been.” 


newspa 


continue to 


GEORGE W. SUTTON, JR. 


President, 


Sutton News Service, Inc. 


“Even if I disliked The 
Sun, I should still have to 
take it seriously, because 
my clients regard it with 
particular reverence. How- 
ever, having read it faith- 
fully all my life, I am very 
fond of The Sun and have 
respect for its meticulous 
accuracy and sound poli- 
cies. It is a great paper— 
one of the world’s greatest.” 


WILLIAM VAN DUSEN 
Director, Public Relations, 
Pan American Airways 


“Because The Sun is a ‘news- 
paperman’s newspaper,’ I look 
there first. It covers the field, 
it’s readable — and — in days of 
experting, you’ve almost got to 
or balance.” 


read it 


No. 55 of a serics highlighting the acceptance 
of The New York Sun among responsible people. 


JESS W. SWEETSER 
Director, Public Relations, 
Curtiss-Wright Corporation 


“That The Sun is alert to the 
implications of the air age is 
evidenced by its competent cov- 
erage of current aviation news [ 
as well as its excellent editorial @ 
treatment of long-range air 
roblems. I not only read The 
un regularly when in New York 
but look for it on the newsstands ‘| 


when out of town.” 


AMONG 


PUBLIC RELATIONS DIRECTORS 


In the broad field of public relations news- 
papers are essential barometers of opinion 
and trends. To have gained and held the 


esteem of public relations 


executives, some 


former newspaper men, all discerning readers 
. . is high tribute to The Sun's continuously 
stimulating, truthful and accurate presentation 
of news. Their high regard further accentuates 
the findings of the L. M. Clark organization 
whose independent research rates The Sun 


2. 4 


Los Angeles by Wi 
Company; in 


ROBERT HARRON 
Director, Public Relations, 
Columbia University 


newspaperman myself,’ with 
The Sun included in the high- 
ly active and interesting oppo- 
sition, the paper was always 
required reading, often more 
than once a day. That was a 
long time ago. But today, The 


Sun is still ‘must’ reading on- 


my desk for news, sports and 
features, with the admirable 
educational page, of course, 
a special focus of attention,” 


"one of America's best-read dailies." 


Che sieaiie Sun 


NEW YORK 


Represented in Chicago, Detroit, San Francisco and 
liams, Lawrence & Cresmer 
. Tilton S. Bell 


“As one who ‘used to be a 
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Tumbler to Strauss 


Strauss Associates, Philadelphia, 
has been appointed to handle the 
advertising of J. A. Tumbler Lab- 
oratories, Baltimore, manufacturer 
of chemical products for house- 
hold, automotive and industrial 
uses. Newspapers, radio and busi- 
ness papers will be used. 


TA 


x s ’ ’ 
Printers’ Ink’ Promotes 
Robert E. Kenyon Jr., with 
Printers’ Ink since last September, 
has been appointed to the newly- 
created position of assistant adver- 
tising director. Mr. Kenyon was 
Chicago representative for Ahrens 
Publishing Company for five years 
before joining the publication. 


dtene’s Readenship 
HITS A NEW HIGH « 


. . . aS high as we have ever obtained for a similar 
piesa says PUBLICATION RESEARCH SERVICE. 


Filled full of feature stories and articles of local 
interest, Feature Parade, the magazine section of the 
Worcester Sunday Telegram, is paying big dividends - 
to advertisers with almost unbelievable readership d 
records. With a circulation in excess of 90,000, 
Feature Parade, recently surveyed by Publication 
Research Service, shows a readership of 96% + 
of men and 97% of women. The report further ~ J 
4 


emphasized that ”. . 
very difficult to improve upon.”. . .” 


Here definitely is your key to the major, 

compact Worcester Market —a ready- 
, made way to keep cover-to-cover Fea- 

ture Parade readers talking about and 


buying your products. 


. readership scores are : 
individual 
ads throughout the section rate very well.” 


that 


a 


The TELEGRAM - GAZETTE 


- WORCESTER, MASSACHUSETTS | 
: GEORGE F BOoTH Pubtisher- 


L BLOCK and ASSOCIATES, NATIONAL REPRESENTATIVES | 
OWNERS of RADIO STATION WTAG 


WHO SAYS YOU ss ===. 
CAN'T TELL A coe 
BOOKBYIT’S COVER? (==: 


What's New + EQuipment- PARTS - MATERIALS 
bevy ifesayntie Sugeno erm TH FOUNDED | 
Putt ANT GPORATING mn rend ved gob THomas mente oid vetunee 49 uae 
° GS an) CSSD © | « GUE ee. 2 TEED 
GIAR CUTTING . - Shaping ssesbing, - DRIVE... Varisble speed wnit What Do You Mued? 
utters tand imwand redial stemdnce penere nation on more than 
—— TO Td Enter 1 tone meet yor 


IEN’s “‘cover’”’ is its first editorial |---Z.. 
page which instantly reveals its [j= 3% 
purpose and its product informa- | *——_! 


tion content for use by its 50,000 
industrial plant readers in finding |-=—-27 Hil 


« their current operating needs. 
fora Spot your advertising where oper- | ss"™"" 
a ating men look for their current |.-—-—=* 
me needs — Details? Ask for “The |... =° 
sem IEN Plan.” hermes 
cuss scar | INDUSTRIAL EQUIPMENT NEWS | 2—"” 
sm patscan oF Thomas Publishing Company eae 

we nts 461 Eighth Avenue. New York (1) N.Y. | &eers 


Seek to Divorce 
Propaganda from 
Radio in France 


Paris, Jan. 7.—In an effort to 
separate French radio from the 
Ministry of Information, the Radio 
Liberation Committee has urged 
M. Claude Bourdet, director of 
radio, Radio Diffusion Francaise— 
the arm of the Ministry now con- 
trolling radio broadcasting—that 
a new Office de la Radio-diffusion 
Francaise be formed, independent 
from the government, to operate 
much the same as does the British 
Broadcasting Corporation. 

At present radio stations are 
permitted only to broadcast views 
of the government. Private broad- 
casting companies, which oper- 
ated before the war, have not 
been allowed to resume activities. 
There are no commercial pro- 
grams, and the Radio Liberation 
Committee, as well as the govern- 
ment, is opposed to them. 

M. Jean Quittard, general sec- 


retary of the committee, pointed 
out that the 300-franc annual tax 
paid by France’s 6,000,000 set 
Owners is sufficient to enable a 
new non-profit broadcasting or- 
ganization to produce quality pro- 
grams, using professional talent, 
of much greater entertainment 
value than programs now pre- 
pared under Ministry of Informa- 
tion control. 


ARF to Release First 


Sunday Reader Study 


The Advertising Research Foun- 
dation will publish results of its 
first Sunday newspaper readership 
study late this month. Sunday 
study No. 1, to include color ad- 
vertising data, will analyze the 
Sunday Milwaukee Journal of 
a 11, 1945. The paper paid all 
costs. 


Bender Joins Bristol 

Jefferson Bender, formerly New 
England sales manager of the New 
Castle and Sterling divisions of 
Allied Kid Company, has been 
appointed sales manager of Bristol 
Fabrics, Inc., Boston. 
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New Sound Effects Book 
Issued by Ziff-Davis 

The average radio listener, who 
has an appreciation of the art of 
creating sounds to simulate reality 
on radio shows, will be nonetheless 
interested in “Radio Sound Ef- 
fects,” a $1.50 manual just brought 
out by Ziff-Davis Publishing Com- 
pany, Chicago. 

Written by Joseph Creamer and 
William B. Hoffman, both of Sta- 
tion WOR, New York, the book 
should be helpful to those studying 
radio in schools. In just over 60 
pages, and with able illustrations, 
the authors outline the tools and 
techniques that are used in the 
network and topflight station 
shows. 


Barnard Joins Compton 


Thurman L. Barnard, formerly 
vice-president and director of 
N. W. Ayer & Son, has joined 
Compton Advertising, New York, 
in similar executive positions. Mr. 
Barnard was in charge of Ayer’s 
Detroit office when he joined the 
OWI in March, 1943, becoming ex- 
ecutive director of the overseas 


branch until October, 1945. 


“Wartime restrictions have delayed many necessary 


, iw 


) 


alterations and improvements in our Head Office and branches in Southern Cali- 


fornia. Within thirty days we will begin an extensive program to spend several 


million dollars in improvements, which is the best evidence of our confidence 


in the future growth and prosperity of Los Angeles and Southern California.” 


Dominant National Advertising 
Medium of Southern California 


LOS ANGELES CAA Ne CR 


NOW-Daily over 350,000—Sunday over 750,000 


A. J. 


Gock, Chairman, Board of Directors 


Bank of America, Los Angeles Headquarters 


REPRESENTED NATIONALLY BY 
HEARST ADVERTISING SERVICE 


Advi 
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Ne Lark 


pacemaker fer trains te come 


Ghding through the might. slipping past the friendly 
Lights of Califorma's comstal towns. Southern Pacific's 


TA 
PACEMAKER — Southern Pacific Co.'s 
recent newspaper ads on the West 
Coast (AA, Jan. 7) illustrated the com- 
pany’'s streamliner, the Lark, which runs 
‘between San Francisco and Los An- 
geles, and is called the "pacemaker for 
trains to come." Foote, Cone & Beld- 

ing, San Francisco, is the agency. 


Red & White Sets 
$7,200,000 Ad, 
New Store Budget 


Chicago, Jan. 10.—Plans to spend 
$6,000,000 for store modernization 
and $1,200,000 in newspaper ad- 
vertising in 1946 will be discussed 
when stockholders and directors 
of the Red & White Corporation 
meet here Feb. 1-2. 

The corporation recently an- 
nounced that its wholesalers and 
retail store operators are planning 
to spend approximately $6,000,000 
on new warehouses, fixtures and 
new store equipment. Plans for a 
complete modernization and 
streamlining of present stores, as 
well as specifications for new 
buildings, are in blueprint form, 
the company revealed. Basic floor 
plans for self-service operation, 
from the smallest to the largest 
super-market type stores, are in- 
cluded in these new manuals. To 
supervise the program, Red & 
White has engaged 350 local field 
engineers. 

In addition to its planned $1,- 
200,000 newspaper advertising 
campaign, Red & White each week 
will distribute 500,000 copies of 
“Red & White Food Flashes,” a 
four-page company tabloid, to 
housewives. It will spearhead four 
national sales events during the 
year with large-size handbills, 
while every Red & White store will 
receive a set of six-color litho- 
graphed wall posters, 36x48”, as 
point-of-purchase aids. 

The Red & White company has 
over 1,200 items, comprising what 
is said to be the largest list of 
controlled brands in the industry. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


KAUFMANN & FABRY. CO. 


425 S. WABASH AVENUE 
ne ee 


Last year it reported selling more 
than 100,000,000 packages under 
its brand names. It recently added 
a complete line of citrus juices. 
Red & White customer traffic is 
estimated at 1,500,000 persons a 
week. 


Bond Joins Hamilton 


G. S. Bond, for the past 10 years 
advertising manager of Minnesota 
Mining & Mfg. Company, St. Paul, 
has joined the Chicago office of 
Hamilton Advertising Agency in 
an executive capacity. 


Nagel Joins Miles 


H. W. Nagel, formerly with 
Edison General Electric Appli- 
ance Company, Chicago, has be- 
come a partner of Pierre L. Miles 
Company, Chicago, manufacturers’ 


Saou, ek ery exe an 
f . 


representative. 


Tire Retailers 
Get Book on Best 
Selling Methods 


Washington, Jan. 10. — To de- 
velop a higher standard of tire re- 
tailing, the National Association 
of Independent Tire Dealers has 
issued “Planning Your Business,” 
a booklet which outlines methods 
for better. retail merchandising of 
tires. 

The 48-page booklet was com- 
piled from data obtained by the 
association from leading suppliers 
of equipment and products sold 
and used in tire dealer establish- 
ments. 

“How to Use Advertising,” 
typical of the 40-odd chapters in 


the booklet, deals with selection 
of media, budget, technique of 
advertising and direct mail lists. 


Starts ABC News Show 


Shelley Mydans, authoress, and 
photographer - correspondent with 
her husband, Carl Mydans, for 
Time and Life, has started her 
own news series on the American 
Broadcasting Company, Monday 
through Friday 4:30-5 p.m., EST. 
The program is titled “Time for 
Women,” features guests in the 
news and is written and edited 
daily by Time. 


Set Video Clinic Date 


A one-day “Television Institute,” 
conducted by Televiser Magazine, 
Washington, D. C., is expected to 
bring together some 400 advertis- 


ing, retail and radio executives at|l 


the nation’s capital Jan. 29. Among 
the 16 television experts who will 
address the meeting are: Dr. Allen 
B. DuMont, president of the com- 
pany that bears his name; J. R. 
Poppele, president, Television 
Broadcasters’ Association; Paul 
Knight, general manager of Phil- 
co’s video station, WPTZ; Paul 
Raibourn, Paramount Pictures’ 
video executive; David Arons, 
Gimbel’s, Philadelphia, and Ralph 
Austrian, executive vice-president, 
RKO-Television Corporation. 


THE LETTER SHOP, Inc. 


4231 S. Dearborn St., Chicago 5.1binois 


MAKING TRANSCRIPTION HISTORY! 


o" 


THE NEW KENNY BAKER SHOW 


» ali 


ayn Oo 


IN 


No 


-_ 


¥ 


OY 


AMERICA’S FAVORITE TENOR! 


WITH 


* DONNA 


Famous Fred 
Vocalist 


* A great new transcribed show... planned for quarter-hour 


DAE 
Waring 


frequency, day or night. Currently produced in Holly- 
wood on a 5-per-week basis. Enjoy the lilting rhythms of 
Little Miss Rhythm herself, lovely Donna Dae... the color- 
ful emceeing of Jimmy Wallington ...the smart music of 
Buddy Cole and his men... and the glorious voice of our 
singing star, Kenny Baker. Setting a new high in talent 
and production for local and regional sponsors. 


WRITE, WIRE OR PHONE 


a 
* JIMM FREDERIC W. COMPANY 
WALLINGTON 
% BUDDY COLE 2436 READING ROAD e CINCINNATI, OHIO 
And His Men of Music NEW YORK « HOLLYWOOD 
OTHER CURRENT ZIV SHOWS: BOSTON BLACKIE ¢ EASY ACES * PLEASURE PARADE 


¢ THE KORN KOBBLERS 


CALLING ALL 


GIRLS « 


SONGS OF GOOD CHEER * 


MANHUNT 
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TOTAL RICH FARMS 


IN KVOO'S DAYTIME HALF-MILLIVOLT AREA 


82% 


as great as 


ENTIRE STATE OF 
- OKLAHOMA 


Including bonus counties of Missouri, 
Arkansas and Kansas, making the 
KVOO market — Oklahoma’s No. 1 
Market. 


KANSAS 


TULSA 


OKLAHOMA 


otf 
Admen 3x the 
Armed Forces 


Maj. Benjamin Page Jr., on ter- 
minal leave from the Army where 
for two years he has been assist- 
ant executive officer of the inter- 
national division in the headquar- 
ters of the Army Service Forces, 
has returned to Transportation 
Displays, Inc., New York, as vice- 
president and general manager. 

Talbot Rantoul, following his re- 
cent discharge from the U. S. 
Army Transport Command, has 
rejoined Bigelow-Sanford Carpet 
Company, Thompsonville, Conn., 
as sales control and analysis man- 
ager. Prior to the war, he was 
with the company for 10 years, 
in production, advertising and 
market research. 

Maj. Clyde S. Yarnell, after 
three years’ service with the Army 
Air Corps, has become an account 
executive with Roy S. Durstine, 
Inc., Cincinnati. Prior to the war, 
Major Yarnell was a partner and 
vice-president of Herr-Yarnell, 


Minneapolis agency, until 1935, 
when he joined Beaumont & Hoh- 
man. 


Rejoins Arbogust 


Wilson Arbogust, a contact and 
copy executive with Oren Arbo- 
gust, Advertising, Chicago, prior 
to the war, has rejoined the agency 
following three years’ service as 
a civilian specialist with the Army. 

Lt. Col. John V. Hubbell, re- 
cently released from the Army, 
has rejoined the Simmons Com- 
ijwany, New 
York, manufac- 
turer of mat- 
tresses and bed- 
ding, as assist- 
ant to the presi- 
dent. Formerly 
promotion and 
sales advertis- 
ing manager for 
the company, 
Col. Hubbell 
will direct all 
advertising and 
will expand the 

merchandising 


John V. Hubbell 
company’s retail 
service. 

Lt. Larry Scott, after two and 
a half years’ Navy service, has 
resumed his former position as 
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“HERE, say 20,263,200 copies of the. 
Classified Telephone Directory | 


Spee day throughout the nation the ‘yellow pages’ 

of the Telephone Directory are used by the buy- 
ing public to find the names of dealers, representa- 
tives or service outlets for advertised brands. 


Covering 1800 cities and towns the Classified’s 
1550 separate editions answer questions like these 
—from homes: “Where can I get a sewing machine 
repaired?” “Who sells vacuum cleaners?” 


Or these — from business offices: “Who paints 


signs?” “Who’s the local agent for that typewriter?” 


Or these—from factories: ‘‘Where is that indus- 


trial truck representative?” 


The Classified because of its universal usage and 
national circulation is an ideal medium for the 


trade marked product with selective 
distribution. In fact its circulation can 
be made to match any market setup— 
from one to over 1800 communities. 
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mail order sales manager of the 
home furnishings division, Mont- 
gomery Ward & Co., Chicago. 
Jack Lacy, honorably discharged 
from the Army after three years, 
has been appointed program di- 
rector of WHTD, Hartford, Conn. 
Prior to the war he was chief an- 
nouncer at the station. 


Carl Ward to WCCO 


Carl Ward, after three and a 
half years flying with the Navy, 
has joined WCCO, Minneapolis, as 
manager of promotion and press 
information. 

George R. Ramel, who volun- 
teered for active duty in 1940 and 
who was promoted to major in 
1943 while serving with the 37th 
Division in the Pacific, has re- 
joined Robbins Publishing Com- 
pany to manage its New York 
office. 

Capt. William W. Jones, after 
four and a half years’ Army serv- 
ice, has rejoined Cummings, Brand 
& McPherson, Rockford, IIll., ad- 
vertising agency, as an account 
executive. 
Donald H. Dickinson, who was 
for five years a reporter for Grit, 
Williamsport, Pa., before three 
years’ service in the Army, has 
become a copywriter for Agricul- 
tural Advertising & Research, Inc., 
Ithaca, Albany, and New York 
City. 

Tobin C. Carlin has rejoined the 
St. Louis sales staff of Loomis 
Advertising Company after three 
years as a captain with the ist 
U. S. Army Engineers in ETO. 


Joins Newby & Peron 


Irving Miller, who served over- 
seas as an air combat intelligence 
officer, has rejoined Newby & 
Peron, Chicago advertising agency, 
as account executive. Prior to his 
war service he was on the adver- 
tising staff of the Minneapolis 
Star-Journal and Tribune. 

Howard C. Easter, discharged 
from the Army air forces, has 
joined Weston-Barnett, Waterloo, 
Ia., advertising agency, as a copy 
and continuity writer. 

William E. Gill, formerly of The 
Borden Company advertising de- 
partment, and recently discharged 
as an Army sergeant, has joined 
the staff of Charles M. Bayer, New 
York public relations organization. 

K. P. Torgorson has ‘resumed 
his position as media manager of 
Knox Reeves Advertising, Minne- 
apolis, after four years’ military 
service. 

Lt. Comdr. Harley L. McDevitt, 
on terminal leave from the Navy, 
has returned to the New York ad- 
vertising staff of National Geo- 
graphic Magazine, on which he 
had previously served for eight 
years. 


Calotabs Elects Jacobs 


Thornwell Jacobs Jr., a former 
account executive with Dillard 
Jacobs Advertising Agency, Spar- 
tansburg, S. C., recently dis- 
charged from the Navy, has been 
elected president of the Calotabs 
Company, Spartansburg. 

Col. Benjamin Gettzoff, after 35 
months’ service in the Southwest 
Pacific, has been named promo- 
tion manager of Happiness Tours, 
Chicago. Prior to the war he was 
a member of the sales promotional 
agency of Straub & Gettzoff, Chi- 
cago. 

John T. Gibson, recently dis- 
charged from the Navy and for- 
merly with Pedlar & Ryan, has 
been appointed program manager 
of the media programming divi- 
sion, Office of War Mobilization 
and Reconversion. 

Lt. (jg) Bob Tiernan, after 35 
months of military service, most 
recently as communications officer 
aboard a Navy cargo ship, has re- 
turned to his advertising post with 


NO USE TURNING 
CUSTOMERS AWAY 


if You 
Manufacture 

and Se 
COSMETICS 


And yet you may 
be do: just that. 
There’s a 7 billion 


could encourage 
simply by letting 
these peop! e know you’d welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 

But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 


Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
jing this great and growing market. 
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Meredith Publishing Company, 
Des Moines. 


Returns to WHBF 


Millicent Polley, after three 
years’ service with the Waves, has 
resumed her former position as 
director of women’s activities at 
WHBF, Rock Island, Ill. Prior to 
service as a lieutenant (jg) in 
charge of recruiting, Miss Polley 
originated and conducted WHBF’s 
“Listen, Ladies” program. 

George B. Conner, after 44 
months’ service in the Army, has 
joined the staff of Addison Vars, 
Buffalo, as account executive. Be- 
fore entering the service he was 
with the advertising staff of Bell 
Aircraft Corporation. 

Jonas Rosenfield Jr., recently 
discharged from the Navy, has 
returned to the advertising de- 
partment of 20th Century-Fox. 

Lloyd Kuehn, on leave from 
Schwimmer & Scott, Chicago ad- 
vertising agency, has rejoined the 
agency after overseas service with 
the Army. He resumes with S&S 
as production manager. 

Frank J. Mborrissette, former 
member of the paratroops, has 
joined the advertising staff of 
Bruce Publishing Company, Mil- 
waukee, as its Chicago representa- 
tive. 


To Lorenzen & Thompson 


James E. McShane, recently dis- 
charged after two and a half 
years with the Army, has joined 
the staff of Lorenzen & Thompson, 
Chicago publishers’ representative. 

S/Sgt. Max G. Soltz, after three 
years with the planning and map- 
ping section of the Army Signal 
Corps in Africa and Italy, has 
joined Advertising Associates, 
Newark, N. J., as vice-president 
and art director. S/Sgt. Morton H. 
Roth, after five and a half years 
with the Army Air Corps in the 
South Pacific and Aleutians, has 
rejoined the agency as account ex- 
ecutive. Capt. Paui Weisman, on 
terminal leave from the Signal 
Corps after four years’ service in 
France, Belgium and Germany, 
has rejoined the agency as pro- 
duction manager. 

Reggie Martin, who _ recently 
completed a radio assignment in 
China for the OWI, has returned 
to WGBS, Miami, as program di- 
rector. Frank J. Riordan has been 
named sales promotion manager 
of the station, following service 
with the Army air forces. He 
was in the NBC sales promotion 
department, Chicago, prior to the 
war. 


Joins Moss & Arnold 


Abe Aderman, formerly with 
the Coast Artillery in Hawaii, has 
joined the creative staff of Moss & 
Arnold Company, New York City, 
as a copywriter. 

Lt. Robert A. Jarnagin, follow- 
ing his discharge from the Navy, 
has returned to his duties as as- 
sistant in the advertising depart- 
ment of the Bankers Life Com- 
pany, Des Moines, Ia. 

Lt. Stephen M. Webb, after two 
years’ active Navy service, has 
resumed his duties as a partner in 
Spitz & Webb, Syracuse advertis- 
ing agency. 

After three years in the Navy, 
Lt. John S. Coffey has joined the 
research department of Doherty, 
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Clifford & Shenfield, New York. 

Lt. Alan Bolte has returned to 
his job as advertising manager of 
Tampax, Inc., New York, after 28 
months in the Navy. 

Clinton Bolton, recently released 
from the Coast Guard, where he 
served as combat correspondent in 
the Pacific, has joined the public 
relations department of Geyer, 
Cornell & Newell, New York. 

Lt. Comdr. John F. String Jr., 
USCG, has been added to the 
Philadelphia sales staff of Path- 
finder. 


Whitmar Joins Johnson 


Ist Lt. M. J. Whitmar, on ter- 
minal leave after 32 months’ serv- 
ice with the Engineer Corps, has 
been named vice-president in 
charge of creative activities for 
Bert Johnson Company, Cincin- 
nati agency. 

Capt. Thomas J. Nokes Jr., after 


five years in the Army, has re- 
turned to Outdoor Advertising In- 
corporated, New York, as a mem- 
ber of the sales staff. 

Louis Alweis, recently returned 
from service with the 8th Air 
Force, has been named as the first 
sales representative of Garod-New 
York, Inc., new distribution agency 
for products of Garod Radio Cor- 
poration, Brooklyn. 

Capt. Paul F. Moore, after two 
years’ Army service, has been ap- 
pointed advertising manager of 
Crystal Research Laboratories, 
Inc., Hartford, Conn. 


To Kiesewetter 


Capt. S. W. Finger Jr., who op- 
erated his own Newark agency 
prior to four and a half years’ 
Army service, has joined Kiese- 
wetter, Wetterau & Baker, Inc., 
New York. 

Lt. Richard C. Lee, USNR, after 
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three years with the Navy, has 
returned to the Des Moines Reg- 
ister and Tribune national adver- 
tising department to handle elec- 
trical appliance and farm accounts. 

After almost five years in the 
Army, Capt. Walter F. Kearns Jr. 
has rejoined Alfred J. Silberstein- 
Bert Goldsmith, Inc., New York 
agency, in an executive capacity. 

Lt. Comdr. Randall E. Brooks, 
formerly with Compton Advertis- 
ing, New York, will join Tracy- 
Locke Company, Dallas, upon his 
discharge from the Navy. James N. 
Andrews, recently discharged from 
the Naval War College, has joined 
the agency’s art staff. 

Arthur W. Lindholm Jr., in the 
Navy for three and a half years, 
has been named assistant advertis- 
ing manager of Drexel Furniture 
Company, Morganton, N. C. 

Harold Coffin, who served as a 
Navy officer, has been named pro- 


motion manager of the San Fran- 
cisco Call-Bulletin. 


Schmidt to Wesley Aves 


Lt. Comdr. David C. Schmidt, 
with the Navy since March, 1942, 
has joined Wesley Aves & Asso- 
ciates, Grand Rapids, Mich., 
agency, as account executive. 

Wayne A. Welch, recently dis- 
charged from the Army, has 
opened an advertising agency at 
1212 Broadway, Denver. His new 
organization, Wayne Welch, Inc., 
will offer complete service but will 
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In any picture of your market... 


The Modern Half is the Better Half ! 


I. SET -RITUAL. For years, your older 
woman has scrubbed with the same soap, 
applied the same cream, patted on the 
same powder. She’s become a habit 
buyer. She’s found her brands, shuns all 
others. Are you blindly concentrating your 
beauty advertising on this cosmetically-set 
half of your market? 
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2. EXCITING TRIAL. Now see your younger 
woman in her quest for allure! Aware of 
brand names but uninhibited by habit, an 
enthusiastic experimenter, at the peak buying 
age, she revels in trying new and different 
beauty aids. Better bullseye your brand story on 
this active, modern half of your market . . . tell 
it to Dell’s three million—and sell it! 


” 


reaches the Modern Market 
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emphasize public relations and 
merchandising fields. 

Russel Shaffer, recently released 
from the Navy, has been added to 
the KGO-ABC spot sales staff in 
San Francisco. 

After two years in the Navy, 
Stephen Olszewski has returned to 
Paul Klemtner & Co., Newark, as 
art director. 

Lt. Comdr. Larry Raymond, re- 
cently discharged from the Navy, 
has reopened his Los Angeles ad- 
vertising agency 

Lt. Will H. Oldham Jr., after 
three years with the Navy, has 
resumed his former position as 
director of grocery trade relations 
for WLW, Cincinnati. 

Leonard W. Suib, after four 
years’ service with the Navy over- 
seas, has reopened the Suib Mar- 
ionette Studio, Yonkers, N. Y., 
specializing in agency service. 

Bernard J. Gross, after serving 
almost four years with the Army, 
has joined Leo Burnett Company, 
Chicago agency. 


Public Relations 
Group Expands 


The National Association of 
Public Relations Counsel has an- 
nounced the appointment of 12 
new members. Five of them are 
from New York, including Leo F. 
Barron, John A. Cairns & Co; W. 
Howard Chase, General Foods Cor- 
poration; William H. Jenkins, 
Young & Rubicam; Russell S. 
Sims, Albert Frank-Guenther Law, 
Inc., and Kenneth Youel, director 
of press relations, General Motors 
Corporation. 

The other seven public relations 
directors named to the organiza- 
tion are: Harris F. Anderson, 
Fisher Body division of General 
Motors; E. M. Claypool, Illinois 
Central System; William P. How- 
lett, Willys-Overland Motors; Syl- 
van Lebow, Pennsylvania Public 
Relations Service, Harrisburg; 
Mitchell McKeown, Mitchel Mc- 
Keown Organization, Chicago; Ed 
C. Powers, Griswold - Eshleman 
Company, Cleveland, and Peter L. 
Schauble, Bell Telephone Com- 
pany, Philadelphia. 


Gibson Appoints Hill 

Gibson Company, Harlan, Ia., 
has appointed Hill Advertising, 
Inc., New York, to handle a new 
line of popcorn for home popping. 
The agency will create the prod- 
uct name and design the package. 
National distribution and sales will 
be through food brokers. 


Shallow to Fischer 


Vincent Shallow, formerly with 
William Jameson & Co., New York, 
Curtiss Wright Corporation, New 
York, and Glenn L. Martin Com- 
pany, Baltimove, has been named 
advertising manager of Carl 
Fischer, Inc., New York music 
publisher. 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 


are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of oper- 
ation. Ad-setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


Joins Perry-Brown 


William J. McLaughlin, formerly 
advertising manager of Wads- 
worth Watch Case Company, Day- 
ton, Ky., has joined the copy and 
creative ‘staff of Perry-Brown, Inc., 
Cincinnati agency. 


Forjoe Moves Office 


Forjoe & Co., radio station rep- 
resentative, has moved its Holly- 
wood office to 1223 North High- 
land Ave., with Larry Krasner, 
recently in the Army, as general 
manager. 


Pan Am Opens ‘46 
Drive with Timely 
Rio Photographs 


New York, Jan. 10.—On-the-spot 
color photographs of Rio de 
Janeiro will feature the opening 
ad in the 1946 campaign by Pan 
American World Airways, the 
four-color spreads to appear in 
the Jan. 19 Saturday Evening 
Post, the Jan. 28 Time, and Life 
for Feb. 4. 


Soon after V-E Day, Pan Amer- 
ican and its advertising agency, 
J. Walter Thompson Company, be- 
gan to plan 1946 advertising to 
show the public photographs of 
things as they are today. Last 
year’s copy stressed that “tomor- 
row” thousands would fly by Clip- 
per, 1946 changing the theme to 
“Now you can go.” 


Special Tour for Photos 


To obtain new scenes around 
Rio and of the Hotel Quitandinha 
2,600 feet above sea level in the 
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suburb of Petropolis, Valentino 
Sarra and Fenton Powers, JWT 
art director, went to Rio on a 
special photographic tour. Their 
efforts are shown in the first ad, 
which tells through pictures and 
captions what an American couple 
did during one day in Rio. 

Single page black-and-white 
copy will break with the color 
ads in seven Ivy League publica- 
tions. Pictures of the hotel are 
the first to appear in national 
magazines, either editorially or by 


an advertiser. 


POSTWAR UPRORTUNITIES WT chRAN-tiL um 


To Keep ahead today 
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A DUGEST. OF CURRENT PROVLERS....TURNNS... 118 
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New Propellors, 
Diesel Engines 
to Be Produced 


Detroit, Jan. 8. — Continental 
Motors Corporation will start pro- 
duction of a new diesel engine line 
and a new hydraulically-operated 
controllable-pitch propellor as soon 
as tooling can be completed, C. J. 
Reese, president, has announced. 

Advertising and promotion of 
the two new lines is in the plan- 


ning stages. It is understood that 
schedules are being set for a long 
list of business papers. 

The diesel engine line has been 
under development for several 
years and substantial orders 
already have been received, Mr. 
Reese said. 

Reconversion of Continental’s 
main plant at Muskegon, Mich., is 
well along, with production in- 
creasing toward a projected peak 
next spring. The company’s De- 
troit plant is now getting under 
way on a diversified production 


program which will include en- 
gines for the new Kaiser and 
Frazer automobiles, industrial air- 
cooled engines and other products 
for automotive and other custom- 
ers. 


Boscia to New CBS Post 


Michael J. Boscia, who currently 
supervises publicity for WABC, 
New York outlet of CBS, and vari- 
ous CBS programs, has been 
named to the newly-created posi- 
tion of manager of operations for 
CBS press information. 


Factory Group to Meet 


The Chicago Production Show, 
sponsored by the Chicago Tech- 
nical Societies Council, will be 
held March 20-22 at the Stevens 
Hotel, Chicago, using the theme 
“Production for Profit.” 


Duane Lyon Ups Radven 


S. Duane Lyon, Inc., New York, 
has promoted Chester J. Radven 
to vice-president. Mr. Radven has 
been with the agency for nearly 
four years as an account execu- 
tive. 


OHIO’S 


Most Complete 


NEWSPAPER 


ee 


ODAY advertising must justify it- 

self...not in terms of “keeping 
the name alive,”’ but in actual sales... 
in tangible results. Advertising today 
must also assume its fair share of the 
bigger job of providing employment 
and creating enduring prosperity. 


Every alert advertising man knows that 
his task has grown bigger and more im- 
portant. He recognizes the vital necessity 
of keeping well informed on every phase of 
his company’s business. He has assigned 
himself the job of keeping abreast of all 
important developments in every industrial 
market his product enters. 


Today such background information is 
essential to an intelligently directed pro- 
motional campaign. 


The quarterly McGraw-Hill publication, 
“The Pulse Beat of Industry,” is an ex- 
ample of the kind of basic information an 


McGRAW- HILL 


PUBLISHING COMPANY, INC. 
Headquarters for Industrial Information 
330 WEST 42nd STREET, NEW YORK 18, N. Y. 


industrial executive needs today.'This extra 
McGraw-Hill service is not for bublication 
or general distribution. 


The “Pulse Beat” is a digest lof current 
problems, trends and opportuntties, writ- 
ten by McGraw-Hill editors abbut the in- 
dustries their publications servé. 


This publication is typical of the many 
exclusive services provided by lAmerica’s 
“Headquarters for Industrial Infbrmation” 
and available through your MdGraw-Hill 
man. “Ask the McGraw-Hill Man” is not 
only sound advice... it’s a goo! business 


habit, too. Whenever a problen perplexes 


ed 


you, chances are he can help yo to GBT 
the answer. eo 


Ls AKRON BEACON JOURNAL xiguT 


~ 


Buckmaster Elected President By U. RW. 


Complete in News Coverage 
Serving its readers with Asso- 
ciated Press, United Press, 
Chicago Daily News Foreign 
Service, International News 
Service, U. P. Wirephoto, 
Acme Telephotos and North 
American Alliance. Add to 
this list a host of prominent 
national and local writers 
and you have Ohio's most 
complete NEWS paper. 


Complete Market Coverage 
117,526 occupied dwelling 
units make up the Akron 
Market. The daily circulation 
of the Beacon Journal in the 
Akron City and Retail Trad- 
ing Zones is 117,785. You 
can't beat that kind of mar- 
ket coverage. 


OHIO'S MOST 
COMPLETE NEWS- 
PAPER, BEING A 
COMPLETE ADVER- 
TISING BUY IN THE 
AKRON MARKET. 


JOHN S. KNIGHT, Publisher 


Represented by: 
STORY, BROOKS & FINLEY 


New York, Philadelphia, Chicago, 
Cleveland, Los Angeles, Atlanta. 


ON BUSY STREET 
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Metals Industry 
Expects 50% More 
Business in 1946 


Cleveland, January 9.— More 
than 3,600 plants in the metal- 
working industry expect to do 50% 
more business in 1946 than they 
did in 1939, with total production 
topping $29 billion, compared with 
slightly more than $19 billion in 
39, Steel said last week in a spe- 
cial report. 

Manufacturing costs in the in- 
dustry are expected to be up 
25.7% over 1939 levels, but much 
of this increase will be absorbed 
due to more efficient operations, 
higher production volume and 
other factors. As a result, the pub- 
lication said, expected selling 
prices in 1946 will be up only 
17% over ’39 levels. 

The data, assembled last No- 


vember, reflects an optimistic out- 
look for the long pull despite labor 
troubles at the time, doubt as to 
government and labor policies, and 
serious reconversion problems. 

Metalworking plants look for a 
production volume this year 
50.2% over 1939, Steel reports, and 
employment is expected to top 
prewar levels by 1,000,000 work- 
ers, with some plants even ex- 
ceeding war levels. 


Armour Research Unit 
Shows Wire Recorders 


A demonstration of two new 
types of wire recorders was given 
by the Armour Research Founda- 
tion, Chicago, last week. One of 
the units is designed as a recorder 
to be installed in home receiver 
sets; the other is a unit capable of 
reproducing the fidelity of the best 
electrical transcriptions. 

The small recorder, about 6 x4 x 
12”, occupies less than half the 
space needed by standard disc 


record changers. With it a large 
take-up spool is used for a turn- 
table, so that records can be used 
in conjunction with the wire re- 
cording and reproducing features. 
The spool provides an hour’s con- 
tinuous recording. Prices, not yet 
announced, are said to be some- 
what less than many disc record 
changing units. 


Heads KNX News 


Jack Beck has been named di- 
rector of news broadcasts for KNX 
and the Columbia Pacific network, 
Hollywood, succeeding Clint Jones, 
who left to become general man- 
ager of Palm Spring’s new radio 
station, KCMJ. 


Furbish Joins Hoffman 


Alton I. Furbish, recently dis- 
charged from the Army, has joined 
the advertising department of 
Hoffman Radio Corporation, Los 
Angeles, to edit the company’s 
house organ and direct company 
publicity. 


Co-op Business 


in ‘45 Amounts 
fo $1 Billion 


New York, Jan. 8.—Business of 
consumer and purchasing coopera- 
tives of all types during 1945 
amounted to well over $1 billion, 
according to estimates of the Co- 
operative League of the U. S. A. 

Consumer cooperatives ended 
the year with 11 petroleum refin- 
eries in the United States and 
Canada, nearly 500 oil wells and 
holdings of 139,000 acres of oil 
lands. A survey completed in Oc- 
tober showed 158 mills, factories, 
and refineries owned by coopera- 
tives affiliated with National Co- 
operatives, Inc., Chicago, and the 


HOKUM...or HELP? 


—— 


— goxine yunny vuuninas 


Perils of prosperity, and 
inflation are being reduced by wise 
farmers reducing debts. Annual 
interest and amortization on a 
20 year 4% loan of $15,000... at 


*39 prices took 2,449 bu. corn, today less than 1,000... 


took 82 hog$ of 200 Ibs., now only 41 ... and the difference 


in the farmer’s bankbook! See ‘“Ten Farm Planks for 


1946,” page 20. 


washing... And sales of agent jumped million pounds in a 


Wetter water... Few years 
ago, SF reported discovery of 
wetting agent that cleaned 
cream separator in two minutes, 
saved twelve minutes per 


year... Off the market in wartime, the wetting agent is 
back, and Professor O. R. Elder tells of new time saving 


uses. Read “‘Save Yourself Some Extra Minutes... page 88. 


Also . . . “One Stop Service for Dairymen”. . . “Put Wheels on Your 
Choretime”’. . .““Farmer’s Washington”’. . .““Successful Homemaking”’. . . many 
fascinating, factual articles make January SuccEssFUL FARMING top of the 
heap #eading for advertising men seeking top farm customers. . . readily 
found among the million plus SF subscribers with largest investments, yields, 
cash incomes, best farm living standards in the U.S.! Ask the SF man 
about open opportunities! SuccessruL Farminc, Des Moines, New York, 


Chicago, Atlanta, San Francisco, Los Angeles. 


mt 


Star-spangled shows with glitter and 
glamour, hoopla and hullabaloo, county 
and state fairs were festive, gala. Despite the 
millions in public funds allotted for prizes, 
guarantees, etc., fairs were heavier on 


hokum than help. 


USDA livestock reporter McIntyre, 
veteran of 300 fairs thinks public interest 
calls for reconversion. He would cull, have 
fewer, finer, well-located farm fairs . . . less 
speedy horseflesh, more choice cows, 4H 


Club calves, pigs... re-examine the show 


standards, combine form and function, type 
and production capacity . . . pass up show 
stock, concentrate on animals that give a 


good short-time money turnover, maximum 


utility, minimum waste. 


His article will agitate fair secretaries, 
start thinking, talking, bring betterments... 


is in line with SF’s policy of giving readers 


the plan-board advances as well as the field- 


proved successes. Advertising men alert (but 
not allergic) to altitude in ideas—see “Our 
$30,000,000 Fairs,” January SF. 


OFFERS HOMES—Newest government 
advertiser is Defense Homes Corp., 
branch of the federal Public Housing 
Authority, which has offered govern- 
ment-owned Washington properties for 
a four-week period in a list of New 
York, Washington and Chicago news- 
papers, real estate and hotel trade 
publications, through Campbell-Ewald. 


Cooperative League, which main- 
tains headquarters in New York. 
A recent survey by the U.S. Bu- 
reau of Labor Statistics reports 
that the 1944 volume of four types 
of consumer cooperatives—retail 
distributive, local service co-ops, 
credit cooperative or credit unions, 
and rural electric cooperatives— 
totaled $841,400,000. In a report 
covering the 1943-1944 season, the 
Farm Credit Administration found 
business of purchasing coopera- 
tives amounted to $730,000,000 
with additional purchasing busi- 
ness of marketing co-ops increas- 
ing this total to $1,010,000,000. 


Exact Total Uncertain 


The two reports, made independ- 
ently, cover some of the same co- 
operatives, but totals cannot be 
added together without knowl- 
edge of amount of duplication. The 
Cooperative League states, how- 
ever, that the total will be slightly 
higher than the Farm Credit Ad- 
ministration figure, because that 
includes no city cooperatives. The 
BLS report includes city coopera- 
tives but not all kinds of farmers’ 
purchasing. 

Net membership of consumer 
cooperatives cannot be determined, 
says the Co-op League, but the 
Bureau of Labor Statistics reports 
6,022,000 members in the four 
classifications. Many families, 
however, are members of several 
types of cooperatives. 

The cooperative movement an- 
ticipates renewed international 
trade between co-ops, which was 
cut off almost entirely by the war, 
and first substantial new business 
has been orders for oil to be 
shipped from the United States co- 
op refineries to cooperatives in 
Sweden and France. 


Adclub Goes on Air 


The Advertising & Sales Execu- 
tives Club of Kansas City, Mo., 
has begun a series of weekly 
broadcasts on KCKN, Kansas City. 
The programs feature Murrel 
Crump, club president, who inter- 
views club members and other 
personalities in explaining adver- 
tising activities to the general 
public. 


Photostat divisions 

540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 
111 €. DELAWARE PL. 


4) 
STANDARD STUDIOS inc 


Photography 540 N. MICHIGAN AVE. 
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‘Mill Supplies’ 
Compiles 127-Page 
Marketing Study 


New York, Jan. 8—The mar- 
keting research staff of Mill Sup- 
plies, under the direction of ex- 
ecutive editor Walter F. Crowder, 
has completed a 127-page statis- 
tical report, “Industrial Distribu- 
tion and Marketing,” designed to 
provide manufacturers of indus- 
trial equipment, tools and supplies 
with specific information that can 
be used effectively in determining 
market potentials. 

The studies included in the book 
are divided into four major sec- 
tions: the national industrial mar- 
ket, the industrial distributor, mar- 
kets and distribution, and supple- 
mentary market data. 

To cover the national industrial 
market, Mill Supplies presents the 
number of manufacturing estab- 
lishments, wage earners and value 
of manufactured products. by dis- 
trict and state as well as by basic 
industry groups, plus a map of the 
United States showing all counties 
having a value of manufactured 
products exceeding $5,000,000. The 
21-page section on the industrial 
distributor outlines the activity 
and position of the industrial dis- 
tributor and gives statistics. 


Distribution Is Shown 

About two-thirds of the book 
is devoted to markets and dis- 
tribution, which the publication 
analyzes by nine geographical dis- 
tricts in accordance with standard 
practices of the Bureau of Census, 
by state, county, industrial area 
and city. Each district section in- 
cludes a series of maps giving the 
location and number of industrial 
distributors in each city, counties 
having a value of manufactured 
products exceeding $5,000,000, and 
the concentration of manufactur- 
ing activity in each state. 

Supplementary tables summar- 
ize the manufacturing and dis- 
tribution activity in every county, 
city and industrial area having a 
value of manufactured products 
exceeding $5,000,000. Manufactur- 
ing activity is also presented by 
basic industry groups. Lines han- 
dled by industrial distributors are 
listed along with the number of 
distributors in each district and 
state handling the lines. A blank 
district map appears in each sec- 
tion for the manufacturer’s use in 
charting his own sales territories 
and market potentials. 

Supplementary market data 
gathered by Mill Supplies consists 
of charts showing the trend of 
selected business indicators from 
1939 to the present. These indi- 
cators include the distribution by 
district and state of civilian popu- 
lation, manufacturing employment, 
non-agricultural employment, per 
capita income, bank debits, elec- 
trical energy consumption and 
major war contracts. 


Amundson Resigns as 
President of ANCAM 


Lawrence Amundson, classified 
advertising manager of the Daily 
Argus-Leader, Sioux Falls, S. D., 
announced his resignation as presi- 
dent of the Association of News- 
paper Classified Advertising Man- 
agers at a recent midwinter meet- 
ing of the officers and directors of 
the association. He is leaving the 
newspaper field to establish a va- 
cation resort at Lake Andes, S. D. 

Leslie J. Cummings, classified 
advertising manager of the Daily 
Province, Vancouver, B. C., and 
first vice-president of the asso- 
ciation, was elected to succeed Mr. 
Amundson. 


Kaplan Starts Agency 


Ben Kaplan, formerly radio edi- 
tor of the Journal and Evening 
Bulletin, Providence, R. I., and 
more recently with Frank Weston, 
Providence agency, has started an 
agency under his own name at 26 
Custom House St., Providence. 


New England Ad Execs 


Plan Winter Meeting 


The New England Newspaper 
Advertising Executives Associa- 
tion has adopted “Newspaper Ad- 
vertising and Retailing” as the 
theme for its winter meeting at 
the Parker House, Boston, Jan. 29. 

Retailing will be discussed with 
association members by William J. 
Fitzpatrick, general manager of 
Muzzy Bros. Company, Bristol, 
Conn., department store. John 
Gieson, director of the retail di- 
vision, Bureau of Advertising, 
ANPA, will be the luncheon 
speaker. 


Lamson Oil to Cumings 

Lamson Oil Corporation, Provi- 
dence, R. I., has appointed Cum- 
ings Advertising, Providence, to 
handle its advertising. 


Chicago Liquor 
Retailers Plan 
‘Self-Regulation’ 


Chicago, Jan. 9.—The Chicago 
Wholesale Liquor Dealers’ Asso- 
ciation, in cooperation with Allied 
Liquor Industries, Inc., New York, 
and under the sponsorship of a 
score of labor unions, has sched- 
uled a series of 19 meetings this 
month in various parts of Chicago, 
designed to unify all segments of 
the alcoholic beverage industry 
behind a self-regulation program. 
Keynote will be a program to 
eliminate conditions which have 
been responsible for unfavorable 
public opinion. 

The large city mass meeting 


technique was first tried last 
month in New Orleans, and meet- 
ings now getting under way will 
include employes of taverns, stores 
and other outlets. 

Clarence N. Dufek, director of 
the department of field education 
for Allied Liquor Industries, will 
outline a program whose aims are 
to establish a dealers’ association 
to meet regularly with other 
branches of the industry, with 
special emphasis on self-regulation 
within that area; creation of a 
self-regulation committee within 
retailers’ organizations; publica- 
tion of Allied’s sales to minors anda 
moderation series of advertisements 
in local newspapers over the sig- 
nature and at the expense of local 
dealers; and, where conditions are 


suitable, establishment of a citi- 
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zens’ advisory committee on the 
liquor industry’s social responsi- 
bility. 


Joins Geare-Marston 


Edward S. Twardy, formerly on 
the overnight general news desk, 
United Press, New York, has 
joined the public relations depart- 
ment of Geare-Marston, Inc., 
Philadelphia and New York. He 
will be in charge of the Pennsyl- 
vania Salt Mfg. Company’s public 
relations account. 


Tella Forms Own Firm 


Alfred G. Tella has announced 
the opening of a new company, 
American Advertising Specialties 
Company, at 511 Westminster St., 
Providence, R. I., which will pro- 
duce and distribute all kinds of 
advertising specialties. : 


Where do they go from here? 


Some of them will go back to jobs 
that they left, jobs that are waiting. 


Some of them. 


They will slip out of fighting togs 
and into civvies and be back in the 
swing of things in jig time. Some 


of them. 


But millions of them, millions of them— 
most of the men of our great armies 
now on the long road back—will have 
no such cozy spots into which they 


history. They left 


Getting them set for the climb—the 
problem of swiftly converting these 
warriors to workers—has long been 
one of the foremost concerns of 
The American Legion. 


may step. They will have to start from 


scratch. They will have to strike out 


anew. 


Millions more have never had a job 
before, other than the job of getting a 
passing mark in geometry or Latin or 


coming ,back at 23 or 24 and even 26 
to face for the first time the mountain 
of making a living. 


That is why, months ago, the Legion 
began the building of what is now one 


at 20. They are 


THE AMERICAN LEGION — through its 12,609 posts— 
offers the returning millions of our fighting men 
the counsel and the help of its 26 years’ experi- 
ence in expediting veterans’ affairs. 


brighter. 


of the greatest job-finding forces this 
organization has ever gathered. Working 
as a liaison group between those who 
need workers and those who need 

work, its scope is nationwide. 


It covers the nation from north to 
south, from the farthest east to the 
utmost west. Its help is as free as our 
American air to every veteran. 


But it is more than a help for this 

great group alone—for certainly the 
lighting of the path for our returning 
sons will make the way of all Americans 
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General Omar N. Bradley blasted the 
Veterans Administration out of its brass-hat 
lethargy—got it down to brass tacks. Now 
he speaks up, in The American Magazine, 
on WHAT THE VETERANS DESERVE FROM 
you — and doesn’t spare the brass tacks, 
either! In this article he gives local com- 


munities a stimulating, constructive plan 
of action for veterans’ community centers. 
General Bradley’s enthusiasm is_ conta- 
gious. You'll be fitting yourself into this 
plan when you read: WHAT THE VETERANS 
DESERVE FROM YOU, by General Omar N. 
Bradley —in the February issue, out now. 


Administration. 


Bradley himself. 


The American Magazine 


What Makes the Crowd Follow Our Lead Articles? 


No less than three national magazines have recently run 
pieces about General Bradley—for he’s really been making 
news with his vigorous reorganization of the Veterans 


But it remained for The American Magazine to come 
up with the real lowdown ... an article not about but by 


Watch The American ... month after month... 
for articles by men others write about. 


{Where Important Peopie Turn : 
\ to Say Important Things 


Fut — Pun — Fedde — fun! 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION an 
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QUALIFYING ADVERTISING 
REPLIES 


If you have an expensive catalog and 
sales follow-up, it is very important that 
you eliminate as many curiosity seekers 
as_ possible. 

But just how can you screen your in- 
quiries? 

Many advertisers ask the prospect to 
state his age on the coupon. Plastics In- 
dustries, Technical Institute, Chicago 1, a 
correspondence school, has a special box 
in its coupon so it sends a less expensive 
catalog to prospects under 18 years of age. 

Other advertisers charge for their cata- 
log which tends to reduce the postcard 
type of inquiry. We have seen many 
cases where charging for a catalog did not 
reduce the volume of inquiries and actu- 
ally stepped-up the quality of the in- 
quiries. 

Still another plan used by Theo. Audel 


You Ought to Know . 


Debonair, informed, Drew Dudley — 
government’s “advertising manager” — is 
seen “in the right places” in the national 
capital, and has a reputation for getting 
things done. He rattles off big names 
with a genuine assur- 
ance. His business and 
social calendars leave 
no doubt that in a city 
where a man’s value 
fluctuates directly with 
his contacts, he is one 
to respect. 

The significant thing 
about Drew Dudley, 
separating him from so 
many who have ar- 
rived socially, is the 
evidence that his suc- 
cess involves more than balancing a tea- 
cup properly, saying bright things to dow- 
agers, and being one of the town’s more 
eligible bachelors. 

Drew is close to people who are selec- 
tive in their associations. He uses the 
tennis court of Eugene Meyer—publisher 
of the Washington Post. He chats with 
Chester Bowles, and is on good terms 
with outstanding legislators — like Mike 
Monroney, Bill Fulbright, Lister Hill, 
Burnet Maybank. 

No small item in Drew’s success are the 
contacts he has made on his own, and 
in company with his brother-in-law, the 
brilliant young former Congressman from 
Massachusetts, Joe Casey—a man who 
came within 70,000 votes of capturing a 
senatorship for F. D. R. in 1942, and who 
later ran “interference” for the Truman 
Vice-Presidential tour of New England. 

But if Drew has benefitted from the 
Casey “in” with the late President and 
the Democratic national organization, he 
has had the skill in a strenuous competi- 
tion to impress busy people with a feeling 
that he is worth knowing, and deserving 
of further attention. 

Confronted with some real or fancied 
antipathy between business and a govern- 
ment official or agency, Drew’s natural 
reaction is to go directly to the parties in- 
volved, try to discover the substance of 
disagreement, and reconcile the conflict- 
ing points of view. 

Since he went on leave as consumer 
sales manager of Wrigley’s in April, 1941, 
to apply his promotional talent to war 
information programs, Drew has endeav- 
ored to allay smouldering suspicion with- 
in government over the utility of adver- 
tising. 

His approach is to avoid controversy— 
and concentrate on producing results 
which demonstrate that advertising, prop- 
erly used, can be an effective arm of gov- 
ernment as well as business. 

The job calls for a man skilled in mak- 
ing friends and handling important people. 
Many times a day Drew deals with gov- 
ernment’s ranking information execu- 
tives, many of them suspicious lest the 
new “office of media programs” absorb 
their authority, or become a centralized 


Drew Dudley 


. the Pay - Of T NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


Company, New York book publisher, is 
to ask the prospect whom he is “Em- 
ployed By.” This is especially valuable 
information to have in selling books on 
approval. 

American Technical Society, Chicago 
37, asks coupon clippers to attach a letter 
stating age, occupation and name and ad- 
dress of employer and one business man’s 
name and address as reference before it 
ships its sets of books on approval. It 
qualifies 90% of its orders. 

Some firms employ hand-writing ex- 
perts who have developed a special tech- 
nique for spotting juveniles who slip cou- 
pons to get “big mails.” These inquirers 
get a cash offer or a letter asking for ref- 
erences or their parents’ guarantee to pay 
for goods ordered. 

By screening the type of inquiries pro- 
duced by various publications, you can 
greatly increase the effectiveness of your 
advertising. 


e eDrew Dudley 


censor of the announcements and state- 
ments they issue. 

In the “office of media programs,” set 
up under Reconversion Chief John Sny- 
der for lack of a more convenient loca- 
tion, Drew hammers the idea that gov- 
ernment information programs will be 
more effective if agencies learn to budget 
their needs, agree on their messages, and 
call on the specialized skills which ad- 
vertisers and media offer through the Ad- 
vertising Council. 

Since government’s “advertising 
agency” has been set up on a trial basis 
only, whether or not advertising is ac- 
cepted as a permanent government func- 
tion depends on the skill with which 
Drew and his associates—Simon Lesser 
and Charles Jackson— demonstrate the 
value of their service. 

On paper the job sounds routine. It 
consists of sitting in with the informa- 
tion heads of various agencies; studying 
promotional possibilities of information 
programs; recommending the Advertising 
Council services, or government assets 
(Agriculture Department motion picture 
lab, or Interior’s radio studio) which are 
available. 

Actually the conflict of personalities, 
ambitions and philosophies makes it a 
delicate educational job, but a job which 
has already revolutionized government 
posters and information procedure, and 
created a sympathetic understanding of 
the virtues of professionally planned ad- 
vertising. 

Drew had been with Wrigley as con- 
sumer sales manager four years, when, 
with war clouds overhead in early 1941, 
he decided that the chewing gum busi- 
ness could get along without his specialty 
for a few months, while he might be of 
genuine value professionalizing the unim- 
aginative government information setup. 
After a few futile months in the War De- 
partment’s bureau of public relations, he 
went with Bob Horton, information chief 
of the Office of Emergency Management, 
“holding company” for the civilian war 
agencies. 

Almost immediately Drew was assigned 
to spadework on the organization of the 
War Advertising Council. In helping set 
up the Hot Springs meeting of Nov. 11, 
1941, where the council was organized 
and advertising saved from wartime ob- 
livion, Drew insisted on inviting adver- 
tising’s critics—Leon Henderson of OPA, 
and Bill Batt of SKF (who was just back 
from Russia). 

For nearly two years in OEM and its 
successor, OWI, Drew operated the “office 
of program coordination” — traffic center 
for war information programs. The job 
called for intimate association with top 
media and agency people—men like Ches- 
ter LaRoche, Tom Ryan, Leo Burnett, 
who could “buy” or “sell” war. effort 
themes. For another two years Drew 
was in the Navy, working on drives to re- 
cruit Waves, and assisting the Secretary 
of the Navy on photographic assignments 


and Congressional relations. 

This was not Drew’s first stint in Wash- 
ington. Fresh out of Dartmouth at 22, 
it was here in 1933 that he had his in- 
itiation into the mysteries and fascina- 
tions of the advertising business. 

By plan, Drew was to do postgradu- 
ate apprentice training in the Paris office 
of Dun & Bradstreet. Instead, Arthur 
Whiteside, Dun & Bradstreet president and 
a family friend, brought Drew to Wash- 
ington to help on NRA. Assigned to rep- 
resent government in writing codes of fair 
competition for advertising, this fledgling 
found himself dealing with John Benson 
of the Four A’s and Albert Haase of ANA 
on such unanswerables as straight fee vs. 
15%. He learned of outdoor’s internal 
politics and the problems of direct mail 
and car cards. 

Later he tried his hand at selling car 
cards, and spent a year with Albert Haase 
reorganizing Rogers-Kellogg-Stillson. It 
was in 1939, while selling the “27 points” 
for Will and A. J. Townsend, that Drew 


was assigned to Wrigley, later to join the 
Wrigley payroll. ~ — | 

Life with Phil Wrigley was an educa- 
tion in itself. Drew absorbed Wrigley’s 
fire as he operated the internal “agency” 
preparing copy, and handling art and re- 
search—with instruction to “sell gum, not 
advertising.” In Washington, Drew had 
Phil Wrigley’s blessing, and an admoni- 
tion to get his message home on the local 
level, advice which Wrigley applied many 
times during the war in his own contribu- 
tions to information drives. 

When Drew Dudley, brother Bob and 
beautiful sister Connie arrived in Wash- 
ington in Blue Eagle days, their pockets 
bulged with letters of introduction open- 
ing the way to Washington’s most inter- 
esting parties. It was at one of these af- 
fairs—in the home of Nellie Tayloe Ress, 
director of the mint, that sister Connie 
met Joe Casey—precipitating a long dis- 
tance courtship which has turned out 
happily for all. 


lhe Creative Man? Corner 


We've always been sorry that L. M. 
Clark went off to run a boys’ school and 
removed from advertising checking the 
masked advertisement technique. 

It certainly wasn’t perfect. But it was 
a beginning. And we can only hope that 


Are you in the know ? 


More women choose KOTEX 
than all other sanitary napkins 


somebody will soon again try to go be- 
yond advertisement reading into the field 
of advertising penetration. 

Personally we would like to see that 
old warrior C. E. Hooper— who really 
made radio ratings important — back in 
the printed advertisement checking field. 

We think that advertising people in 
general and advertisers in particular need 
to know a great deal more than many of 
them obviously do about the value of con- 
sistency. About the value of establishing 
certain basic premises about a product 
and building and maintaining its adver- 
tising personality. 

The advertisements reproduced are 
from January, 1946, magazines from four 
series that stretch back through several 
years almost without change. The Pond’s 


and Kotex pages could have been clipped 
from January, 1943, magazines. The Jell- 
O advertisement now includes a cartoon. 
Drene has named its model. Otherwise 
the campaigns continue as they began. 
Every careful observer of the Starch 


yy wy 
Sh “ngage / Sur's Lavery! Sue eses Poxe’s 


ratings knows that these are consistently 
“best-read” campaigns. Most everyone 
in advertising and selling knows also that 
Pond’s and Kotex and Jell-O and Drene 
are best-selling products— against stiff 
competition. 

We can assume that advertising’s part 
in their success has not been small. And 
we can assume certain reasons. 

There is similar circumstantial evi- 
dence in a number of other cases. The 
trouble is that the number is not very 
large. Advertising needs many constant 
measurements, and the study of adver- 
tisement penetration should be one of the 
first. 

Just now only a few of the larger ad- 
vertisers and agencies do anything about 
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manufacturer. of diesel - electric 

generating plants. The campaign 
will include industrial trade jour- 
nals, business papers, farm jour- 
nals and direct mail. 


To Michel-Cather 

Michel-Cather, New York, has 
been placed in charge of the ad- 
vertising of Consolidated Diesel 
Electric Corporation, New York, 
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ational Representatives Including Sunday Magazine Sectic 
s METROPOLITAN SUNDAY NEWSPAPERS, INC 
her AMERICAN NEWSPAPER PUBLISHERS’ ASSN — 


Hotpoint Study 


If you sell to boys, Open Road offers a 
market unsurpassed in quality and respon- 
siveness. 

To its readers, Open Road for BOYS 
means clean, exciting entertainment, stimu- 
lating and educational features — a mag- 
azine that is part and parcel of a boy's 
world. 

To advertisers, Open Road for BOYS 
brings 300,000 subscribers ana a plus reader- 
ship — a responsive, eager, unprejudiced 
audience — an opportunity to build lasting 
friendship for their names and products. 

When your advertising aims at boys, 
choose the open road to the quality youth 
market — through Open Road for BOYS. 


THE OPEN ROAD PUBLISHING CO. 
729 Boylston St. Boston 16, Mass. 


Member THE YOUTH 
GROUP; 300,000 Guaran- 
teed ABC Circulation, 
effective February issue. 


Shows ‘Package’ 
Appliance Sales 


Chicago, Jan. 8—Nearly 90% of 
the electric appliance dealers 
queried by Edison General Elec- 
tric (Hotpoint) Appliance Com- 
pany recently will handle com- 
plete kitchen installations, it was 
revealed today. 

e company’s questionnaire to 
obtain information On postwar 
merchandising plans was sent to 
12,000 appliance dealers, 20% of 
whom responded up to Dec. 15. In 
addition to the 89% who will in- 
stall complete kitchens, approxi- 
mately 50% will display complete 
operating kitchens in their show- 
rooms, the survey shows. 
Previously, dealers sold refrig- 
erators mainly from straight 
model selection displays, but a 
change toward complete operating 
kitchen showrooms, according to 


Floyd M. Slasor, manager, refrig- 
erator sales division, “is the great- 
est new development in postwar 
refrigeration selling.” 

Almost 30% of the dealers think 
that trade-ins will figure in less 
than 10% of refrigeration transac- 
tions, despite the fact that 30% of 
prewar sales included trade-ins. 

Of the respondents, a surprising 
45% said they would handle only 
one line of refrigerators, while at 
the other extreme, 13 dealers said 
they would display nine different 
makes. 

Noting that dealers are less op- 
timistic than some others in the in- 
dustry concerning the market for 
home freezers, Mr. Slasor said they 
would perhaps see more oppor- 
tunity in that appliance when food 
purveying concerns have estab- 
lished home delivery routes for 
frozen products. 


DeLott Starts Agency 
Paul DeLott, discharged from 
the Navy: after three years’ serv- 


ice, has opened an advertising 
agency in the Dixie Terminal 


building, Cincinnati. Prior to his 
wartime service he was advertis- 
ing manager of the Bing Com- 
pany, Cleveland, and served in a 
similar capacity with Federal 
Outfitting Company, Los Angeles. 
He also was associated with the 
former Lord & Thomas agency in 
Chicago. 


Celotex Adds $7,000,000 
Plant Expansion 


Bror Dahlberg, president of 
Celotex Corporation, Chicago, has 
announced that the company will 
spend $7,000,000 to expand plant 
facilities as its share of meeting 
demands for postwar building ma- 
terials to ease the nationwide 
housing shortage. 

The plant at Marrero, La., is to 
have its output of Celotex, com- 
position building material, stepped 
up to an annual capacity of 750,- 
000,000 feet. The London plant’s 
capacity is to be tripled, to hit 
an annual output of 150,000,000 
feet. 
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Demonstrate 
your product 
to MILLIONS! 
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IN 10,627 THEATERS! 


To advertisers who cry: “If we 
could only demonstrate the features 
of our product on a mass basis, our 
selling problems would be no 
more!”—here is a tested, proved 
solution. Through the medium of 
advertising motion pictures — now 
available on regular schedules in 
approximately 11,000 of the 18,000 
motion picture theatres in the forty- 
eight states—you can obtain millions 
of low-cost demonstrations. 


These MINUTE MOVIES combine 
color, motion and sound to create a 


your sales story. In one minute they 
pack an amazing amount of selling 
that reaches the eyes and ears simul- 
‘taneously ! 


— 2 2 Sm 


that 


MINUTE MOVIES reach an un- 
distracted audience, in darkened 
theatres where a// attention is 
focused on a huge screen. They 
can be purchased on a pattern 


matches your distribution. 


They are sold at a reasonable 
standard rate per thousand 
attendance. 


Leading national advertisers, 
who appreciate the value of exten- 


sive demonstrations, are now 


this 
living presentation of 


booking MINUTE MOVIES through 


organization which has 


handled all phases of the operation 
for many years. For case histories, 
rates, and full information on 
MINUTE MOVIES, telephone or 


write today. 


GENERAL SCREEN ADVERTISING. INC. _ 
NATIONAL HEADQUARTERS FOR MINUTE MOVIES 
2300 Wrigley Building, Chicago 11 . 


500 Fifth Avenue, New York City 18 
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Advertising Age, January 14, 1946 


STIMULATOR—Safeway Chemical Co., 

Cleveland, is supplying dealers with 

this new counter display to merchan- 

dise 25-cent size package of Safeway 

Brush Top spot remover. The display 

is included on request with every three 
dozen bottles. 


N. Y. Families Up 
11.3% in 5 Years, 
‘Times’ Reports 


‘Population Decline’ 
Refuted by Census; 
Fewer Stores Noted 


New York, Jan. 9.— The New 
York Times has recently completed 
a 1945 census which will be pub- 
lished sOon as a “Blueprint for 
Sales” and which contradicts the 
oft-published theory that New 
York City’s buying population de- 
clined during the war. 

The Times’ census shows a rise 
of 231,914 families over the num- 
ber shown in the 1940 U. S. census, 
representing an increase of 11.3%. 
This, says the study, “is the con- 
tinuation of a long-term trend in 
growth.” 

The city has 3,617 fewer grocery 
stores and supermarkets, or 22% 
fewer than it had in 1940-—a factor 
which throws off the calculations 
of manufacturers and market re- 
search organizations who figured 
per capita consumption in New 
York on the basis of sales per store 
divided by the number of families 
per store. 

The number of families per store 
has gone up from an average 125 
in 1940 to 178 in 1945. 


Fewer Drug Stores Listed 


Drug stores declined approxi- 
mately 12% in the same period, 
the study shows. According to the 
1940 census, New York City ac- 
counted for 46.6% of the total dol- 
lar volume of sales of drugs and 
toiletries. 

The number of liquor stores 
showed a 17.9% increase, and new 
licensees since the Times’ study 
probably will increase this figure. 

The census was based on tabu- 
lation of occupied dwelling units 
and an enumeration of stores, car- 
ried out by field workers who 
covered 4,500 miles of city streets. 

The survey divides the city by 
income districts and finds that the 
“upper half of the market contains 


HE GETS 
ALL THE BREAKS... 
ME HAS A ROOM 
AT THE HOTEL 


48% of New York’s families, 59.8% 
of the large chain supermarkets 
and 63.7% of the total .supermar- 
kets.” 

“Even before the war,” says the 
Times, “a number of fundamental 
trends were revolutionizing old 
established methods of consumer- 
goods marketing. Grocery super- 
markets had moved into the field 
and self-service stores and chain 
store expansion presented a new 
pattern of distribution and new 
problems to many grocery manu- 
facturers who had relied upon in- 
dependent ‘service’ grocers for 
their principal distribution chan- 
nels.” 

“Today,” the study goes on, “dis- 
tribution is one of the uppermost 
problems in adjusting the nation’s 


economy to higher production 


levels.” 

While the census shows a 22% 
decline in the number of grocery 
stores, indications are that the 
actual decline may be even greater 
because the Times’ study included 
the category of “delicatessen- 
grocers,” and the 1940 government 
census listed delicatessens in a 
separate category. 

New York City, the “Blueprint 
for Sales” points out, totaled $1,- 
273,652,000 of food sales in 1944, 
$82,000,000 more than the com- 
bined total of the next three larg- 
est cities— Chicago, Los Angeles 
and Philadelphia. 


Finnegan Named Editor 
George W. Finnegan, acting art 

editor of Woman’s Home Com- 

panion since October, 1945, has 


been appointed art editor. At that 
time, Mr. Finnegan was released 
from the U. S. Maritime Service 
where he had served as an ensign 
for 32 months, and previously was 
associate art editor of the maga- 
zine for five years. 


Adds Four Partners 


Gray & Rogers, Philadelphia 
agency, has announceed the addi- 
tion of Robert W. Graham, Sher- 
man G. Landers, Guy E. Fry and 
Russell K. Carter as new partners. 
The company’s name will remain 
the same. 


Appoints Dobson 


Evelyn Dobson, formerly with 
the Army’s psychological warfare 
branch, has joined Constance Ben- 
nett Cosmetic Company, New 
York, as a publicity assistant. 
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Petrie Named Chairman 
of Branham Company 


John Petrie, formerly president 
of the Branham Company, Chi- 
cago, newspaper representative, 
has been named chairman of the 
board of the company. 

Monroe H. Long, formerly a 
vice-president, has been named 
president, and Eugene F. Corcoran 
has been advanced from vice- 
president to executive vice-presi- 
dent. No changes in operations 
are involved. 
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SIMPSON-REILLY, LTD. 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO 
RUSS BLDG. 


LOS ANGELES 
GARFIELD BLDG. j 


possible steps in distribution. ® Your advertising can hit any 
or all of the seven important merchandising links in one 
medium ... DAILY NEWS RECORD, the only newspaper 


for textiles, men’s wear, and domestics. Hit them on the 


AD 


ow IMPACTS | 


Between any textile product and the consumer, there are seven g# 


top-executive level . .. where policy is set ... where 


distribution is planned . . . where “yes” or “no” 


decisions are made. Hit them while they're reading 


the vital news of their industry . . . prices, 


contracts, planning, government, technological 


developments, designing, merchandising. 
* DAILY NEWS RECORD'S seven-in- 
one producer-to-retailer coverage of the 
textile and allied industries multiplies 


the power of your advertising dollar. 
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FAIRCHILD PUBLICATIONS 


FAIRCHILD BUILDING—NEW YORK 3, N. Y. 


@ 


DAILY NEWS RECORD - WOMEN’S WEAR DAILY - RETAILING HOME FURNISHINGS - MEN'S WEAR - FOOTWEAR NEWS - FAIRCHILD INTERNATIONAL - FAIRCHILD TRADE DIRECTORIES 
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Block Presents Case 


for Brand Advertising 

To the Editor: We have recently 
published a little broadside in sup- 
port of trademarked merchandise, 
“None So Blind as Those That Will 
Not See,” which I hope you will 
find interesting. 

We are going to arrange for a 
copy of this to be sent to a selected 
list of high schools and colleges 
throughout the United States, and 
also to every senator and repre- 
sentative. 

While the story told is not a new 
one, we believe it is told in this 
broadside in a very clear and 
forceful manner. 

HERBERT W. MOLONEY, 
President, Paul Block & As- 
sociates, New York. 

[Editor’s Note: The inside 
spread of the four-page folder pre- 


é 


This department is a reader’s forum. Letters are welcome. 


sents, in illustration and type, case 
histories compiled in the Fawcett 
Publications, Inc., national brand 
series, and makes a compelling 
argument for brand advertising 
and the lower prices made pos- 
sible by the mass production it 
stimulates. A limited number of 
copies is available at the Paul 
Block & Associates offices, 400 
Madison Ave., New York. ] 


— awe 
Dislikes ‘Xmas’ 
' To the Editor: In Copy Cub’s 
column in the Dec. 24 ADVERTISING 
AcE the item about “Xmas” was 
called to my attention by my son, 
Harold F. Vaughan, with Doremus 
& Co., Boston, because he knew I 
had written the editor of the 
Transcript, Dedham, Mass., about 
using .‘““Xmas” at the head of a 
column featured as “Main St. Mut- 


terings,”’ instead of using the word 
“Christmas.” He explained that 
type space would not allow print- 
ing it in full, so it had to be ab- 
breviated. 

My son has informed me that a 
lady recently had called attention 
by letter to a Boston advertiser’s 
use of the abbreviation, and had 
asked why it was not written in 
full. They say “Brevity is wit,” 
but not witty re “Xmas.” 

I like columnists and have read 
Copy Cub’s column previously. 

WALTER T. VAUGHAN, 
Everett, Mass. 
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Adopts Novel Cards 


To the Editor: Here is an in- 
teresting example of “making do” 
with existing materials and arriv- 
ing at a unique and different effect. 

Our client, United Transformer 


ONE OF A SERIES FEATURING THE MEN WHO MAKE FREE & PETERS SERVICE 


He says 
crime 
pays!|— 


JOE EVANS! 


Is that a muffled scream you hear, the thud of a dagger 


striking home? 


Then call for Joe Evans—and when you 


need some national radio spots as well, Joe can fix that for 
you too! In case you’re mystified, Joe Evans is an old radio 
man who for the past three years has been handling radio 
public relations for the F.B.1., as well as doing regular Bu- 


Now 


reau investigations. 


that he’s an assistant account- 


executive in our Chicago Office, we predict that you’re going 
to like Joe Evans as much as we do—and that’s saying a 


good deal! 


eee 


In the F.B.L, banks, radio stations, newspapers, mail-order 
houses, etc., etc., etc.—F&P is constantly searching all over 
for exceptionally promising men. We believe you will agree 
that we have, and have always had, the top men in this 
business. That’s why we know we'll be able to give you as 
good service for the next thirteen years as we have for the 
past thirteen—and why we also know we'll continue to lead 
the field, here in this pioneer group of radio-station repre- 
sentatives. 


FREE & PETERS, INC. 


Pioneer Radio Station Representatives 
Since May, 1932 


_ Franklin 6373 Plaza 5-4130. Cadillac 1880 Sutter 4353 


‘ 


CHICAGO: 180 N. Michigan MEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6337 Hollywood ATLANTA: 322 Palmer Bidg. 


Two years, Hendrix College 

One year, KFRU, Columbia, Mo 

Three years, U. of Missour 
(B.A., B.J.) 

Two years, KWTO-KGBX, 

Springfield, Mo. 

Four years, KSD, St. Louis 

Three years, Federal Bureau of 

Investigation 

Free & Peters (Chicago Office) 

since October, 1945 


EXCLUSIVE 
REPRESENTATIVES: 


.. BUFFALO 


WGR-WKBW 
we 


WA 
DES MOINES 
DAVENPORT 


SOUTHWEST 


PACIFIC COAST 
KOIN 
KIRO agg’ SEATTLE 
WRIGHT-SONOVOX, Ine. 


Hollywood 2151 Main 5667 


Corporation, New York, in its an- 
nual Christmas and New Year’s 
greeting card, has made use of the 
black laminated phenolic (bake- 
lite) which it normally uses as 
terminal boards in the production 
of transformers. 

Black 6%x5” plastic squares 
have been silkscreened in red and 
white, thus giving three-tone let- 
tering and artwork. The artwork 
is of cartoon nature, showing 
Santa Claus sweeping out all the 
cumbersome and now obsolete 
wartime regulations, while a happy 
exec looks on. 

We felt that such use of prosaic 
working materials deserves a pat 
on the back ... We hope you 
agree. 

ELEANOR I. NEy, 

Publicity Director, Shappe- 

Wilkes, Inc., New York. 
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Offers Safety Aid 


To the Editor: We are very in- 
terested in your editorial in the 
Dec. 3 issue of ADVERTISING AGE, 
“Safety Campaign Offers Unique 
Test of Advertising Methods.” 

If the National Safety Council 
makes regular releases and would 
be willing to send the material to 
Canada, we should like very much 
to cooperate through the medium 
of our house organ, the “Shell 
Trademaker.” 

A. M. Parry, 

Editor, ‘Shell Trademaker,” 

Shell Oil Company of Canada 

Ltd., Toronto. 
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It's Ogden Nash 


To the Editor: Re George Post’s 
letter in ‘“Voice of the Advertiser,” 
Dec. 24. 

Mr. Post’s position on the ad- 
visability of using a slogan of such 
doubtful worth as “Candy’s Dandy, 
etc.” is well taken. 

But—Mr. Post had better re- 
check the source of the famed re- 
mark. 

Research will, I believe, reveal 
that it originated with poet-phil- 
osopher Ogden Nash. Mr. Nash 
wrote: 

“REFLECTIONS ON 
BREAKING 

Candy’s dandy, 

But liquor’s quicker.” 

RaAutpH S. Comes, 
Ruthrauff & Ryan, Seattle. 
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Unique Sales Record 

To the Editor: A salesman who 
shows an increase in sales Over 
the previous year has accom- 
plished something. A_ salesman 
who shows an increase in the same 
territory each year for 25 con- 
secutive years can claim an 
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achievement unique in the busi- 
ness world. 

M. J. (Jim) Martin, food broker 
of Houston, Tex., can make this 
claim. Representing us in that 
market since 1919, he has in- 
creased his sales of Mrs. Stewart’s 
Bluing each year for 25 successive 
years. 

Jim Martin has been a food 
broker in the Houston territory for 
even longer than he has repre- 
sented us there and, besides our 
product, is representative there for 
such well known items as Del 
Monte products and Morton’s salt. 
He is well known to everyone in 
Texas connected with the grocery 
trade. 

K. W. FAWCcETT, 

Luther Ford & Co., Minne- 

apolis. 
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Spots an Outsider 


To the Editor: The examples 
The Creative Man shows on Page 
29 in the Dec. 24 issue are very 
interesting, but one of the adver- 
tisements shown is of a product 
which is not a perfume, and of 
a company that makes no per- 
fume. I refer to La Cross. 

JAMES V. SPADEA, 

Spadea Advertising Agency, 

New York. 

+ ¥. 


Says Job Wasn't 
‘Any Great Shakes’ 


To the Editor: So you made that 
offer of the Book of Job in a spirit 
of whimsy. Your face may have 
been red when you received a re- 
quest for it, but it wasn’t any red- 
der than mine when I got it and 
found out that it really was the 
Book of Job. 

Frankly I had an idea that it 
was something else—something re- 
lating to advertising that was go- 
ing to prove a cute and clever 
parody on the hapless experience 
of that unfortunate gent. If that 
be blasphemy, make the most of it. 

Anyway I did get the book and 
since you went to all that bother 
of sending it, the decent thing for 
me to do is to say thanks. I just 
wonder if there were any more 
Jonathan Gullibles like myself 
who were taken in by that offer 
(N.B.). 

As for Job, I’m not exactly un- 
familiar with the story of that old 
boy, but when I consider the 
countless thousands of victims of 
our recent bit of unpleasantness 
with the Nazi Beast, it doesn’t 
seem to me that Job was any great 
shakes at showing patience under 
adversity. 

But just to show there’s no hard 
feeling, here’s a check for $2 for 
a year’s subscription to ADVERTIS- 
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ING AGE. 
lication. 


It’s a mighty fine pub- 


HAROLD FOGEL, 

The Finchley Establishment, 

New York. 

N.B. I just got a copy of the Dec. 
24 issue and I see that there were 
plenty. I feel much better now. 
Thanks. 


vr 


Plenty of Trouble 


To the Editor: Thanks for your 
fine letter of Dec. 22 and also 
thanks for the Book of Job. Now, 
damn it, I’ve got to read the 
lesson and try to profit thereby. 
So far, ’m down to boils. 

The real purpose of this letter 
is to tell you how thoroughly in- 
teresting and enjoyable was your 
three-page exposition of the trials, 
tribulations and vicissitudes your 
staff went through during the 
strike. 

I was production manager of the 
Key Advertising Company of Cin- 
cinnati from 1934 to 1944 and I 
chuckled through every period 
and word, as I vicariously fol- 
lowed the job through from the 
623 phone calls... advertising 
plates piled high . . . to where the 
loss was $55,000. BUT... the job 
went out. 

Only a production man could 
appreciate the exasperating 
troubles that beset your force. Did 
anyone sing the old spiritual, “No- 
body knows de trubble I’se in, 
Nobody sees my sorrow”? 

NATHAN P. REVEL, 
San Francisco. 
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Book of Job Soothes 
a Troubled Soul 


To the Editor: Thanks for your 
letter of Dec. 17, and the enclosure 
(a vest pocket copy of the Book of 
Job). 

Since you are already tearful 
and ashamed, I have no reason to 
report you to the Federal Trade 
Commission or anyone else, al- 
though that would not be con- 
sidered sufficient punishment by 
some of our dear, kind-hearted hu- 
man creatures, who enjoy the suf- 
ferings of others. While patience is 
a desirable quality to possess, too 
many people expect others to be 
patient when they themselves do 
not possess this desirable quality. 

ANNA SAGER, 
Toledo, O. 
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For Tough Job Ahead 


To the Editor: Is my face red! 

Frankly, I had my fingers 
crossed as to whether you really 
meant it or not—that is, offering 
the special, illustrated edition of 
the Book of Job. How many 
others made the same mistake I 
did? 

Thanks so much for going out 
and getting a special copy of the 
Book of Job. In embarking upon 
our new furniture program which, 
incidentally, will embrace the first 
large-scale advertising campaign 
in the history of this industry, we 
will need all of the solace that 
Job can give us. 

L. K. HaGAMAN, 

Assistant Director of Sales, 

Fyrniture Division, The Men- 

gel Company, Louisville. 


LOOK IT UP in 
the MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 
& 
BUSINESS PUBLICATIONS EDITION 


Postwar Plans for 
Food Lines Given 
to Editors’ Group 


Cincinnati, Jan.°10.—The im- 
portance of newspaper advertis- 
ing was pointed up by. J. H. 
Sawyer Jr., vice-president of 
Sawyer - Ferguson - Walker Com- 
pany, Chicago, speaking as chair- 
man at the food editors conference 
here this week. 

Mr. Sawyer told the 63 women 
food editors present that, “the daily 
newspaper gives the grocer entree 
into every home in America, be- 
cause it is through its advertise- 
ments that the housewife markets 
before she goes to the store.” 

Representing more than one- 
third of all the newspapers in the 
country, the women are attending 
a five-day meeting to get a “be- 
hind the scenes” picture of what 
food manufacturers are doing in 
exploiting products in the postwar 
era. The conference is sponsored 


by the Chicago Newspaper Repre- 
sentatives Association. 

The Kellogg Company, Battle 
Creek, Mich., gave two dramatic 
presentations at the conference to 
emphasize manufacturers’ aware- 
ness of food editors’ problems. It 
also gave each editor a booklet 
designed to simplify the task of 
writing a food column. Both the 
dramatic sketches and the booklet 
were prepared under the direction 
of Bernice Burns, publicity direc- 
tor of Kenyon & Eckhardt, Chi- 
cago, agency for Kellogg. 


Crosley Shows Line 


At an evening session of the 
clinic, The Crosley Corporation, 
Cincinnati, unveiled its 12-unit 
kitchen line. E. A. Bonneville, 
manager of Crosley’s kitchen 
equipment section, said, “The 
housewife need not buy a complete 
custom-built kitchen in order to 
have a satisfactory one. In fact, 
she will consider her kitchen a 
modern one if she has a new re- 
frigerator, a new sink and a new 
range, and it is the Crosley plan 


to provide that. Then, based on 
the size and earnings of her fam- 
ily, we will suggest and provide 
the wall and base cabinet equip- 
ment necessary to perform a sat- 
isfactory function in each par- 
ticular kitchen.” 


Expect Basic Line in March 


Crosley’s basic line is expected 
to be available in March, with 
supplementary items in large 
equipment and smaller kitchen ap- 
pliances to be released later. The 
company also has plans to manu- 
facture an automatic washer, an 
upright freezer, a dishwasher and 
such smaller items as toasters. 

The Crosley Corporation gave 
a dinner for the women editors. 
They later heard Dr. Donald K. 
Tressler, frozen fruits authority, 
talk on preserving fruits by freez- 
ing them with Sweetose crystal 
white syrup, and toured the Proc- 
ter & Gamble plant at Ivory- 
dale, O., and the Tenderay beef 
plant of the Kroger Food Founda- 
tion. 


‘Tribune’ Launches 


New Book Magazine 

The Chicago Tribune, starting 
Feb. 3, will issue “The Magazine 
of Books,” a weekly supplement 
of book reviews, news and gossip 
of the literary world, as a regular 
addition to its Sunday edition. 
With both front and back covers 
in full color, the new magazine 
will have the same size and format 
as the newspaper’s present book 
pages. 

Circulation of “The Magazine of 
Books” will be in excess of 1,350,- 
000. This is said to be the largest 
circulation of any book review 
medium. Advertising rates will 
be the same as prevail for the 
Sunday Tribune’s current book 
pages. 


Transfer Station WHDH 

FCC approval was given Jan. 3 
to the transfer of WHDH, Boston, 
from Matheson Radio Company to 
Fidelity Broadcasting Corporation, 
wholly-owned subsidiary of the 
Boston Herald-Traveler Corpora- 
tion. Fidelity is preparing to as- 
sume control of the station within 
30 days. 
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IS proud fo announce 


Is Fifth Award During 1945 Say 


This latest addition to the long list of honors conferred on WTAG during 1945 is a 
First Award in the CBS Affiliated Station Program Promotion Contest. This Award is 
for best use of guest-critic recordings in building audience for CBS network programs, 
and carried a cash prize of $1,000.00. 


Other Awards to WTAG during 1945 are: 


Alfred |. Dupont Award Sy 


“for outstanding public service in encouraging, promoting and developing American 
ideals of freedom, and for loyal, devoted service to the nation and to the community”. 


Peabody Award SS 


“for outstanding contribution to the welfare of the community it serves”. 


Variety Award 35 


“for helping to make one world . . . blueprint for future”. 


Billboard Award SS 


“for single campaign promotion . . . regional channel”. 


The Awards are the result of WTAG’s continued effort to provide outstanding 
public service and the best in programming to the largest audience. 


The success of these efforts is reflected in the latest Hooper Station Listening 
Index, which for October and November showed WTAG with the largest share of 
audience in the morning, afternoon and evening, and a larger all-day average, than 
all other stations heard in the area combined. 


Basic CBS 


WORCESTER, MASSACHUSETTS 
Owned and Operated by the 
WORCESTER TELEGRAM-GAZETTE 


Represented by RAYMER 
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Advertising Age, January 14, 1946 


Canadian Radio, 
Admen Protest 


CBC ‘Cantor’ Ban 


Toronto, Ont., Jan. 10.—Cana- 
dian advertising and radio inter- 
ests are voicing strong protests 
against two recent decisions of the 
Canadian Broadcasting Commis- 
sion which, they believe, may re- 
strict future radio advertising. 

The first decision denied the 
right of Bristol-Myers Company 
of Canada to bring the Eddie 
Cantor program into Canada. No 
reason was given by CBC for its 
ruling. The second decision by 
the commission was its refusal to 
permit CJAD, Montreal, to become 
an affiliate of the Columbia Broad- 
casting System. Taken together, 
the rulings are causing a furore. 

The Eddie Cantor show is one 
of four sponsored by Bristol- 
Myers. Another of the four, the 
Alan Young program, has been 
carried over CBC’s Dominion net- 
work since early 1945. Under ar- 
rangements with the parent com- 
pany of Bristol-Myers of Canada, 
all these programs are available 
to the Canadian company, accord- 
ing to G. Walter Brown, vice- 
president. Mr. Brown said that 
permission had been asked of CBC 
to bring “Mr. District Attorney” 
to Canada listeners, but that the 
show was not acceptable to CBC 
because of the difference in laws 
in the two countries. 


Selected Cantor Show 


“No points of law are dealt 
with in the district attorney show,” 
Mr. Brown said, “but we were 
left with only a choice between 
Cantor and ‘Duffy’s Tavern.’ 
Partly because of the nature of 
the respective programs and partly 
because Cantor, on Station WBEN, 
Buffalo, has a much higher listen- 
ing audience than ‘Duffy’s Tavern,’ 
we selected the Cantor program 
for Canada. 

“CBC gave us an option on time 
on the Dominion network, which 
we took up. We notified the sta- 
tions that the program would be 
on the air commencing Jan. 2 and 
gave them folios of advance pub- 
licity suggestions for their use.” 


Told Program Unacceptable 


Mr. Brown says the company 
later was informed that the pro- 
gram was not acceptable. He said, 
“The letter from CBC did not 
state reasons for refusal but we 
were given to believe that the 
decision was based on the con- 
tention that the program was not 
of a sufficiently high calibre, that 
Cantor’s humor verged on the 
‘low burlesque,’ that the program 
was suggestive and not fit for 
listening to in mixed company, 
particularly where children were 
present. 

“Frankly, we do not agree with 
these allegations. We know that 


Production for war 
is history .. . but 


CHESTER, PA. 


still chalks up amazing sales 
records. Sales Management’s 
latest forecast has Chester 


10th in rate of sales increases. 


You can select the hot markets when 
you use newspapers 


‘Chester: 


Times | 


Chester, Pa. 


Alfred G. Hill, Publisher 
Chauncey L. Eanes, General Manager 
Don McKay, Local Advertis sing Manager 


Represented Nationally by 


STORY, BROOKS & FINLEY 


our parent company would not 
sponsor any program deleterious 
to the public interest. We douot 
if NBC would accept such a pro- 
gram. ” 

In the CJAD case, the CBC ac- 
tion is seen by station men as a 
move toward government monop- 
oly of radio. A similar request of 
CKAC, Montreal, to affiliate with 
Mutual Broadcasting System had 
already been turned down by CBC. 

Harry Sedgwick, manager of 
CFRB, Toronto, said, “The CBC’s 
action is a further step toward an 


undesirable monopoly, a monopoly 
that is not in the interests of the 
listeners to maintain. Government 
interests have said that a monop- 
oly by CBC can be just as dan- 
gerous as in any business or in- 
dustry. Listeners’ interests should 
be paramount, and this can be 
achieved best by permitting sta- 
tions to exercise individual enter- 
prise in the production of pro- 
grams and in obtaining the best 
programs available. The policy 
will definitely leave advertisers 
desiring national coverage with 


only one concern to deal with.” 
Mr. Sedgwick, chairman of the 
board of the Canadian Association 
of Broadcasters, does not feel that 
the matter is widespread enough 
for action by the association at 


this time. He said, however, “It 
seems to me that we should con- 
tinue to cooperate rather than tell 
the U. S. networks what they can 
or cannot do in Canada. We need 
to tell more. stories about our 
country in the States, rather than 
the reverse. Cooperation will help 
us get these stories told.” 
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Battersea to Keane 

Wes Battersea, radio director of 
Max Goldberg Advertising Agency, 
Denver, has joined Keane Adver- 
tising Agency, Los Angeles, in the 
same capacity. 


S S Flexible Paste Cold Padding 
Compound for Tabbing and Bookbinding 
$2.00 per quart, $6.00 per gallon 
S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373 Chicage 1 
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Creamlined Qoeralion also Improved Quality 


....and Reduced Costs of Fine Zook Fiypers 
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Harvesting grain was for many years a slow and inefficient proc- 
ess of many operations. Today a modern combine threshes the 
grain while it is being cut...another modern machine picking 
up and baling the straw. 


In a similar manner Consolidated “streamlined” the mak- 
ing and coating of fine printing papers .. . actually stepping 
up quality while reducing costs to those of uncoated stocks. 


onsolidaled VOnit0 Fayens 


AT UNCOATED PAPER PRICES 


Since they were introduced, more than ten 
years ago, Consolidated Coated Papers 
have been outstanding among those 
coated stocks invariably chosen when 
printing of the highest quality is desired. 


Leading National Advertisers have learned 
from using them that the uniform, full coated 
enamel surfaces of these papers ideally repro- 
duce all the fine details and eye-catching tone 
effects of photographs or pictures, increasing to 
an important degree the selling value of prod- 
ucts shown in their catalogs and brochures. 


In the Publishing Field an impressive list of 
national magazines, trade and technical journals 
are printed on Consolidated Coated... with 
an improvement in appearance and readability 


which has materially helped to increase read- 
ership and circulation and make the advertise- 
ments they carry more effective. 

From coast-to-coast Printers have turned to 
Consolidated Coated as the solution of their 
paper problems. Many jobs for which coated 
paper was formerly prohibitive in price now 
use Consolidated Coated. For others, where 
the highest priced papers had formerly been 
used, paper savings are effected while printed 
quality is maintained at the same high level. 


Production Gloss 
Modern Gloss 


One of these Consolidated Brands (weights 
down to 45 Ibs.) will meet a big share of 
your printing requirements, 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


four Modern Mills . . 


SALES OFFICES 


+ All in Wisconsin 455 40. LA SALLE ST.. CHICAGO 3 
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Named Tyson Secretary | Appointed Secretary 
Mildred G. Gleason, with the 


son & Co., New York. tary. 


Dorothy A. Drury, media rela- 
agency for the past 18 years, has | tions manager of Mercready & Co., 
been elected secretary of O. S. Ty- | Newark, has been elected secre- 


? —and with years of pent-up buying 
z ready to break, there’s no place like 
: Better Homes ¢> Gardens 

Pe to sell everything for homes to 

: 2,500,000 families 

- whose biggest interest 

el as their home. 


" pavertising 
avoilable te yor 
Equipment 


otograPhy: 
get your story across. 


NPA Summarizes 
Inflation Drive 
by 828 Magazines 


New York, Jan. 9.—Publications 
participating for the past two 
years in the economic stabilization 
campaign sponsored by the Na- 
tional Publishers Association may 
continue the campaign in 1946 if 
the present problems of copy pol- 
icy can be worked out with the 
government agencies involved. A 
special report on the drive was is- 
sued this week to the magazine 
publishers of America by the Mag- 
azine Advertising Bureau. 
In reviewing the 28-month cam- 
paign, launched in August, 1943, 
the report says that 828 magazines 
and business publications, with a 
combined circulation of 109,407,861, 
contributed full pages, showing the 
consequences of “unchecked infla- 
tion” and telling people “how to 
combat the menace.” 

Support also was given the cam- 


paign by leading advertisers, in- 
cluding the life insurance compa- 
nies of America, and by newspa- 
pers, radio, farm publications and 
outdoor advertising organizations, 
all working in cooperation with 
the Advertising Council, the 
Treasury Department and the Of- 
fice-of Economic Stabilization. 


Measurements Shown on Chart 


“True measure of the campaign’s 
effectiveness,” the report contin- 
ues, is indicated by a chart, “which 
shows that whereas the cost of liv- 
ing rose 110.4% in the six years 
from June, 1914, to June, 1920, it 
rose only 30.8% in the six years 
from June, 1939, to June, 1945.” 

The report contains reproduc- 
tions of 27 of the economic stabil- 
ization ads, 22 of which were pre- 
pared by Batten, Barton, Durstine 
& Osborn, agency task force, three 
by Young & Rubicam, and two by 
Newell-Emmett Company. A. E. 
Winger, Crowell-Collier Publish- 
ing Company, is chairman of the 
council’s magazine advertising 
committee. 
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Zenith Promotes Taylor 
to Ad Manager Post 


E. R. Taylor has been named 
director of advertising for Zenith 
Radio Corporation, Chicago. 

Mr. Taylor joined Zenith in 
1943, first taking charge of sales 
promotion for the company’s hear- 
ing aid, and later assuming sales 
promotion duties for the com- 
pany’s new radio line. In his new 
post he will continue supervision 
of sales promotion. Before join- 
ing Zenith he served in various 
advertising and sales promotion 
capacities with several of General 
Motors’ automobile divisions. 


Maxon Opens New 
Los Angeles Office 


Maxon, Inc., Detroit, has opened 
new West Coast offices in Los An- 
geles, in charge of Vinton H. Hall, 
recently released from active Navy 
duty and formerly associated with 
McCann-Erickson, Los Angeles. 

The new offices are located in 
the Pershing Square building, 448 
S. Hill St. Other Maxon branches 
are operated in New York, Chi- 
cago, Schenectady, New Orleans 


and Dallas. 


LINKS 


market-circulation data can be 


like these: 


the results which shape up as one of the greatest refinements in 
circulation recording of the present decade. 


AD MANAGERS CLOSER 


Mill & Factory's Circulation Census is showing that pinpointed 


secured. Advertising and sales 


managers can plan and work more closely when they have facts 


1. Total number of worthwhile plants. 
2. Their authoritative financial ratings. 


3. Names and positions of men in these plants 
who receive and read Mill & Factory regularly. 


The Circulation Census is made possible by the cooperation of 
more than 1300 salesmen of 133 leading Industrial Distributors. 
Scientific accuracy is assured in that the data is secured by a true, 
door-to-door census operation. Ad and Sales Managers approve 


MILL FACTORY f 


PINPOINTED DATA ON MARKETS 
TO SALES 


Take, for a sample, this sales-rich Erie 
County trading area. Here in one cen- 
ter, 103 worthwhile plants are a prize 
that no sales organization can afford 
to slight. Look at the statistics! 

Mill & Factory covers every one of 
these worthwhile plants in this typical 
trading area. Coverage of key men is 
assured by Mill & Factory’s unmatched 
circulation staff of distributors’ sales- 
men who know the men who do the 
big buying in their territories, - the 
men who can say “Yes” and make it 
stick. 


Plant Rating & Coverage Table 


Erie County Trading Area 
(City of Erie, Penn.) 
+ ies 


No. of Plants Receiving in these 
Ratings Plants* Mill & Factory Plants** 


AAA 32 32 100% 56 
AA 9 9 100% 10 
A 5 5 100% 8 
B 16 16 100% 22 
c 13 13 100% 14 
Unrated t 28 44 


* Excluding branches and warehouses. 
+ Includes unrated plants of substantial 
buying power. 
** M&F’s unique circulation method guaran- 
tees coverage of key buying factors . . . 
large pass-along circulation is assured. 


Write or call CONOVER-MAST COR- 
PORATION — 205 E. 42nd St., New York 
17; 333 No. Michigan Ave., Chicago 1; 
Leader Bidg., Cleveland 14; Duncan A, 
Scott & Co., West Coast Representa- 
tives, Mills Bldg., San Francisco 4; and 
Pershing Square Bidg., Los Angeles 13. 


eeaoes 


INDUSTRY'S KNOW HOW MAGAZINE 


M & F’S CIRCULATION CENSUS 
SPARKS DRIVE FOR FACTS 
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Most Radio Time 
Salesmen Get Pay 
Plus, Poll Shows 


Washington, Jan. 8—Most small 
market radio stations pay sales- 
men a salary and commission, a 
recent survey by the National As- 
sociation of Broadcasters reveals. 


The study was made to determine] : 


the use and analyze the value 
of the four methods of compensa- 
tion — straight salary, salary and 
commission, drawing accounts 
only and straight commission. 
Based on returns from every 
part of the country, embodying all 
17 NAB districts, 33% pay straight 
salary; 40%, salary and commis- 
sion; 7%, drawing accounts only, 
and 20%, straight commission. 
The straight salary plan, it was 
found, is utilized mostly by long 
established stations, the manager 
of one 17-year-old station report- 
ing: “We have paid straight com- 
mission, salary and commission 
and straight salary and have found 
that in our market the straight 
salary is the most satisfactory.” 


More Management Control 


Stations using the salary and 
commission plan have been in op- 
eration for an average of nine 
years, the survey reveals. One of 
the reasons given for the combi- 
nation method is that it gives sta- 
tion management more control 
over the salesmen. 

Stations using the straight com- 
mission method have been in busi- 
ness an average of eight years, it 
was found. These station man- 
agers have found they have better 
control not only over the sales- 
men but over the accounts as well. 
“We reserve the right to switch 
accounts and handle them the way 
we feel is best for all concerned,” 
one manager told NAB. “We pro- 
vide the usual forms of aid and 
help for our sales department, but 
the individual expense of contact- 
ing clients, automobile and enter- 
tainment is borne by the salesmen 
themselves.” 

Only 7% of the stations report- 
ing use the drawing account only 
method. These stations are seven 
or less than seven years old. The 
manager of one of these stations 
said, “I like our system because it 
gives the salesman a definite 
amount each week with the 
knowledge that as his business im- 
proves this amount will be in- 
creased, and yet it does not in- 
volve figuring actual commissions 
for salary payment each week.” 

The report on salesmen’s com- 
pensation is to be followed by 
many additional management 
studies, now that the NAB broad- 
cast advertising staff has been 
strengthened by three recent addi- 
tions and the return from the 
armed forces of Frank Pellegrin, 
its prewar director. 

J. Allen Brown is _ handling 
small market stations and Hugh 
M. Higgins, sales promotion ac- 
tivities. Last week Mr. Pellegrin 
added to his staff Miss Lee Hart, 
to direct retail radio advertising. 

For the past year, Miss Hart 
has been radio director at Joske 
Bros. Company, San Antonio de- 
partment store, which in 1945 
conducted a year-long clinical test 
of radio advertising, supervised 


The Magazine that Keeps 


RADIO TECHNICIANS 


Best Informed 


Circulation 57,394 


Net Paid A.B.C. 
- RADIO-CRAFT 
25 WEST B’WAY, NEW YORK 7 


by NAB and five San Antonio 
stations. For the next several 
months she will devote herself to 
preparation of reports on the 
Joske Company test. 


Jan. 14-16. 
tising Executives Association, con- 
vention, Edgewater Beach Hotel, 
Chicago. 

Feb. 19-20. 
Association, 62nd midwinter con- 
vention, Congress Hotel, Chicago. 


Newspaper Adver- 


Inland Daily Press 


April 2-5. American Manage- 
ment Association, packaging ex- 
position, Public Auditorium, At- 
lantie City. 

May 22-25. Associated Business 
Papers, spring conference, The 
Homestead, Hot Springs, Va. 

June 20-22. National Industrial 
Advertisers Association, cOnven- 


tion, Hotel Claridge, Atlantic City. 


Alexander Film Company 
Predicts New Growth 


Screen advertising business of 
Alexander Film Company, Colo- 
rado Springs, Col., increased about 
35% in 1945 over the previous 
year and present indications are 
that 1946 will bring a new peak, 
50 field officials were told at a 
meeting Jan. 2-4 to discuss °46 
plans and promotion. 

The firm’s program for postwar 
expansion includes recruiting and 
training for more thorough terri- 
tory coverage; cooperative sales 
and methods of handling them; 
production prices and availability, 
and new color lines. 


Two Appoint McCann 

Diebold, Inc., Canton, O., manu- 
facturer of business records sys- 
tems, microfilm equipment, safes 
and vaults and hollow metal spe- 
cialties, and St. Marys Woolen 
Mfg. Company, St. Marys, O., 
manufacturer of 100% wool blan- 
kets, have appointed McCann- 
Erickson, Cleveland, to handle 
their advertising. Executive maga- 
zines, newspapers and business 
papers will be used for the Diebold 
account. 


Kroger Buys Six Stores 


Kroger Grocery & Baking Com- 
pany, Cincinnati, has announced 
the purchase of six retail food 
stores operated by Carrs, Inc., 
Janesville, Wis. Three of the 
stores are located in Janesville, 
two in Beloit and one in Evans- 
ville, Wis. 


Koenig to Cayton 


Harry D. Koenig, Inc. New 
York, has named Cayton, Inc., New 
York, for Martha Washington lip- 
stick and cosmetics, Trique sham- 
poo by Anre, and perfumes. The 
company will use newspapers, 
magazines, radio and business pa- 
pers. 


market. 


Drug & Cosmetic 


INDUSTRY 


Covers a bright spot in 
the post-war industrial 


Also Publisher of Beauty Fashion 
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digs right down 


To sell anything men buy...from hats to automobiles 


You get closer attention, faster action when you place your 
advertising message before the inquisitive, fact-hungry, quiek- 
starting mind of the Popular Mechanics reader. 

You’re talking to a man_who reads ads deliberately, not by 
accident... who finds Popular Mechanics advertising an important 
and absorbing part of the magazine. ..a man who 

n into even 4-point type month after month 
because he doesn’t want to miss a thing. 
And there are 344 MILLION of these ad-minded, cover-to-cover 
readers— most attentive man-audience in America. 


It pays to put Popular Mechanics on your schedule and 


REACH THE P.M. MIND! 
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‘Phe rates for this department are as follows: “Hel 
“Representatives Available,” 50 cents a line, minimum charge $3. 
spaces per line; light body face 34 per line. 
Wednesday noon preceding publication date. 


THE ADVERTISING MARKET PLACE 


Wanted,” “Positions Wanted,” “Representatives Wanted,” 
Figure bold face heads 25 letters and 


Box numbers add two lines. 


HELP WANTED 


Terms cash with order. Forms close 


Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


HELP WANTED 


AGENCY ACCOUNT EXECUTIVE 
N. Y. City (Established 1923) full 
recognition well financed, offers op- 
portunity to one who knows adver- 
tising and has contacts. Replies 
held in strictest confidence. 
Box 7905, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


TOP-FLIGHT 
JOBS 


BATWOUT AMTESE 6c ccsess $8,000 
COPYWRITER—Agcey. . $8,000 
ACCOUNT EXECUTIVE .. .$8,000 
i) Ee ss 6.44. base & 0-4 008 $7,500 
COPYWRITER—Mfer. $5,500 
PROD. MAN—Publ. ....... $5,200 
COPY WRITER—Mfer. $4,250 
LAYOUT ARTIST ........ open 


PERSONNEL 
CONSULTANTS 


“Matching Men and Jobs” 
8 S. Michigan Ave. ANDover 3129 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St.. Har. 2063, Chicago 


Wanted—Young man, preferably be- 
tween 30 and 40 years of age, who 
wants a career in trade association 
work with old, established organiza- 
tion, as assistant to executive man- 
ager. College education, personable 
appearance, publication or newspa- 
per experience, knowledge of ama- 
teur photography, all helpful. Must 
be willing to spend a year or two in 
a city of 60,000 in Michigan. Write 
or wire for interview. 

Box 7874, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
COPYWRITER WANTED 
for permanent position in Chicago 
with largest insurance organization 
of its kind. Position requires thor- 
ough experience and ability to take 
full responsibility for promotional 
campaigns and supervision of copy- 
writing staff. Unlimited future pos- 
sibilities in a business that has 
prospered through wars and depres- 

sions. 
Box 7906, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MANUSCRIPT EDITOR: Capable of 
evaluating, reorganizing and editing 
manuscripts for national non-fiction 
newsstand magazine. Must be thor- 
oughly experienced. Apply only by 
letter. List qualifications and mag- 
azine background. Confidential. 
Unusual opportunity with young, 
progressive live-wire organization. 
MARCH OF PROGRESS Magazine, 
542 S. Dearborn St., Chicago 5, Ill. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 

185 N. Wabash Ave., Chicago 


WRITER WANTED 
Nationally known midwest manufac- 
turer, expanding its Public Rela- 
tions personnel, which includes Ad- 
vertising, Sales Promotion and Pub- 
licity departments, seeks’ skilled 
writer capable creating magazine 
articles and handling special writing 
assignments. Age: 30 to 40. Give 
background, examples of work, ref- 


erences, starting salary expected, 
photograph. Applications strictly 
confidential. 


Box 7902, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


, 


REPRESENTATIVES: 


FORT WAYNE, INDIANA 


ALLEN-KLAPP CO. »* 


Table 


Judith Allen, New York television actress, tunes in a program 
she can see as well as hear—on @ new Farnsworth model. 


@ Farnsworth Television & Radio Corporation is one of Fort Wayne’s many 
diversified industries enjoying a huge backlog of orders today...and has every 
reason to believe that steady employment of workers and prosperous times lie 
in the future. Employing more than 3,000 factory workers in its four plants 
in Northeastern Indiana—Fort Wayne is headquarters for the finest radio and 
television sets in America including .. . 


The CAPEHART and The FARNSWORTH... Radio—Television—Phonographs 


The Mets Gensinel is delivered by carrier every week day to 97.8% of all homes in Fort Wayne. 


Che News-Sentinel 


Wayne's “Good Evening” N 


NEW YORK—CHICAGO-—DETROIT 


...1S HERE! 


and Console Models 


ASSISTANT EDITOR: Opening for 
young man on leading business pa- 
per in a service field. Must have 
ability to seek out material for ma- 
jor articles and prepare copy for 
publication. Should know some- 
thing about photography. Requires 
man with personality and good ap- 
pearance. Excellent opportunity. 
Headquarters in Chicago. Send full 
information including experience, 
qualifications and recent photograph 
in first letter. All replies treated 
with confidence. 

Box 7903, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Young man as assistant to business 
paper editor. Writing and rewrit- 
ing. Must have some printing and 
engraving knowledge or experience. 
Fine opportunity. 

Box 7904, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ASSISTANT RETAIL 
ADVERTISING DIRECTOR 
For large New York retail chain. 
Excellent opportunity for experi- 
enced person with marked layout— 
copy talent. Radio experience 
helpful. Write full details to Sey- 
mour Fogelson, Advertising Director, 
Sachs Quality Stores, 330 Bruckner 
Blvd., New York 54, N. Y. 


FIELD EDITOR WANTED 

To a young man with variety or de- 
partment store merchandising know- 
how, who is able to report what he 
sees clearly and simply, we offer a 
permanent spot at a good salary on 
a growing national trade magazine. 
Address qualifications to: 

Box 7900, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 


TECHNICAL WRITER 
Experienced technical writers engi- 
neering background for part time 
or full time on all types manuals. 
Chicago company, one of first prime 
contractors United States Govern- 
ment, now expanding commercial 
field. Write for appointment. 

Box 7907, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


GETTING 

CLOISTER PHOBIA? 

Feel time is slipping by and you’re 
just pounding out words? That you 
would like a spot where you could 
also carry the ball? Small, but 
sound, Chicago agency needs a man 
that can make copy sing (consumer 
and industrial). He must be crea- 
tive and familiar with production. 
Also, affable, sincere, and imbued 
with enough ambition to forego part 
of his weekly “stake” for a darn 
good opportunity. If this looks good 
to you, write, outlining your back- 
ground and minimum “take home 
pay.” Our employees know of this 


ad. 
Box 7922, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


ASSISTANT ADVERTISING MGR. 
Exp. with Nat’l Manufacturer and 
Newspaper. Copy, planning cam- 
paigns, sales manuals, catalogs, 
house organ, direct-mail; handle 
adv. details. M.B.A. Degree. Age 
29. Legion of Merit Award for 
Army work. 

Box 7908, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FOUR YEARS IN NAVY 
DIDN’T DULL MY AMBITION! 
Ex-lieutenant, age 28, ready to do 
thorough, sparkling selling job as 
junior account executive, copywriter, 
or advertising manager. Consistent 
record of results-proven ads. Six 
years daily newspaper advertising. 
Excellent lifetime retail background, 
especially men’s wear. Hard worker. 
Chance to progress more important 

than salary. 
Box 7921, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER: Free Lance—Fresh 
Slant in Industrial & Consumer— 
Radio, Publication & Public Rela- 
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ONE FUTURE 
FOR SALE 


Thirty-three year old 
creative-contact executive 
looking for brighter fu- 
ture with advertiser or 
agency—Philly or N.Y.C. 
preferred. Over 12 years 
copy, plans, contact and 
creative experience with 
top advertisers, big 
agency and leading radio 
station. Knows the masses 
and can sell the classes. 
All this—and a great fu- 
ture for sale—at less than 
a good house, if you could 
find one: $10,000 a year. 


Box 6376 
Advertising Age 
330 W. 42nd St. 

New York 18, N. Y. 


Layout Artist 
for Agency 


Wide variety of available work on 
national consumer and industrial ac- 
counts permits you to develop in the 
direction of your best talent. Small 
inside staff, bulk of work bought from 
leading outside studios. Close work- 
ing relationship to spark ideas. Pleas- 
ant private office. To qualify, you 
must be a fast, clean, accurate pro- 
ducer of pencil layouts on tissue, 
using all types of illustrative material. 
Plenty of color work. Some finish and 
lettering ability useful but not essen- 
tial. Location—Middle West, in a 
good art center. List past jobs, ac- 
counts served, earnings, salary expec- 
tations, etc. 


Box 6375, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


Walter Lowen 


PLACEMENT AGENCY 
Established 1920 as headquarters for 


ADVERTISING PERSONNEL 


Office -:- Creative -:- Executive 


Resumes required before registra- 
tion, which is restricted to these 
only who meet our clients’ exact- 
ing standards. 


420 Lexington Avenue 
New York 17, N. Y. 
LEX 2-8866 


tions—E. R. Appel, 111 E. 16th St., 
mM x. C. 
Experienced writer would like free- 
lance writing. Editorials, adver- 
tising copy, layouts, etc., capably 
handled. 


Box 7909, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER 
Versatile—strong public relations 
background. 16 years news, editing, 


printing sales, agency industrial and 
institutional copy. Age 40, family. 
Likes Midwest and Far West. 
Box 7910, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Writer, Public Relations, Publicity, 
News and Feature. 
Box 7911, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


LAYOUT—PRODUCTION MAN 
Discharged Army Capt., Age 28. 
Exp. with two nationally known or- 
ganizations. Desire position in 
agency production or Ass’t Adv. 
Mer. of established and progressive 
organization receptive to energetic 
young man with ambition. Midwest 
or South. 

Box 7912, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Assistant to Advertising Manager 
Pleasing personality, common sense 
and dependable. Over 20 years ex- 
perience Outdoor and Theatrical 
Displays also as Assistant Advertis- 
ing Manager. Planning, copy, lay- 
out and contact. Would sacrifice 
some salary to get started. Prefer 
Chicago or vicinity. 

Box 7913, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


YOUR OHIO EDITOR! 
Crack trade paper man, former edi- 
tor, photographer, will act as your 
Ohio staff editor, Cleveland head- 
—= Retainer or assignment 

asis. 
Box 7914, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


LAYOUT ARTISTS, 
ATTENTION! 


If you're interested in a place to Really LIVE; 
if warm, sunny winters, delightful surround- 
ings, friendly people, absence of Big City rush 
and pressure appeal to you; if you’d like to be 
a vital part of a sound, progressive but not 
large agency . . . then you may be interested 
in joining us in the southwestern Sun Country. 
The opportunity is excellent here for a capable 
layout man (or woman), visualizer and de- 
signer, who will do some of, but not all, our 
finished artwork. Desirable that you have some 
knowledge of crafts. If this appeals to you, 
let’s exchange specific information. Our staff 
will welcome this addition. All correspondence 
confidential. 


Mithoff and White 
Martin Blidg., El Paso, Texas 


(If near Chicago, contact W. T. Mithoff at 
Stevens Hotel) 


ARTIST 
Experienced layout and letter- 
ing—some finished art. Excep- 
tional opportunity for right man. 
Apply Room 1200, 6 N. Mich- 
igan Ave. 


NAVY LIEUTENANT 
Navy Lieutenant now in charge of recreation 
for (number deleted) on a bleak Pacific Island. 
Have had {2 years experience advertising and 
organizing to youngsters and parents; college 
man. Would like to work with an agency han- 
dling accounts where youngster-influence is an 
important factor. Expect to be back Chicago- 
way wearing pin-stripes in January. 


Box 6378 
cee Age, 100 E. Ohio Street 


hicago 11, Illinois 
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POSITIONS WANTED 


POSITIONS WANTED 


Trade Paper Representative wants 
one publication for New York area. 
Good space record, thorough cover- 
age. Ex-Navy photographer also 
handle news items and pictures. 
Box 7915, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 


FILM SCRIPTWRITING TEAM 
available to plan and prepare top- 
notch sales promotion and training 
films that get results. 

BUSY AS HELL 

but still able to take on a few more 
select clients who demand profes- 
sional quality at rates within reason. 

Box 7918, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Employed public relations-publicity 
executive, seasoned in directing and 
handling local, national, and inter- 
national accounts, seeks new cor- 
nection as head of public relations 
department of established advertis- 
ing agency or industry. Interested 
in interviewing only those with top- 
flight job open. 

Box 7901, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


DO YOU BELIEVE: 


1. Product sales should be the first 
concern of copywriters? 

2. A fresh advertising approach 
would sell more of your client’s 
products? 

8. There is a profitable difference 
between “fresh” and “cute” ap- 
proaches? 

4. A free-lance writer with proven 
consumer and industrial experi- 
ence can make money for YOU? 


If so, drop a card to this Chicagoan: 


Box 7919, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MAN 


Experienced man capable of writ- 
ing tradepaper advertising copy, 
technical bulletins and other sales 
promotional material. Someone 
thoroughly experienced in pro- 
moting the sale of heavy machin- 
ery including hydraulic presses. 
Engineering background pre- 
ferred. Old, established firm, 
located in rural section of Ohio. 
Excellent opportunity for advance- 
ment in a growing industry for 
one who qualifies. Send details 
of experience, samples, educa- 
tional background, photo and sal- 
ary expected. All replies confi- 
dential. 


Box 6364, Advertising Age, 
100 E. Ohio St., Chicago 11, Ill. 


PUBLISHING 
PRODUCTION 
MANAGER 


We want one of those rare gals 
(preferably middle-aged) who damns 
but loves the publishing business ... 
who knows magazine production from 
beginning to end ... who knows the 
importance of dead lines and meets 
them . .. and who can turn out a 
volume of work when the heat is on. 

For such a rare gal we have a rare 
job. She can become our Production 
Manager and occupy a key spot in 
our well established multi - magazine 
publishing house. She will work in nice 
surroundings and with people she will 
like and she will be well paid. Write 
or call 


Davidson Publishing Company 
22 East Huron Street 
Chicago, Illinois 


Advertising manager of outstanding 
weekly business magazine seeks new 
connection with publisher, agency or 
national advertiser where opportu- 
nity for future is not limited. Pres- 
ent salary $7,000. Capable salesman. 
Adept at sales promotion. Thorough 
knowledge of production and typog- 
raphy. Take no back seat on creative 
ideas and copywriting. College grad- 
uate, 40, married. Not broke. 

Prefer employment in Chicago area. 


Box 6379 
Advertising Age, 100 E. Ohio St., 
Chicago II, Ill. 


SENIOR ANALYST 

Needed by national merchandise distributor 
with catalog desk or Retail Market Research 
experience preferred. Statistical training nec- 
essary. Should be under 40. Must be able to 
do original thinking. Our employees know of 
prea State qualifications in full and salary 
esired. 


Box 63 
Advertisi A 100 E. Ohio Street 
"Chicago ii, Mlinols 


aa 


Returned Pacific Veteran with 7 
years trade paper space selling ex- 
perience desires connection. For- 
merly covered Western Penna., Ohio, 
Michigan, Kentucky. 
Box 7916, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


Publishers Representative experi- 
enced in peacetime space selling 
needs good trade or business paper 
for west coast territory. Available 
for interview in either New York or 
Chicago now. 
Box 7878, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 


10,000 Manufacturers in 

Great Britain 
An up to date list of the 10,000 larg- 
est manufacturers in Great Britain 
has just been compiled in London 
and sent to the U. S. We will ad- 
dress empty envelopes and return 
to clients under the usual written 
guarantee or handle complete mail- 
ings. Rate for addressing $10.00 per 
thousand. 

Box 7917, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
CHARTS & GRAPHS drawn—rea- 
sonable. Neat lettering. Send rough 
PR al Pick, Route 3, Manitowoc, 

s. 


Sales-minded Copy of All Kinds; 
Publication Promotion Material; 
Field, library research. Bachmann, 
R. 528, 333 N. Michigan, Chicago, II]. 
Phone Franklin 7100. 


Terse Majestic Plea 
Appeals to Bowles 


A copywriter’s nightmare be- 
came a sweet dream recently when 
Majestic Radio & Television Cor- 
poration, St. Charles, Ill., wanted 
an advertisement directed at the 
OPA to obtain favorable ceiling 
prices and production release on 
its units. 

Majestic’s advertising depart- 
ment, in conjunction with its 
agency, Foote, Cone & Belding, 
Chicago, came up with the follow- 
ing copy for full-page insertions in 
January issues of Radio & Tele- 
vision Weekly, Radio & Television 
Retailing, Record Retailing and 
Retailing Home Furnishings— 
“Please, Mr. Bowles.” Only other 
copy was a small company signa- 
ture line. 


Mars Shifts Personnel 


W. L. Kruppenbacher has been 
elected president and chairman of 
the board of Mars, Inc., Chicago 
candy manufacturer. Other elec- 
tions and promotions announced 
are: H. H. Hoben, executive vice- 
president, who will continue in 


his present capacity as general 
manager and secretary; R. E. Kil- 
bourne and H. F. Zoelk, directors, 
to fill vacancies created by the 


death of Mrs. E. V. Mars and the 
retirement of C. R. Brandon, and 
H. V. Gies, director of sales and 
advertising. 


A nnouncing 


the appointment of 


Paul W. Youngman 


as sales representative in New York 
of the advertising art and photo- 
graphic illustration studios. 


Kling Studios, Inc. 


NEW YORK, CHICAGO, INDIANAPOLIS 


(from the FCC report: “Summary of a 
_ Survey of Attitudes of Rural People 
_ Toward Radio Service.”) 


Coutes Station a 
SIOUX CITY - YANKTON mm, § 


Represented Nationally by the Katz Agency 
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AMERICAN LUMBERMAN’S 


Annual 


REFERENCE NUMBER 
and 


Directory of Products 
will be published April 13 


17,000 Buyers will receive copies 
RESERVE YOUR SPACE NOW 


American Sumberman 


Published Every Other Saturday 
139 NORTH CLARK STREET, CHICAGO 2, ILLINOIS 


Cleveland Agency Names 
Martin Cohn New V.P. 


Martin J. Cohn has been 
appointed vice-president of 
Lang, Fisher & Stashower, Cleve- 
land advertis- 
ing agency. 

The new vice- 
president joined 
Lang, Fisher & 
Stashower 
agency in 1936 
as director of 
service, after 
having been as- 
sociated with 
Bayless-Kerr 
Company, 
Cleveland. He 
is a member of 


Martin J. Cohn 
the Cleveland Advertising Club. 


Buxton Joins Arndt 


Edward F. Buxton, recently dis- 
charged from the Navy and for- 
merly in the Chicago office of 
McCann-Erickson, has joined John 
Falkner Arndt & Co., Philadelphia 
agency. He will serve as a copy 
specialist on accounts which dis- 
tribute their products through de- 


partment and retail stores. 


CIRCULATION NOW 825,000 
COPIES EACH WEEK 


Be yee ee 


WEEK 


 isreadby 


‘OVER HALF 


In every Canadian centre 
of 60 or more English- 
speaking families Star 
Weekly carrier boys de- 
liver the paper direct to 
the home. 


English -speaking 7 


FAMILIES IN 


The Star Weekly covers 
over 50% of English. 
speaking families in Can- 
ada’s “Major City Mar- 
kets” (25,000 population 


and up). Star Weekly’s circulation 
of 825,000. . 
PUBLISHED AT 8O KING STREET WEST, TORONTO, CANADA 
U.S. REPRESENTATIVES: WARD-GRIFFITH CO., INC., 
NEW YORK + CHICAGO «+ DETROIT BOSTON + ATLANTA «+ SAN FRANCISCO + SALT LAKE CITY 


ee 


a4 


In practically every Cana- 
dian drug store, the biggest 


bundle of papers is the pile 
of Star Weeklies. 


~ 


Of all the standard size 
Sunday newspapers in 
North America, there are 
only five equalling the 
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Current Network Hooperatings 


December 30 Evening Program Audiences 


MOST LISTENERS PER SET 
Programs Total Sponsor 
1. The Shadow MA-LN 3.33 Delaware, Lackawanna, Western 
2. Adventures of the Thin Man 3.25 General Foods Sales Co. 
3. Beulah Show 3.19 Lewis Howe Company 
Most Men: The Shadow with 1.59 (Delaware, Lackawanna, 
Western) 
Nelson Eddy with 1.73 (Electric Co.’s Adv. Program) 
Lone Ranger with 1.25 (General Mills, Inc.) 
MOST SETS-IN-USE 
1. Sunday 8:15-8:30 p.m., EST 
Programs: Sunday Evening Hour (Ford Motor Co.) 
Beulah (Lewis Howe Co.) 
Alexander’s Mediation Board (Serutan Co.) 
Charlie McCarthy (Standard Brands, Inc.) 
Bs CI Be a BE, oF 8 h6:46.05 cpr n chan ddecssccacdscecs 47.3 
Programs: Sunday Evening Hour (Ford Motor Co.) 
Crime Doctor (Philip Morris & Co.) 
Fred Allen (Standard Brands, Inc.) 
3. Sunday 9-9:15 p.m., EST ....... FS ON ORS ar ere 47.1 
Programs: Walter Winchell (Andrew Jergens Co.) 
Request Performance (Campbell Soup Co.) 
Exploring the Unknown (Revere Copper & Brass) 
Manhattan Merry-Go-Round (Sterling Drug, Inc.) 
HIGHEST SPONSOR IDENTIFICATION 
“Radio Theater,’’ CBS, 9-10 p.m., Monday, with 91.8 (Lever Bros. Co.) 
MA—Moving Average 
LN—Limited Network 


“FIRST FIFTEEN” EVENING PROGRAMS 


Most Women: 
Most Children: 


=— : Net- Hooper- 
Program Sponsor Product work ating 
1. Bob Hope Pepsodent Div.— Various Products NBC 29.3 
ea eed Lever Bros. Co. 
2. Fibber McGee S. C. Joknson and NBC 29.2 
and Molly Son, Inc. - 
3. Charlie Standard Brands, Chase and Sanborn NBC 27.8 
McCarthy * Ine, Coffee 
4. Radio Theater Lever Bros. Co. Lux Soap and Flakes CBS 25.5 
5. Jack Benny+ American Tobacco Lucky Strike Cigarets NBC 25.2 
6. Red B. and W. Tobacco Raleighs NBC 24.1 
Skelton—CH orp. 
7. Mr. District Bristol-Myers Co. Vitalis and Ipana NBC 23.8 
Attorney 
8. Fred Allen Standard Brands, Tenderleaf Tea, Blue NBC 23.7 
ne. Bonnet Margarine 
9. Walter Andrew Jergens Jergens Lotion ABC 22.2 
Winchellft oO. 
10. Take It or Eversharp, Inc. CBS 20.0 
Leave It 
24, Abbott ana R. J. Reynolds Co. Camel Cigarets NBC 19.9 
ostello 
12. Screen Guild Lady Esther Ltd. CBS 19.9 
Players 
13. Music Hall Kraft Foods Co. Various Products NBC 19.3 
14. Great Kraft Foods Co. Parkay and Kraft NBC 19.2 
Gildersleeve 
15. Eddie Cantor Bristol-Myers, Co. Trushay, Sal Hepatica NBC 18.4 


— 

CH—Computed Hooperating. 

yIncludes second broadcast Pacific Coast. 

tiNow broadcast on DLBS Pacific Coast, 11:30-11:45 p.m. ET in addition to 
original broadcast on Pacific Coast over ABC, 9-9:15 p.m. ET. Figure includes 
both broadcasts. 


‘no 1 
in LAWRENCE | 


The Committee for Economic De- 
velopment reports: Lawrence is 
1 of only 3 cities in New Eng- 
land having no reconversion 
problem. 


The Eagle-Tribune recently published 
a news item that Lawrence mills had 
openings for 2045 persons. No mass 
layoff problem there! 


The CED's survey of 900 communities in the United States 
lists Lawrence as one of only three New England cities (and 
as one of only 25 cities in the nation) not affected with 
reconversion problems. 


This should be convincing proof to advertisers that sales 
will stay UP in a market already noted for profits— 
LAWRENCE! 


ABC CITY ZONE POPULATION 
in Lawrence: 124,849 


ANNUAL RETAIL SALES 
$50,686,000 


The EAGLE~ TRIBUNE 


-» LAWRENCE, MASSACHUSETTS. 


(CAPITAL OF WOQSTED TEXTILE INDUSTRY ity AMERICA) 
WARD + CAIFEITH CO - NATIONAL REFPHERENTATIVES 
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Advertising Age, January 14, 1946 


P&G Ranks First, 
Lever Second, in 
CBS ‘45 Billings 


New York, Jan. 9.— Procter & 
Gamble Company displaced Gen- 
eral Foods Corporation as the 
leading network advertiser on the 
Columbia Broadcasting System in 
1945, with gross billings of $5,- 
358,496. The network listed 127 
advertisers whose total billings 
amounted to $65,724,851 during 
the year. 

Lever Bros. Company was sec- 
ond in client time expenditures, 
with a 1945 total of $5,091,929, 
while General Goods was third, 
with $4,164,948. 


G-E Moves Up 


American Home Products Cor- 
poration remained in fourth place 
in the CBS listing, although its 
gross billings dropped off from 
$3,215,834 in 1944 to $2,984,922 last 
year. General Electric Company 
moved up into fifth, with total bil- 
lings on the network of $2,842,841. 

The list of 1945 sponsors and 
their total expenditures includes: 


1. Procter & Gamble Co.$ 5,358,496 
2. Lever Brothers Co.. 5,091,929 
3. General Foods Corp. 4,164,948 
4. American Home 

Products Corp. ... 2,984,922 
5. General Electric Co. 2,842,841 
6. Sterling Drug, Inc.. 2,275,351 
7. William Wrigley Jr. 

A ee ee eee 2,057,578 
8. Campbell Soup Co.. 1,655,873 
9. Eversharp, Ine. .... 1,556,493 
10. Philip Morris & Co. 

eS eer et Cee ee 1,417,715 
11. Colgate-Palmolive- 

a eee 1,392,157 
12. Manhattan Soap Co.. 1,374,486 
13. General Mills, Inc.. 1,269,478 
14. United States Rubber 

oo Se eae 1,118,745 
15. American Tobacco 

ee ee re ene 1,055,678 
16. R. J. Reynolds To- 

Oe ae 1,007,505 
17. Cudahy Packing Co. 921,726 
18. E. R. Squibb & Sons 907,239 
19. Johns-Manville Corp. 864,710 
SO. TOMES GO. cccvcccca. 841,438 
21. Pet Milk Sales Co.. 831,883 
22. Lady Esther Ltd..... 826,710 
23. Emerson Drug Co.. 795,090 
$4. 2. Leritierg Co...... 793,974 
25. Quaker Oats Co.... 791,270 
26. Celanese Corp. of 

po eer ee 789,886 
37. Chrysler? Corp. ..... 780,148 
38. Bourjeie, ime: ...... 764,307 
29. Anchor Hocking 

Glass Corp. ...... 760,657 
30. Liggett & Myers To- 

eee ee 735,800 
31. Pabst Sales Co..... 729,148 
32. Continental Baking 

Re: dav vaeseintaae's 698,532 
33. B. F. Goodrich Co... 687,387 
34. Chesebrough Mfg. 

are rr ere 666,199 
35. United Drug Co...... 613,032 
36. Prudential Insurance 

Co. of America.... 601,797 
37. Continental Can Co. 588,274 
38. Lewis Howe Co...... 570,460 
39. Gulf Off; Corp...... 558,804 
40. International Silver 

i eer eis eee 552,027 
41. Electric Companies 

Advertising Pro- 

Beer rr ieee 548,168 
42. Roma Wine Co...... 525,882 
43. Parker Pen Co...... 506,194 
44, Noxzema Chemical 

ee rae 445,098 

45. Southern Cotton Oil 

Serer ert Tree 441,955 
46. BOPEON OG, ceccvcess 429,609 
47. Sales Builders, Inc.. 423,990 
48. Armstrong Cork Co. 385,246 
49. Standard Brands, 

Ms “a:b koe dese s ae s's 374,500 
50. Cresta Blanca Wine 

Serre Trees 374,421 
S61. Armour & CO. ...4+. 367,886 
52. Prince Matchabelli, 

BO: s42¥an sone eau 364,136 
53. J. B. Williams Co... 354,675 
54. Pillsbury Mills ...... 331,660 
55. Johnson & Johnson. 325,430 
56. Cream of Wheat 

THE. 6244664600606 0% 321,351 
aoe A ee 304,542 
58. American Oil Co.... 287,825 
59. Curtiss Candy Co... 256,822 
66. Temtfom, IMG. «....65% 248,702 
61. Ballard & Ballard 

cc dankeees ov ae 231,193 
62. Admiral Corp. ...... 201,717 
63. Nash-Kelvinator 

oo eee ee 200,763 
64. Bowey’s, IMc. ...... 199,698 
65. Electric Auto-Lite 

CA 8ccdeastesinvss 197,466 
66. Bendix Aviation 

oo aero rr re 195,905 
67. Pacific Coast Borax 

eee eT eRe 190,480 


P. Ballantine & Sons. 
Ford Motor Co...... 
Campana Sales Co.. 
Vick Chemical Co... 
Corn Products Refin- 
| Sr ee eee 
Schenley Labora- 
tories, Inc. 
Chef Boy-Ar-Dee 
Quality Foods 
Servel, Inc. 
Planters Nut & 
Chocolate Co. .... 
Sienal Ol Ce........ 
“42” Products, 
Ferry-Morse Seed Co. 
Elgin National 
Watch Co. 
Soil-Off Mfg. Co..... 
Gillette Safety Razor 
Ee ae 


‘Bekins Van & Stor- 


age Co. 
Peter Paul, Inc...... 
General Petroleum 

Corp. of California. 
Colonial Dames, Inc. 
Hudson Coal Co..... 
Unten Ol Co.,...... 


189,774 
182,760 
182,157 
178,910 


153,084 
153,048 


145,966 
88,113 


74,146 
62,961 
59,725 
51,530 


51,005 
43,593 


42,592 


39,156 
39,105 


38,550 
38,301 
37,635 
34,762 


Niles California Co.. 
Hunt Bros. Packing 
Co. 
Safeway Stores, Inc.. 
S. & W. Fine Foods, 
Inc. 
Mennen Co. 
National Lead Co... 
Yellow Cab Co...... 
Andrew Jergens Co.. 
Benrus Watch Co... 
Kelite 
Day & Night Mfg. 
Co. 
McMahan Furniture 
Stores 
O’Cedar Corp. 
Wilshire Oil Co..... 
Pan American Petro- 
160M COPM. 6.560.555 
Compton Co. 
L. B. Laboratories... 
Ronson Art Metal 
works, Imo ....<. 
Gallankamp Stores 
EN an a era 
Bu-Tay Products 
CO” ESS OP eee 
California Prune & 


a ed 


Products, Ine. 


30,492 


30,057 
26,656 


24,830 
24,016 
21,390 
20,616 
18,954 
18,096 
15,698 


15,394 
15,288 
14,854 
14,616 
14,487 
13,704 
13,191 
12,985 
12,956 


12,870 


125. 


Apricot Growers 
pO 5 PEs eee 
Inc. 


Maryland Pharma- 
eéutical Co. ...... 

R. N. Hollingshead 
Corp. 

Grove Laboratories, 
Inc. 


Chemicals, Inc. ..... 
S. A. Moffat Co..... 
Seeman Bros., Inc... 
Seal-Cote Co. 


SU arta care taut a 
Barron-Gray Pack- 
ing Co. 
Washington Cooper- 
ative Ege & Poul- 
a ee 
Industrial Manage- 
ment Corp. 


126, 


Herman Basch & Co. 1,404 


127. Newell Gutradt Co.. 1,315 
Grand Total ...0<s. $65,724,851 


Young & Rubicam stayed at the 
top among CBS agencies, increas- 
ing its gross billings on the net- 
work from $7,966,037 to $9,492,434. 
Dancer - Fitzgerald - Sample, Inc., 
and The Biow Company moved 
ahead of J. Walter Thompson 
Company, while Ruthrauff & Ryan 
moved back from fourth to fifth 
place. The list of agencies and 


Winning women readers.. 
THE HOMEMAKER 


The American woman's only pocket- 
size service magazine. 


1745 Broadway New York .19 


A Bookful of 


Vital Industry Data 


Here’s the detailed and statistical accounting 
of electrical appliance and radio markets for 
which the industry has been waiting. It con- 
tains expert appraisal and analysis of sales 
potentials, market trends, trade activities, and 
all other pertinent industry information. Au- 
thoritative, complete, and designed to be use- 
ful, this issue is the year-round reference in 
electrical appliance and radio markets. 


ELECTRICAL MERCHANDISING 


Electrical Merchandising has earned its repu- 
tation by consistently presenting information 
of vital importance to dealers, each year with 
the January issue as the high spot. It there- 
fore continues its leadership as the most ef- 
fective, economical, all-coverage medium for 
the industry in dealer contacts. 


“lhe Dealers’ Choice 7 tal 


A McGRAW-HILL PUBLICATION 


330 WEST 42nd STREET 


NEW 


ABC 
ABP 


YORK 


ee Ae 
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their 1945 billings includes: 
Young & Rubicam...$ 9,492,434 
Dancer-Fitzgerald- 


1 
2 
we eB rere 
4 


RIES sig bu aiaie © O08 6,495,750 
4,976,900 
J. Walter Thompson 
oR ARS Toe be ae 4,648,864 
5. Ruthrauff & Ryan.... 4,425,451 
6. Compton Advertising, 
| Ue aa ere 3,151,963 
, 7. Batten, Barton, Durs- 
sh: tine & Osborn...... 2,674,898 
; 8. Foote, Cone & Beld- 
0 REE ae 2,517,608 
9. McCann-Erickson 2,030,041 
10. Benton & Bowles.... 1,853,834 


11. William Esty & Co., 


12. Duane Jones Co..... 
13. Arthur Meyerhoff & 
MEL Adana heb 0054 4% 


14. Ward Wheelock Co... 


15. Maxon, Inc. 


16. N. W. Ayer & Son.... 
17. Campbell-Ewald Co.. 


18. Grant Advertising, 
Inc. 

19. Pedlar & Ryan..... 

20. Geyer, Cornell & 
Newell 


Co. 
22. Lennen & Mitchell. 


1,758,064 
. 1,398,502 


- 1,327,170 
1,308,365 
. 1,283,782 
1,161,200 
1,118,745 


. 1,117,631 
. 1,015,884 


: 902,351 


‘ 820,963 
812,928 


THE NASHVILLE 


TENNESSEAN 


4 | ROTO 


! will be published in larger and more readable 


1000-LINE SIZE 


(5 column x, 200 macs) 


EFFECTIVE SUNDAY, MARCH 3,! 1946 


| 
ROTO 
MONOTONE: ' 
” | Unit of Space Per Line 
50 to 200 lines...-..... 47e 
; 200 to 400 lines......... 46c 
400 to 500 lines.... . 45¢ 
500 to 600 lines......... 44¢ 
600 to 1000 lines......... 43¢ 
ee ee 42¢ 


only one set of positives. 
write us. 


—— 


asliville Banner The 


MORNING 
. NEWSPAPER PRINTING CORPORATION. ACENT 


RATES 
Discounts (Within one year) 
TIMBRE ocacdcsaes eaves 3% 
NOME <n 6a sae0% esas ease 5% 
26 times «......% ee ore 1% 
NOE: so :Halag wig ss te ans 10% 
Discount figured from Mono- 
tone rate only. Color Premium 
net. , 


FULL COLOR—$110.00 extra per unit net. 


DUOTONE OR SPOT COLOR-$60.00 extra per unit net. 
Minimum color unit 2/5 page. 


Make Roto Magazine Reservations Now! 


Nashville Tenne 


The Nashville Tennessean Roto Magazine Carried 270,491 Lines 
of Advertising from July 1, (First issue) Through Dec. 31, 1945. 


The Roto Magazine Package—Louisyille, Atlanta, Columbus and 
Nashville (other major markets to be announced shortly) require 
Ask a Branham man for details or 


SS€al 


SUNDAY 


| Cross-Section 


5,638,800 different individuals use the New 
York Subways in a typical month, spending an 


# average of 10 hours, 16 seconds monthly in 
a the presence of attention-getting, sales-com- 


pelling subway cards. 


—se ie ieee 


i: 


Formula for Selling New Yorkers 


Mass Coverage X Color Impact X High | 
Frequency... the unique combination in 
Subway Advertising. 


New York Subways Advertising Co., Inc. 


, 630 Fifth Avenue, New York 20, N. Y. 
410 N. Michigan Avenue, Chicago 11, Ill. 


23. Buchanan & Co...... 
24. Wm. H. Weintraub & 
FE eae 
25. Newell-Emmett Co... 
26. Warwick & Legler... 
St. Fee Bates, Ine....... 
28. Sherman & Marquette. 
29. Roche, Williams & 
te ae eer 
30. Morse International.. 
31. Kenyon & Eckhardt... 
32. Smith & Drum....... 


34. Lambert & Feasley... 
35. Joseph Katz Co...... 
36. Henri, Hurst & 
MEGDORRIE .cccesiccs 
37. Cruttenden & Eger... 
38. Sorensen & Co....... 
39. Wallace-Ferry-Hanly 
Me ae Na. eis aa wide S38 


41. Pr Cooper Co be 
42. Brisacher, Van Norden 
& Staff Kanda ae aes 
43. Barton A. Stebbins, 
BG: teats bee nedee.s 
44. Hillman-Shane- 
Pere eee 
45. Cockfield, Brown & 
A ree 
46. MacManus, John & 
WOE. 660554504006 
47. W. Earl Bothwell Ad- 
vertising Agency 
18. Baker Advertising 
Agency Ltd. 


see eens 


804,448 


766,747 
755,800 
729,148 
698,532 
630,672 


570,460 
543,046 
473,167 
455,145 
409,906 
304,542 
297,560 
231,193 
201,717 
199,698 
182,157 


145,966 
92,734 


63,935 
62,961 
59,725 
54,645 
51,530 
51,223 
46,506 


Abbott Kimball Co.. 
gr orn el Advertising 
Agenc 
Spitzer & Mills Ltd. 
Brooks Advertising 
Agency 
Knox Reeves Adver- 
tising 
Clements Co. 
Wade Advertising 
Agency 
Long Advertising 
Service 
Glasser Gailey & Co.. 
Rhoades & Davis.... 
ce 2: ae 
Hixson-O’Donnell Ad- 
|) 
M-C-M Advertising 
peer re ee 
Aubrey, Moore & Wal- 
lace 
Dan B. Miner Co..... 
Fitzgerald Advertis- 
ing Agency 
Garfield & Guild..... 
Byrde, Richard & 
Co ne ee 
Cecil & Presbrey..... 
Adolph Wendland.... 
Gillham Advertising 
Agency 
Raymond R. Morgan 
IME vacant. 400.0405, 
Aitkin-Kynett Co. ... 
Ted M. Factor Agency 
George M. Wessells 
Advertising Agency. 


43,176 


42,597 
41,961 


39,156 


39,142 
37,635 


30,492 
28,902 
26,061 
20,616 
15,698 
15,394 
15,288 


14,854 
14,616 


14,487 
13,771 


13,704 
12,985 
11,547 
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74. Donahue & Coe...... 5,688 
75. Pacific National Ad- 

vertising Agency ,. 3,438 
76. Lockwood-Schackel- 

Bo a ree 1,810 
77. Russel M. Seeds Co.. 1,624 
78. Kelly, Nason, Inc... 1,404 

Creme “Tete! «.2...<% $65,724,851 


O'Keefe Resigns to 
Take Publishers’ Post 


John F. O’Keefe has resigned 
as business manager of the Chi- 
cago Daily News to accept the 
position of executive secretary of 
the Chicago Newspaper Publishers’ 
Association. 

He has also resigned as director 
and assistant secretary of the Chi- 
cago Daily News and the Chicago 
Daily News Printing Company, 
thus severing his connections with 
the newspaper which began in 
1934. 


New Format Planned 


American Foundryman, Chicago, 
has retained Leroy A. Barfuss to 
design a new format for the 
monthly technical publication. The 
new dress will be on view in the 
February issue. 


Mr. 


. M. Jacobson, 


President of Jay's, and architect's draw- 


ing of modernization program soon to be started. 


AY'S, 22 year old appliance firm, started advertising on WMBD in 1934. 
Growing and prospering with Peoriarea, Jay's is now completing plans 
for 50% more floor space and a complete modernization program. 


FREE & PETERS, INC. 
National Representatives 


"Jay's Service on Record" is a popular WMBD program 
heard every morning, Sunday through Friday. Mr. |. M. 


Jacobson, President, says, 


WMBD produces results in Peoriarea. 


5000 WattsxCBS Affiliate — 


"We have received hand- 
some dividends from our WMBD advertising. It has 
been a vital factor in our steady expansion." 


Chicago 


MET. PEORIA | 
Pop. 200,000 


P EO RIAREA | 
' Pop. 614,200. 
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Treasury Explains 
Copy Policy for 


Peacetime Bonds 


Washington, Jan. 10.—Plans to 
sell $6 billion worth of U. S. 
savings bonds during 1946 were 
summarized in a new peacetime 
copy policy distributed by the 
Treasury this week to advertisers 
media and agencies, 

Emphasizing continued buying 
as well as retention of bonds al- 
ready issued, the drive will be 
a continuing peacetime operation, 
according to Jack Delehanty, di- 
rector of press, radio and adver- 
tising. 

Treasury ads during 1946 will 
stress the wisdom of buying under 
payroll savings, Mr. Delehanty 
said, but they will be addressed 
equally to those who are not able 
to buy on the regular payroll de- 
duction system. 


Draws Plenty of Support 


Mr. Delehanty conceded that it 
would not be possible to equal the 
wartime rate of nearly half a bil- 
lion a month in payroll savings, 
but he said there is considerable 
support from both management 
and workers for continuation of 
the payroll system. 

During the war 27,000,000 per- 
sons on war plant payrolls were 
enrolled under the system, Mr. 
Delehanty said. Total bond sales 
to individuals in 1945 were $20 
billion, he reported. 

With the end of the war, Treas- 
ury advertising will deal almost 
exclusively with the self interest 
motive, stressing the desire for 
security, protection of the family 
and other personal goals. Payroll 
savings will be presented as a sure 
way of saving, but for those who 
are not using payroll savings there 
will be assurance that savings 
bonds—“The same type of security 
as war bonds’—will be available 
at the usual outlets, although there 
are to be no “drives.” 

Special efforts will be directed 
at the farm market. Farmers will 
be told that bonds will insure 
long term farm improvements 
during bad as well as good years; 
that a nest egg of bonds makes it 
safe to spend current income for 
home improvement; that the sav- 
ing habit is a good habit, and that 
every farmer has a stake in main- 
taining a stable economy. 


Hudson Pulp Launches 


Serial on 5 Stations 


After successfully introducing 
the quarter-hour serial “Aunt 
Mary” on the West Coast, Hud- 
son Pulp and Paper Corporation, 
New York, on Jan. 14 starts the 
series in transcription form on five 
eastern stations to promote paper 
napkins, towels and tissues. 

To be heard Monday through 
Friday in morning and noon-day 
quarter-hour periods, the pro- 
gram will be presented initially 
on WBAL, Baltimore; WBZ, Bos- 
ton; WBZA, Springfield, Mass.; 
KYW, Philadelphia, and WOR, 
New York. Agency is Duane Jones 
Company, New York. 


To Greenfield-Lippman 


Gertrude M. Moesch, commer- 
cial artist and radio commentator, 
and columnist for the “Downtown 
Shopping News,” has joined the 
Greenfield - Lippman Advertising 
Agency, Buffalo, as account execu- 
tive and fashion expert. She will 
assume duties of radio director as 
well, and continue her column, 
written under the byline of Ger- 
trude. 


Resumes Publishing of 


Production Statistics 


Ward’s Reports, Inc., Detroit, 
publisher of Automobile Topics, 
trade publication, and Ward’s Au- 
tomotive Reports, has resumed 
weekly issuance of the industry’s 
production statistics. This service 
to newspapers and wire services 
was halted by Ward’s immediately 
after Pear] Harbor. 


A group of young agency men 
is planning to form a Chicago ad- 
vertising chapter of the Amvets 
organization. If the deal goes 
through, the local unit will be 
established early this year. 


* * * 


C. A. Musselman, chairman of 
the Chilton Company, who died 
recently, knew most of the pio- 
neers in the automobile business 
by their first names, having been 
connected with the trade publish- 
ing field since the days of the old 
Cycle and Automobile Trade Jour- 
nal. He was well acquainted with 
Henry Ford when the latter was 


hd 


just a young fellow trying to get 
along. At one of the early auto 
shows, Mr. Ford told Cal that he 
had just been offered $800,000 for 
his business, and was inclined to 
take it. He was advised to hold 
on, and did so. 
* bo * 


The Chicago Sun’s Book Week, 
now only a little over three years 
old, topped the Christmas book 
volume of the metropolitan papers 
carrying book advertising, a rec- 
ord which is naturally pleasing to 
Book Week promoters. The Sun 
carried 42,246 lines against 35,733 
for the Chicago Tribune and 39,- 


332 for the Chicago Daily News, 
while the New York Times’ record 
was 29,234 lines and that of the 
Herald Tribune 34,508. It is con- 
ceded, of course, that newsprint 
conditions may have affected the 
picture to a considerable extent. 
* * * 


Before V-J Day Aircraft Indus- 
tries Association was planning a 
$1,000,000 plunge into a joint radio 
program on behalf of the aircraft 
manufacturers. Since then, despite 
persistent efforts to keep the thing 
alive, the whole project has been 
dropped and the association’s New 
York office closed Dec. 28. Indi- 
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vidual manufacturers are recon- 
sidering a good many of the ex- 
pansive advertising plans they had 
planned when working under gov- 
ernment contracts. 


Forms Sales Unit 

St. Regis Paper Company, New 
York, has formed St. Regis Sales 
Corporation as a wholly - owned 
subsidiary to handle sales of all 
products made by divisions of the 
company and its U. S. subsidiaries, 
including Taggart Corporation and 
Watab Paper Company. Roy K. 
Ferguson, president of the paper 
company, also heads the new sales 
subsidiary. 


GIBBONS 


AOVERTISING 


TORONTO MONTREAL WINNIPEG 


KNOWS CANADA 


J.J. GIBBONS LTD. . mercuanorsine 
2608 GAV STREET. - TORONTO 


REGINA 


CALGARY EOMONTON VANCOUVE 


IN WASHINGTON 


NEW YORK 17: Dan A. Carroll, 110 £. 42nd St., Ashland 4-8690 


advertised in THE STAR. 


Coverage and confidence. 


WHEN IT’S ADVERTISED 


IN THE STAR 


Best sellers sell better stili—when they are 


Yes, that’s what booksellers have found in this 
third largest book market in America. And it is 


just as true of other products. 


You can sum up the reason in just two words: 


THE STAR gives advertisers superior coverage 
because it is delivered to more homes in 
Washington than any other newspaper—daily 
or Sunday—And STAR reader confidence—built 
lastingly on nearly a century of forthright 
publishing—gives unusual sales stimulus to all 


kinds of advertising in THE STAR. 


CHICAGO 11: J. E. Lutz, Tribune Tower, Superior 4680 
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‘Moderation’ Ads 
by Seagram Salute 
‘Lost Weekend’ 


(Continued from Page 1) 
pointed out that the principal fault 
of the picture was that it did not 
detail the reasons which made its 
principal character a drunkard. 


‘Some Should Not Drink’ 


The Seagram ad, which will run 
1,500 to 1,000 lines, is captioned 
“The House of Seagram Congratu- 
lates Ray Milland on His Mag- 
nificent Performance in ‘The Lost 
Weekend’” and states: 

“. . . not only has Paramount 
Pictures produced a masterpiece 
of suspense-filled entertainment 
. .. they have succeeded in burn- 
ing into the hearts and minds of 
all who see this vivid screen story 
our own long held and oft pub- 


lished belief that . . 
should not drink!” 

George E. Mosley, advertising 
manager, explained Seagram’s pol- 
icy to ADVERTzsING AGE as follows: 

“To many, this idea of a com- 
pany attempting to de-emphasize 
demand for its products has 
seemed ‘curious’ and unbusiness- 
like. But over the years the 
favorable public response to our 
efforts and the approval we have 
won from many quarters, have 
convinced us that our perspective 
and direction are correct. 


Moderation Is Aim 


“We are publishing this ad in 
line without basic policy of com- 
mending outstanding efforts to 
promote moderation in the use of 
alcoholic beverages.” 

Mr. Mosley cited the long series 
of Seagram moderation ads, some 
captioned “We Who Make Whis- 
ky Say Drink Moderately,” “We 
Don’t Want Bread Money,” 
“Drinking and Driving Do Not 
Mix” and “Some Men Should Not 
Drink.” 


- Some men 


It is known that some other dis- 
tillers do not agree with Seagram’s 
policy in connection with “The 
Lost Weekend,” but actual indus- 
try comment presents a unified 
front—reportedly agreed upon by 
all sectors when the picture was 
first released Nov. 30 in Hollywood 
—stressing that the film is a spe- 
cial case, but not making any pub- 
lic attack upon it. 


Reactions Are Varied 


In liquor circles, however, the 
film has been violently attacked. 
Seagram’s advertisement, in the 
first trade discussions which fol- 
lowed the announcement, was 
greeted with mixed reactions. 

That part of the liquor industry 
which is particularly timorous in 
its public relations and which has 
a somewhat guilty attitude toward 
its own business combined with 
an almost pathological fear of Pro- 
hibition, is privately in violent op- 
position to Seagram. 

Other liquor sources, however, 
regard the ad as a “cOurageous and 
enlightened” example of public 
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relations, and criticize severely 
those distillers who maintain a “no 
comment” attitude or who pretend 
publicly that the film has no im- 
portance for the industry. 


Agree on Release 


According to Paramount sources, 
an agreement on release of the ad- 
vertisement was reached between 
Paramount and Seagram last 
week, following the choice of 
the film by the New York Critics 
Circle as the best film of the year, 
and of Ray Milland’s performance 
in the leading role as the best per- 
formance of the year. 

Paramount expects the picture 
to equal its New York and Holy- 
wood successes in other cities, but 
reportedly is fearful of bringing 
the picture into the small towns 
because of the vividness and real- 
ism of its portrayal and the strong 
emotional impact of the film. 


In Dailies, Business Papers 


Through Warwick & Legler, 
New York, whose vice-president, 
S. O. Youngheart, is credited, along 
with Mr. Mosley, with conception 
of the advertisement, the ad will 
appear soon in New York and 
Hollywood newspapers and busi- 
ness papers, and will be released 
to dailies and business papers in 
other cities simultaneously with 
release of the film. 

Curtis Mitchell, advertising 
manager of Paramount, told Ap- 
VERTISING AGE: “We did not make 
the picture as a preachment, but 
as entertainment and a re-enact- 
ment of a great work of literature. 
We did not wish to tie up the pic- 
ture with any organization, Alco- 
holics Anonymous or anything of 
that nature. 

“However, when a company 
wishes to congratulate us and the 
star for the picture, we are willing 
to cooperate, and have worked out 
the copy jointly with Seagram for 
the ad.” 


Elects Bender President 


Walter Bender has been elected 
president of General Fireproofing 
Company, Youngstown, O., suc- 
ceeding George C. Brainard, who 
recently resigned to accept the 
position of president and general 
manager of Addressograph-Multi- 
graph Corporation, Cleveland. 


Lawson Transferred 


Orville F. Lawson, account ex- 
ecutive in the Des Moines office of 
Meneough Advertising Agency, 
has been transferred to the 
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Ralston Purina 
Expands Cereal 


Research Unit 


(Picture on Page 67) 


St. Louis, Jan. 9—Expansion of 
the cereal research program is one 
of the first of its postwar plans to 
go into effect, Ralston Purina Com- 
pany revealed this week, along 
with announcement of personnel 
changes under the new program. 

Ralston’s new research depart- 
ment will concentrate on the de- 
velopment of new products, im- 
provement of present products, 
package research and test meas- 
urements of public purchasing 
power. The latter phase of the 
studies will be closely allied to the 
work of the cereal sales depart- 
ment and to the advertising and 
promotion department. The di- 
vision also will increase its lab- 
oratory work on quality contro] 
problems, sampling procedures and 
improved purchasing procedures. 


Wodicka Heads Unit 


Virgil O. Wodicka, recently re- 
leased from active duty with the 
Quartermaster Corps, has been ap- 
pointed manager of the new cereal 
research department. Frank Jiames, 
who joined the company in 1935, 
has been named manager of the 
cereal product control division, 
and will be responsible for re- 
search in the kitchen and cereal 
laboratories in addition to all 
cereal product control work. 
Clifford A. Cobb, recently dis- 
charged from the Army air forces, 
becomes manager of the product 
processing laboratory, where new 
Ralston Purina products will be 
test-marketed on a mill produc- 
tion basis by means of a miniature 
producing unit. 


Winery to Krohn 

Allen Krohn Company, Greens- 
boro, N. C., has been appointed 
by Car-Cal Winery to handle its 
advertising. Newspapers, radio 
spots, consumer magazines and 
business papers will be employed. 


Appoints Magee 

George R. Magee has been ap- 
pointed San Francisco purchasing 
agent of California Vineyards As- 
sociation, Fresno, Cal., to supervise 
purchase of printing, lithography 
and advertising materials for 
Roma Wine Company and Cresta 
Blanca Wine Company, San Fran- 


agency’s Minneapolis office. 
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Now holding the Number Two Spot in Total Advertising Linage among 
the five Chicago newspapers with 11,996,126 lines—The Chicago Sun 
jumped from fourth position its first two years of publication . . . to 
. to SECOND in 1945! ... And The Sun was 
consistently the Number Two Medium in America’s great Second 
- in Local Display, Department Stores, Amusements, Finan- 


these facts and figures reveal! 


THE CHICAGO SUN 


400 W. Madison St., Chicago 6, Ill. « 250 Park Ave., New York 17, N.Y. 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue « NEW YORK: 230 Park Avenue 
Atlanta + Charlotte + Dallas + Kansas City « Los Angeles - Memphis - 


St. Louis + San Francisco 
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NAB Study Blasts 
at Newspaper and 
Magazine Ad Costs 


(Continued from Page 1) 


figure of 28,135,000 families, the 
NAB felt the most economical buy 
in newspapers, as well as the fig- 
ure most comparable to evening 
radio listening, would be 19,901,- 
375 families, representing circula- 
tion of 128 evening papers in 92 
cities of 100,000 or more popula- 
tion. 


$5.30 Per 1,000 Families 


For “families actually deliv- 
ered,” the study used 83 half-hour 
evening programs on CBS and 
NBC during the 12 months ending 
September, 1945, reaching 2,982,- 
310 different families, with an 
average coincidental Hooperating 
of 10.6. Average time and talent 
cost is $16,000 for advertisers 
using these programs, or $5.30 per 
1,000 families. 

Using newspaper figures from 
the newspaper _ representatives 
study, the NAB charts point out 
the reader-rating for national ads 
500 to 800 lines to be 16, with 
3,184,220 families as the total 
readers comparable to the 2,982,- 
310 families listening to the CBS 
and NBC programs. 

Cost for an average 650-line ad 
in the 128 newspapers is $26,377 
for space only, or $8.28 per 1,000 
homes reached, the study said. 
This figure is 55% greater than 
radio’s figure of $5.30 per 1,000. 


Other Figures Cited 


The NAB study also compares 
“16 lowest cost newspaper ads,” 
which average $2.65 per 1,000 
families with “16 low cost radio 
ads (or programs)” showing an 
average of $1.06 for 1,000 families 
reached in 13 cities where the 
half-hour CBS and NBC shows 
are heard. 

In addition, a city-by-city 
breakdown using a_ particular 
radio station and a particular 
newspaper is included, to empha- 
size the lower cost of radio. 

Turning to radio costs vs. maga- 
zine costs to advertisers, the NAB 
took Good Housekeeping, Ladies’ 
Home Journal, McCall’s and Wom- 
an’s Home Companion as typical 
women’s magazines. A recent El- 
mo Roper study for Good House- 
keeping found that 37%% of 
women 15 years of age or older 
read one or more of these maga- 
zines. The NAB, assuming that 
each of these readers represents 
a different family, figures then 
that the four magazines reach 
37.5% of all families. 


$7.20 vs. $5.30 


Total circulation, as of Septem- 
ber, 1945, being 13,754,650 and 
taking a cost figure of $42,923 for 
a full page ad (an average be- 
tween cost of full color and black- 
and-white, plus 10% for cost of 
preparing the ad) the reader-rat- 
ing is 43 for the four magazines. 
Comparing this to the radio cost 
figures given previously—$16,000, 
or a rating of 10.6, to reach 2,982,- 
310 families on the network—the 
NAB study finds the net cost of 
reaching 1,000 families $7.20 for 
magazines or 36% more than the 
radio cost of $5.30 per 1,000. 

The study used a similar tech- 
nique to show comparative costs 
of radio and page space in four 
national weeklies—Collier’s, Lib- 
erty, Life and The Saturday Eve- 
ning Post. Here, with a total cir- 
culation figure of 11,323,024 and 
a page cost of $37,750, the reader- 
rating was found to be 38. Com- 
pared with radio’s $5.30 per 1,000 
families, the cost of the four 
weeklies is $8.75 or 65% more 
than radio, according to NAB. 

In conclusion, the “How Much 
for How Many?” study gave a 


breakdown of how many families 
an advertiser can reach per ad- 
vertising dollar: 189 families 
through radio; 139, women’s mag- 
azines; 122, newspapers, and 114, 
the four national weeklies. 


Luxembourg Station 
Resumes Commercials 


Radio Luxembourg, which 
rumors long indicated had become 
the property of American inter- 
ests, has been returned by Su- 
preme Headquarters, Allied Ex- 
peditionary Force, to the Luxem- 
bourg company which formerly 
owned and operated the station. 
The station began broadcasting 
sponsored programs Jan. 1, for 
French and Belgian advertisers. 
The power of the station, now be- 
low that of prewar days, will again 
be brought to full strength, which 
will make it audible throughout 
the United Kingdom. 


Agency to Move 
On Jan. 26 Hammond-Goff Com- 
pany, Providence, R. I., agency, 


will move to larger offices at 72 
Weybosset St. 


Raleigh Cigarets 
Picks Ted Bates 
for Newspapers 


(Continued from Page 1) 
Weekly, captioned “Trifles make 
perfection, but perfection is no 
trifle.” 

On Feb. 1, when Raleighs move 
to Bates, the company plans a 
1946 campaign in 75 to 90 news- 
papers, coast to coast. This phase 
of the account, which Bates ac- 
quires, represents an annual ad- 
vertising expenditure of a little 
more than $1,500,000, according to 
Brown & Williamson. 

Seeds continues to handle the 
three Raleigh programs on NBC, 
“Evening with Romberg,” “Raleigh 
Room with Hildegarde” and 
“People Are Funny.” 


Foxboro Names Yunker 


Ward S. Yunker has been ap- 
pointed assistant manager of the 
fiber industries sales division of 


Foxboro Company, Foxboro, Mass. 


Warns Against Opening 
Appliance Stores 


The Electric Association has 
cautioned persons against estab- 
lishing retail radio and electric ap- 
pliance stores in the Chicago area. 
In a booklet giving the retail out- 
look for such stores in this district, 
the association points out that sup- 
plies of new appliances will be 
limited for some time and that 
these first allotments of merchan- 
dise will be given by manufactur- 
ers to established dealers. 

The association suggested that 
anyone interested in this field 
should first learn the business by 
working in a retail appliance store. 
It also emphasized the necessity of 
sufficient capital. 


G-E Appoints Wilson 

Ralph B. Wilson, formerly ex- 
ecutive vice-president of Electric 
Vacuum Cleaner Company, Cleve- 
land, has been appointed manager 
of manufacturing and engineering 
of the General Electric Company’s 
electric vacuum cleaner division. 
General Electric purchased Elec- 
tric Vacuum Cleaner Company last 
November. 


Bakelite Proznotes 
Brown, Miller to V.P.s 


Allan Brown, director of public 
relations and advertising manager 
of Bakelite Corporation, a unit of 
Carbide and Carbon Corporation, 
New York, has been named a vice- 
president of the company, as has 
George C. Miller, who is general 
sales manager of Bakelite’s ther- 
moplastic department. Both will 
continue their present duties. 

The appointments tie in with 
Bakelite’s plans for an extended 
sales, promotional and advertising 
campaign on Bakelite and Viny- 
lite plastics. Rickard & Co., New 
York, handles technical advertis- 
ing for the company, and J. M. 
Mathes, Inc., New York, handles 
consumer advertising, merchandis- 
ing and publicity. 


To Craven & Hedrick 


Horace Hagedorn, for 14 years 
in radio advertising and produc- 
tion, has joined Craven & Hedrick, 
Inc., New York, as account execu- 
tive and radio director. Mr. Hage- 
dorn was with NBC for five years, 
— with Neff-Rogow, New 

ork. 
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Decides Against 
Gannett in Bids 


for New Station 


Washington, Jan. 10.—Con- 
fronted with the applicants “le- 
gally, technically and financially 
qualified” to operate a new stand- 
ard broadcast station in Bingham- 
ton, N. Y., the FCC today pro- 
posed to award the frequency to 
the Southern Tier Radio Service 
rather than permit the Gannett 
newspaper and radio chain to in- 
crease its radio holdings. 

While the FCC conceded that 
either of the proposed stations 
would deliver “diversified and 
balanced service of programs,” it 
objected to absentee ownership of 
the Gannett applicant, the Bing- 
hamton Press. It clinched its de- 
cision by referring to its policy 
of promoting, where practical, 
“diversification in the controls of 


“the extent of local residence, lo- 
cal activities and radio experience 
of the stockholders, officers, direc- 
tors and permanent personnel 
who would be engaged in the op- 
eration.” 

The commission noted that 58 1/3 
of the voting stock of the South- 
ern Tier company rests in the 
hands of residents of Bingham- 
ton, while actual control of the 
Binghamton Press rests in the 
hands of a non-resident, Frank E. 
Gannett, who controls 97% of the 
stock of Frank E. Gannett Com- 
pany. 


All Non-Residents 


Not only Mr. Gannett, but all 
the directors of the Binghamton 
Press—Mr. Gannett, Frank E. 
Tripp and Herbert W. Cruickshank 
—as well as all the directors of 
the Gannett company, are non- 
residents, FCC observed. 

The commission agreed that 
Albert E. Engelbert, general man- 


and Fred Stein, assistant treasurer 
of the Binghamton Press, had been 
residents of Binghamton since 
1923, but it pointed out that “as 
employes they hold their jobs at 
the will of the directors.” 

The commission clinched its de- 
cision by noting that outside of 
Binghamton, the Gannett company 
owns and controls 15 newspapers, 
one FM and four standard radio 
stations, and has a minority inter- 
est in an additional newspaper 
and three additional standard ra- 
dio stations. 


Appoints Benson 

Hal Johns Benson, formerly art 
director of Hazard Advertising 
Company, New York, has been 
appointed art director of Ketchum, 
MacLeod & Grove, Inc., Pittsburgh 
agency. 


Weadon Joins Yardeny 
Richard W. Weadon, formerly 


media of mass communications.” 


ager and secretary of the Bing-|Tear Inc. 


supervisor of sales engineering for 
, Grand Rapids, Mich., 


FCC put considerable confidence | hamton Press, who was to man-|has been appointed sales manager 


in Southern Tier on the basis of|age the proposed Gannett station, 


of Yardeny Laboratories. 
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= The Reader’s Digest Abroad yd 


A Handshake -in Any Language 


An American soldier in the Philippines, sitting by the road- 
side reading a several-months-old issue of The Reader’s 
Digest, was interrupted by a poorly clad native man and 
a girl—brother and sister, as they turned out to be. They 
hadn’t seen a copy of the Digest for over three years— 
since attending the University in Manila—and hesitantly 
offered him $2.50 for his copy. Writing home to his wife 
in Waukegan, he told her how much he enjoyed their 
intelligent conversation, adding—needless to say—that 
they got their much-coveted Digest free. This is one of 


countless examples of the friendliness reported to the editors that springs up between 
people of different tongues and races, with The Reader’s Digest bridging the gap that would 


otherwise separate them. 


Are you interested in the Middle 
East, Latin America. Sweden or 
Finland? Now that paper rationing has eased 
in most foreign countries, a limited amount of 
space is available for suitable new advertisers in 
the international editions of The Reader’s Digest. 
Each edition is the most widely read magazine in 
its language and is thus the most logical advertis- 
ing medium in its territory for the American 
advertiser. Circulation and rates (b-&-w page); 
— over 850,000; $1600. Portuguese (Brazil 
and Portugal), over 
300,000; $650. Swedish, 
over 275,000; $600. Fin- 
nish, over 100,000; $225. 
Arabic, over 100,000; 
$400. For availabilities, 
phone Chappaqua 400. 


Department of International Opin- 
ion. From Akseli Kinnunen, President of the 
Finnish Newspaper Distributing Association: 
“Valitut Palat (the Finnish Edition) has since its 
first number met such demand that every issue 
has been sold out within a short time in spite of 
large and increasing print orders. The newsdealers 
in Finland handle at present around four hundred 
publications. Valitut Palat is now leading those 
most in demand.”* 


Answer to a student’s prayer. “Re- 
cently,” wrote Dr. Huani Sabah, Rector of Syrian 
University, Damascus, ‘I had occasion in one of 


my classes to discuss treatment of a certain patient 
with one of my medical students. He described to 
me a new treatment of which I had only just read 
in an American medical journal—I thought I was 
the only person acquaint- 
ed with it in this part of 
the world. I found my stu- 
dent had come across it in 
Al Mukhtar (the Arabic 
Edition). Since then I also 
have become an ardent 
reader of Al Mukhtar so 
that I would not be out- 
stripped by my students.” 


Ltt 


Letter of the Month. from Kenneth 
Parker, President, The Parker Pen Company (with 
a space order for a full four-color schedule in every 
edition): ‘‘Please regard this as a standing order to 
place a full schedule in every new edition put out 
by The Reader’s Digest.” 


Advertising is accepted in the Arabic, Finnish, Portuguese, 
Spanish and Swedish editions. The Reader’s Digest Interna- 
tional Editions, Inc., Pleasantville, N. Y., Chappaqua 400. 


READ BY THINKING PEOPLE ALL OVER THE WORLD 


Paley to Head CBS 
Board as Stanton 
Becomes President 


New York, Jan. 9.—Frank Stan- 
ton, general manager and a direc- 
tor of CBS, was elected president 
of the network 
today at the 
regular Janu- 
ary meeting of 
the directors, 
succeeding Wil- 
liam S. Paley, 
who continues 
as senior execu- 
tive of the net- 
work in the 
position of 
chairman of the 
board. 

Paul W. Kes- 
ten, CBS executive vice-president 
since October, 1943, and senior 
Operating executive during Mr. 
Paley’s two 
years of war 
service, was 
elected to the 
newly - created 
post of vice- 
chairman of the 
board to serve 
as Mr. Paley’s 
“immediate al- 
ternate” in ex- 
ecutive matters. 

“These execu- 
tive changes,” 
Mr. Paley said, 
will make it possible for him “to 
devote a larger portion of time 
to the creative output of the net- 
work and to be 
able to concen- 
trate on it, much 
as an editor 
does on the edi- 
torial content of 
a magazine 
or newspaper.” 
Mr. Kesten and 
Mr. Stanton, he 
continued, “will 
be responsible 
for all divisions 
of our network 
and station ac- 
tivities, with the exception of our 
program departments, which will 
report to me.. .” 

Mr. Stanton’s election marks the 
first change in the CBS presidency 
in more than 17 years. Joining 


Frank Stanton 


Paul W. Kesten 


William S. Paley 
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the network in 1935 as research 
director, after working in the 
psychology department at Ohio 
State university, Mr. Stanton be- 
came a vice-president in 1942. 

With Dr. Paul Lazarsfeld, he co- 
developed the program analyzer to 
measure audience reaction to pro- 
gram content, and co-edited two 
books on radio research. He has 
served as associate director of the 
office of radio research at Prince- 
ton University and as a member 
of the advisory board of the bu- 
reau of applied social research at 
Columbia University. 


Served as Consultant 


During the war, Mr. Stanton was 
a consultant to the office of facts 
and figures and a special consultant 
to the Secretary of War, the Navy 
and the OWI. He is a director of 
the National Association of Broad- 
casters, the Cooperative Analysis 
of Broadcasting, the Broadcast 
Measurement Bureau, Columbia 
Recording Corporation and the 
American Film Center. 

Mr. Paley, CBS president since 
September, 1928, is the first board 
chairman in the company’s his- 
tory. Under his direction, the net- 
work has grown from 16 to 147 
United States stations. He was 
granted leave of absence in Oc- 
tober, 1943, to accept an overseas 
was assignment from the OWI. 
He concluded his war service as 
deputy chief, psychological war- 
fare division of SHAEF. He was 
awarded the Legion of Merit in 
November, 1945. 

Mr. Kesten has been executive 
vice-president since October, 1943, 
having previously served as vice- 
president and general manager, 
and before that as director of pro- 
motion. One of the original mem- 
bers of the Advertising Council, 
he also served on the board of 
the NAB, 1942-1944. 


Levoy Leaves Rippey 


Sylvia Levoy, for the past 18 
months accountant and_= space 
buyer for the Fred G. Rippey 
Agency, Denver, has joined Main 
Distributing Company, Denver, 
Blatz beer distributor in Colorado, 
as assistant to the president. 


Airtemp Ups Donovan 

J. J. Donovan has been pro- 
moted to assistant general sales 
manager of Airtemp division of 
Chrysler Corporation, Dayton. He 
previously served as eastern di- 
visional manager for Airtemp and 
before that was regional manager 
in New York. 


WWL 
New Orleans 


shouts its shows 
on car cards 
throughout 
the year 


"DURANTE-MOORE SHOW" 
FRIDAYS 9:00 PM. 


REXALL DRUG STORES 


870 on 
Your Dial 


| WW 


NEW ORLEANS 


A DEPARTMEN® 


OF LOYOLA UNIVERSITY 


The Greatest Selling Power in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 
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N. Y. Adclub Will 
Hear Defense of 


Descriptive Labels 


Washington, Jan. 10.—The New 
York Advertising Club will be 
treated to a forceful defense of 
descriptive labeling and factual 
advertising when it hears Under 
Secretary of Commerce Alfred 
Schindler next Wednesday. 

Adding another plank to the de- 
veloping program of the Depart- 
ment of Commerce, Mr. Schindler 
will go to bat for descriptive 
labeling and trade standards as 
“dynamic aids in selling,” arguing 
that admen can sell more goods 
by responding to public demand 
for information about the things 
it buys. 

Based on his 25 years’ experi- 
ence as sales manager of Ralston 
Purina, Mr. Schindler’s speech 
will also outline for the first time 
the aggressive promotion plans 
which the Commerce Department 
has for the trade standards work 
of the National Bureau of Stand- 
ards. 


Explains Wallace Program 


As boss for “domestic com- 
merce,” Mr. Schindler has been 
active in recent weeks outlining 
the “action” program which the 
Wallace administration is getting 
into motion. He has been the de- 
partment spokesman on the hous- 
ing problem, and is_ currently 
studying interstate trade barriers. 

In promoting the trade stand- 
ards work of the National Bu- 
reau of Standards, he _ buries, 
without formality of funeral, the 
demands of prominent business 
leaders that trade standards work 
be left to private groups like the 
American Standards Association. 

Meanwhile the physical reor- 
ganization of the department, set- 
ting up operations under three 
general headlines—promotion of 
foreign trade, of domestic trade 
and of small business—has moved 
rapidly ahead in recent weeks, 
with the introduction of a num- 
ber of new Officials and a general 
re-shuffling of functions. 


Several Offices Formed 


In the process, the old Bureau 
of Foreign and Domestic Com- 
merce has been carved up to 
make way for an Office of Inter- 
national Trade; Office of Domestic 
Commerce; Office of Small Busi- 
ness; Office of Business Economics, 
and Office of Field Operations. 

With the acquisition this week 
of the 114 field offices of the Small 
War Plants Corporation, Com- 
merce for the first time found it- 
self with an adequate backbone 
for its Office of Field Operations. 
The handful of prewar Commerce 
field offices and the field outlets 
of the Foreign Economic Admin- 
istration are to be consolidated 
with these SWPC establishments, 
and the whole is to be operated 
by Evert Lee Stancliff, Los An- 
geles business and industrial con- 
sultant. 

Brig. Gen. Albert Browning, 
former president of United Wall 
Paper Factories, Chicago, who re- 
tires as director of material of 
the War Department, is to head 
up the Office of Domestic Com- 
merce; and Arthur Paul, formerly 
of FEA, the Office of International 
Trade. Dr. Amos Taylor directs 
the Office of Business Economics. 
The head of the Office of Small 
Business is to be named in a few 
days. 


AFA Meets May 26-29 


in Milwaukee 


The Advertising Federation of 
America will hold its annual con- 
vention in Milwaukee, May 26-29. 
Among topics to be emphasized 
will be the part which advertising 
must play in getting the country 
on an increasingly higher standard 
of living, reports Elon G. Borton, 
president. 


JOHN A. BRICE 

Atlanta, Jan. 9—John A. Brice, 
69, president of the Atlanta Jour- 
nal Company and member of the 
Journal organization since 1896, 
died here today. 


HARRY PRESTON WOLFE 

Columbus, O., Jan. 10.—Harry 
Preston Wolfe, 73, publisher of the 
Columbus Evening Dispatch and 
vice-president of the Ohio State 
Journal, died here today. 

Mr. Wolfe, who began his ca- 
reer as a village lamplighter and 
newsboy, became a leader in the 
fields of publishing, manufactur- 
ing, banking and farming. 

He was one of the founders of 
the Wolfe Wear-U-Well Corpora- 
tion, shoe manufacturer, and he 
organized Bancohio, which oper- 
ated banking concerns in almost a 
score of Ohio cities. 


CHARLES E. REID 

Atlanta, Jan. 8.—Charles E. 
Reid, 53, former newspaper and 
advertising man, died here Jan. 2 
after a long illness. Mr. Reid for- 


merly served as circulation man- 
ager of the Montgomery Adver- 
tiser and Shreveport Times, and 
was also associated with the Phila- 
delphia Record and Cleveland 
Plain Dealer. For the past 19 
years he worked with the South- 
ern Bell Telephone & Telegraph 
Company in its advertising depart- 
ments in Nashville, New Orleans 
and Atlanta. 


DONALD A. BURCH 


Hartford, Conn., Jan. 8.—Donald 
A. Burch, 51, for 19 years a mem- 
ber of the advertising staff of the 
Register, New Haven, Conn., died 
Dec. 30 after a three-week illness. 
Funeral services were held Jan. 2 
at Springfield, Mass. 


R. F. PARKINSON 

Ottawa, Ont., Jan. 8.—Lt. Col. 
R. F. Parkinson, DSO, 63, manag- 
ing director and veteran staff 
member of the Ottawa Journal, 
died here Jan. 4 after a short ill- 
ness. He had been managing di- 
rector of the Journal for 34 years, 
and was a former president of the 


Canadian Daily Newspaper As- 
sociation. 


Three Refineries Merge 


The Freedom-Valvoline Oil Com- 
pany, formed by the merger of 
the three oldest independent re- 
finers of lubricating oil in Penn- 
sylvania, will make its headquar- 
ters in Cincinnati and Freedom, 
Pa. The three companies are the 
Freedom Oil Company, Valvoline 
Oil Company, whose offices are 
now in Cincinnati, and Galena 
Oil Corporation. Refining activi- 
ties will be maintained in plants 
in Freedom, Pa., and Butler, Pa. 


AMA Plans Cleveland 
Session Jan. 25-26 


Teaching materials and prob- 
lems in postwar teaching of mar- 
keting will get major attention at 
the Cleveland meeting of the 
American Marketing Association, 
to be held at the Statler Hotel 
Jan. 25-26. Major speakers will 
include Lyman Hill of Servel, Inc., 
AMA president, and Harold H. 
Maynard, Ohio State University. 

AMA members also plan to at- 
tend several sessions of the annual 


65 


meeting of the American Statis- 
tical Association, to be held at the 
Statler Jan. 24-27. 


McGraw-Hill Elects 
Duffield Vice-Chairman 


Eugene Duffield, for the past 
three years special assistant to 
Secretary of the Navy Forrestal, 
has been named editorial assistant 
to James H. McGraw Jr., president 
of McGraw-Hill Publishing Com- 
pany, New York, thus becoming 
vice-chairman of the _ editorial 
board 

Prior to his work with Secretary 
Forrestal, Mr. Duffield was chief 
of the Washington bureau of the 
Wall Street Journal, and before 
that, with the Chicago Tribune 
and United States Daily. 


TACA Advances Gallo 


Charles L. Gallo, former -vice- 
president and general manager of 
Central American and Caribbean 
operations for TACA Airways 
System, has been named vice- 
president in charge of traffic, sales 
promotion, advertising and pub- 
licity for TACA’s Latin American 
service to 10 countries. 


C. W. Harrington, President, Dakota State Bank, Colman, S. D., 


says: 


“We Know Who Reads Capper’s Farmer 


and They Are ACE High” 


Left: Auctioneer-Farmer Kuhl 


CAP 


The ONE National Farm Magazine that Speaks the Farmer's Language 


Right: Banker Harrington 


who know how to make farming pay. 


yards read it year after year. 


All through the rich farming country of mid-America the 
rural bankers speak well of the readers of Capper’s Farmer. 
Bankers will tell you these people are skillful operators 


Capper’s Farmer attracts 1,250,000 of this type of farmer 
because its editorial content is devoted to “making farming 
pay.” The window-box farmer doesn’t care for the C. F. type 
of reading; the part-time farmers have other preferences. 
But the farmers who fill the grain elevators and the stock- 
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Distracted by duplication? 
Distracted by duplication? 


Whether you’re courting a gal—or the rich Boston consumer market — play it 
wise, avoid wasting your money on duplication. Buy space in Boston’s only 
ALL-DAY newspaper — the Boston Globe. 
All comics, editorials, cartoons, features appear in both the A.M. and P.M. Globe. 
Result: Top morning coverage 
Top evening coverage 


Practically NO duplication! 


The Boston Globe 


BOSTON’S ONLY ALL-DAY NEWSPAPER 
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Advertising Age, January 14, 1946 


PHOTOGRAPHIC REVIEW 


FIRST KARSH COMMERCIAL—First appearance in advertising of camera 
portraits by Yousuf Karsh will be in the Jan. 28 issue of Life when the RCA 
Victor record division of RCA begins its 1946 campaign for Red Seal recordin 

artists. Looking, over Mr. Karsh's shoulder at examples of his work are (left 

Jack Williams, advertising manager of the record division, and Edward McKamy, 
executive on the RCA account at J. Walter Thompson Co. 


RALSTON RESEARCHERS—Principals in the Ralston Purina research depart- 

ment inaugurated Jan. | are, left to right: Frank James, manager of the cereal 

product control division of the new department; C. S. Johnson, vice-president 

in charge of products and research, and Virgil O. Wodicka, manager of the 
new department. (Story on Page 62.) 


Whew veu sativly 
that human “crave hit randy” 
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| Restqverters: Sie Hedh LaSalle Stenet, Chicege 2, ittiects 


ENERGY STORY—Lead-off in the ‘46 campaign of the Council on Candy of 

the National Confectioners’ Association is this page, scheduled for the Jan. 21 

issue of Life and the Feb. 16 issue of The Saturday Evening Post. Leo Burnett 
Co., Chicago, is the agency. 


APPOINTEES — John M. Dolan, left, 
newly appointed vice-president in 
charge a sales of Le Roi Co., Milwau- 


Glimpee of the fusure! Spathenc 
taffera ligh« sx the brush of a burtertiy's 
wing in fight... woven of Celanese® Fortioan*, 


kee, talks over plans with Cecil W. 
Brown, who has succeeded Mr. Dolan 
as general sales manager. Mr. Dolan 
joined the company in 1943, and Mr. 
Brown has been there since 1938. 


the steongest watile yarn in the world, 
Can you imagine whet an inspiration such 
. faltice will be to the feahoons of resmoerow ! 
( Rlanee Corparanon of America, New Youk <5. 


4: eae i 


"GLIMPSE OF THE FUTURE'—Celanese Corp. of America gave a demonstra- 
tion of its new synthetic taffeta in this magazine color page, which says that the 
material is made of Celanese Fortisan, "strongest textile yarn in the world.” 


“<A BROMO-SELTER 
ga makes you feel better faster 


FIGHTS 1 Helps relieve headache 
HEADACHES 2 Helps settle upset stomach 
THREE WAYS 3 Helps calm jumpy nerves 


re 


SIMM 


ONS caer sis stent 


SLEEP BY SIMMONS—Introductory ad 
for Simmons Co.'s new electronic blan- 
ket will appear in four-color pages in 
Life, Jan. 14, and The Saturday Eve- 
ning Post, Jan. 26, in addition to four IN THE CARDS—As part of its 1946 campaign for Bromo-Seltzer, Emerson 


FAST DISSOLVING 
FAST ACTING 


Tune tn VOR POP cas momoay wicuts i 


business papers. Geyer, Cornell & Drug Co., Baltimore, is using two-size color car cards in New York, Boston, 
Newell is the agency. (Story on Philadelphia, Baltimore, Cleveland and Chicago. McCann-Erickson, New York, 
Page |.) is in charge of the account. 
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SPREAD ANNOUNCES "WAR-PROVED' PRODUCT—Leonardo da Vinci, inventor of the belt drive, okays the features of 
Goodyear's new V-belt which, the copy says, is now released to industry after use on top-secret military equipment. 
The announcement for the Goodyear Compass-belt appeared as a four-color spread in national magazines. 
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THRILLS |° 


BUILD 
BIG PROFITS =| 


Prom roller coasters and rodeos to ray guns and rocket ships is a big jump. 
but the basic appeal is the same. It’s the chill of danger . . . the thrill of high adventure 
that packs in customers by the million. The thrill business runs in the billion dollar 
bracket every year, but no other character in the field can match “Flash Gordon” 


for popularity. 


“Flash” zooms into more than 6,500,000 homes every week through the entertain- 
ing pages of Puck - The Comic Weekly. To 20,000,000 “Flash Gordon” fans, there's 
nobody like him for real, hair-raising thrills. His atom bombs and rockets propel many 
a successful advertiser in The Comic Weekly right into the family circle of America’s 


richest and most concentrated markets. 


The Only National Comic Weekly 


The famous all-star cast of the only national comic weekly makes it an entertain- 
ment must for the whole family. Distributed through 15 great Sunday newspapers. 
The Comic Weekly is the only publication of its kind, with the thrilling adventures 
of “Prince Valiant.” “The Phantom,” and “The Lone Ranger”; the love interest of 
“Tillie the Toiler” and “Blondie”; the laughs of “Jiggs and Maggie.” “The Little 
King.” “Donald Duck.” “Snuffy Smith.” “The Katzenjammer Kids.” and “Tippie”™: 


the tearful experiences of “Little Annie Rooney.” 


If a manufacturer has a good product to sell, here's how more sales can be made 
...to “the millions”... in the more than 6,500,000 homes from coast to coast where 
Puck-The Comic Weekly is read. It is the same successful selling formula which for 
more than 15 years has been used by leading companies. When advertisements are 
placed next to the life and color of these famous comic features, they get the same 


kind of close. attentive readership. 


The Comic Weekly stars are available to go to work as a sales force for com- 
panies who associate their advertising with the tremendous entertainment power of 


Puck-The Comic W eekly. 


THE COMIC WEEKLY 


... FOR LAUGHS, LOVES, THRILLS AND TEARS 


959 EIGHTH AVENUE, NEW YORK 19, N. Y.; HEARST BUILDING, CHICAGO 6, ILLINOIS 


Copr. 1946. King Feature yndicate, Inc., World rights reserved 


WHY YOUR ADS DO BETTER 


IN THE COMIC WEEKLY! 


More Readers at Less Cost 


Puck delivers 5 readers for eact } r 
1, Its tre y 
pl . These 5 re oT 
t Jers de J i 
age or larger spa leading nat | 
k ' fig k ( tud k 
Dr. [ Star aniza 


“Preferred” Position for Every Ad 


+1 de tn wach e is limited ... only 


\ _ 
one to a page. TI every ad is spotighnted and 


60% Key Market Coverage 


| 1 ne, +h, 3} it tremendc 1¢ circulation 


Puck’s Story Is Its Best Salesman 


For those executives who are planning major na- 
tional advertising IMpaigr the staff of Puck 
The Comic Weekly has analyzed the expanded 
. .- moathat new competition, the field c 
; 1+ or tive pow C tt} bli 
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vansville Business Tells 
ll, Sells Its Community 


Cooperative League 


Develops Team Spirit | 
AmongiAll Residents | 
A few 


Evansville, Ind., Jan. 11.- 

weeks ago, while the United Auto | 
Workers and the automotive manu- | 
facturers blasted away at each other 


in the press, and the silence of 
strike-bound industries fell like a 
pall on the reconversion program, | 


me of the most unusual ads of 1945 | 
ippeared in quarter-page space in | 
he Chicago Journal of Commerce. | 
“We Treat You Rigur 1n Evans- | 
VILLE, INDIANA,” it said. And it was 
signed not by a usual civic group, 
ut by John G. Soucie, president of 
the AFL Central Labor Union. 

“The chamber of can 
ell you about the location, popula- 


commerce 


HOUR Was Lost BECAUSE OF WorK 
STOPPAGE, WALKOUT OR STRIKE. 
“We can support this claim with 
management affidavits. 
“We ASK A Fair Day’s Pay Bur 
WE Give You a Fatr Day’s Work 
FOR IT.” 


The Central Labor Union ad had 
nothing directly to do with the oper- 
ations of any civic or business group 
in Evansville, but for that very rea- 
son it is probably the finest tribute 
that could be paid to the effective 
one of the most unusual 
“community understanding” projects 
ever developed in America—a_ proj- 
ect designed to create mutual trust 
and all the elements 
in the labor, 


ness of 


respect: among 


community manage- 


ment, small business men, retailers, | 


educators, professional 


A Platform for Reconversion 


WE the people of Evansville, facing the challenge of converting our industries from the 
4 artificial demands of war to the competitive demands of peace, joined by o desire 
for the highest possible level of employment with maximum security, allied in the knowledge 
that flourishing industries are the source of community prosperity with a high standard of 
living for all, and mindful of our obligations to our citizens in the armed forces, hereby pro- 
claim this Platform for Reconversion to unite our community in faith, understanding and co-op- 


eration for accomplishing the task 


INDUSTRIAL MANAGEMENT 
The management of Evansville industries will pledge full support of the tollowing policies 


1. To plan for and invest in the future with op 
timism and confidence and thus help create 
the moximum number of jobs 

2. Te take aggressive action to sustain the 
growth of Evansville industries and thus as- 
sure the maximum security of jobs and in- 
comes for workers 

3. To cooperate with all community efforts to 
bring new industries of good repute to Evans- 
ville 

4. Te adhere to the principle of a fair day's 
poy in exchonge for a fair day's work 

5. To exert every reasonable effort to moke Ev- 
ansville industries better, safer places in 
which to work 

6 To recognize past service, ability to do the 
job and seniority rights in filling jobs for 
civilian production 


7 Te take a special interest in the placement 
of war veterans 

8 To moke every possible effort to employ 
workers at their highest levels of skill ond ex 
penence 

9. To respect the principle of collective borgain- 
ing through representatives freely chosen by 
@ majority of qualified workers 

10. To accept the civic responsibilities imposed 
by the depend y of the Y on in 
dustrial activity and factory pay rolls 


* 


These things industrial management can accom- 
plish only with the understanding and co-operction 
of Evansville workers and public Therefore, the fol 
lowing principles are suggested 


INDUSTRIAL WORKERS 
The industrial workers of Evansville will co-operate by following these procedures: 


11. To recognize their mutual interest in and re- 
sponsibility for accomplishing conversion with 
@ minimum of difficulty and delay 

12. To accept reodjustments of jobs ond workers 
which are dobi of re- 
conversion 


in que 


13. To realize that industrial progress, high em- 
ployment and good wages depend on a lurge 
volume of quality products manufactured of 
low cost 

14. Teo recognize and to aid fulfillment of man- 
agement’s joint responsibility to customers, 
all people on the pay roll and owners of the 
business realizing thot unless the three 


groups ore fairly served none can enjoy per 
manent benefits 

15. Teo assume a common obligation with mon 
agement to improve quolity, to increase pro 
ductive efficiency, to reduce waste, to lower 
costs 

16. To approve the principle of basing compen- 
sation on efficiency of production 

17. To rely on collective bargaining os o means 
of assuring fair wages ond satisfactory work 
ing conditions 

18. To recognize that the dependency of the 
whole community on effective reconversion 
places a public responsibility on both mon- 
agement and employees 


THE EVANSVILLE PUBLIC 
The general public of Evansville will co-operate by following these precepts: 


19. Te encourage o better understanding of re- 
conversion problems 

20. Te understand that many local companies 
must wait upon reconversion of other indus- 
tries for materials 

21. To exercise restraint in demanding delivery 
of scarce industrial products during reconver- 
sion and to respect price controls and ra- 


tioning as long as demand exceeds supply 
thereby avoiding for ourselves ond our neigh- 
bors the penalties of uncontrolied inflation 
To recognize that industrial harmony and 
community co-operation are important to the 
Evansville public becouse our community wel 
fore depends upon successful operation of 
our industries 


2 


nN 


* 


COMMUNITY PLATFORM—This is the platform upon which 

the Evansville Cooperative League operates, to insure orderly 

reconversion and a healthy postwar community. It is featured 
prominently in all publicity and advertising. 


transportation, civic facilities, 
this remarkable ad said, “but 
‘is our business. The American 
ration of Labor is not the noisi 


but it’s the dominant union in 
sville. It has the largest mem- 
lip and the widest range of 


Proud of Record 


iroughout the war it had con 
with such major plants as 
uri Valley Bridge and _ Iron 


inv, Shipbuilding Division; In 
tional Steel and 
rus-Erie Company. 

ie «shipyard employed 
vy 20,000, It the 
icer of LSTs in the country and 
Twelve AFL 
the yard 
contract. 


Company, 


alone 
was biggest 
iost economical, 
unions 
one blanket 
ie important thing is, 
ghout the war, in 
s in Evansville, Not 


operated in 


all AFL 
ONE MAN- 


however, | 


the end that the community itself 
and all its diversified elements might 
grow and prosper 


side by side. 


Started in 1937 


The project operates under the all 
embracing but apt title of Evansville 
Cooperative League, and its history 
is an unusual example of enlightened 
self-interest on the part of business 
which has already proved its value 
to the community of Evansville, and 


gives every promise of becoming 
more valuable as time 

The Evansville 
League was brought into being in 
1937, when a group of the city’s lead 
ing industrialists imbued 
with the notion that there was sense 
in the admonition that “business 
tell its the public.” 


Four local enterprises, representing 


roe 
foes 


Cooperativ e 


became 


must Story to 


a considerable section of Evansville’s 


(Continued on Page 7) 


classes—to | 


TIME SPENT READING 
SUNDAY NEWSPAPER 


( READERS Estimate) 


ae 2 io 


Two Hours and Two Minutes 


"OD 


Ome Hour and Forty Minutes 


guys ” 3 * 


One Hour and Nineteen Minutes 


gir" Se (Q 


One Hour and Twenty Minvtes 


(xt 1 IES tenmcapei, worday Trent 


Readership by Sections in Sunday Newspaper 


by Men, Women, Boys, Girls 


MUNEAPOLSS SUNDAY TRIE OS LY M8 


| differences in the readership of news- 


| Minnesota’s 
|and scientifically selected cross-sec- 
| tions of readers “over 21” and “12 to 


Age Differences Found 
in Newspaper Readership 


Under and Over 21 
Groups Show Varied 


News, Ad Interests 


Minneapolis, Jan. 10.— Marked 
paper editorial material and = ad- 
vertisements as between juvenile and 
adult readers have been discovered 
in an interesting study conducted by 
the editors of the Minneapolis Sun- 
day Tribune. 

In addition, some interesting ex- 
amples of ads which had a higher ap- 
peal to groups to whom they were 
not addressed than to the groups 
supposedly sought by the advertiser, 
were unearthed. 

Using a technique similar to that 


° . 4 | 
used by the Continuing Study of | 
Newspaper Reading, the Tribune 


sponsored a survey of the Oct. 28, 
1945 issue of its Sunday paper to 
determine readership of both edito- 
rial and advertising material. The 
survey was made personally by adult 
researchers, in Minneapolis, under 
the direction of the University of 
school of journalism, 


21” were used. 


Banks, Finance Companies 
Vie in ‘Battle of Giants’ 


_ $1,000,000 Ad Drive 


Contemplated for Morris 
Plan Auto Financing 
By GEORGE BIDERMAN 


New York, Jan. 10—The nation’s 
banks, which before the war did only | 
24% of America’s time payment | 
financing, are organizing now to} 
compete with the sales finance com- 
panies for the lion’s share of this | 
and banking and _ invest- 
ment circles are watching with in- | 


business, 


| terest what one observer has termed | 


a coming “battle of giants.” 

Once frowned upon by most banks 
as “unsound,” installment financing 
of automobiles and appliances is now 
regarded as important business. In 
1939, according to the Wall Street 
Journal, the banks held $4 of install 
ment “paper” for every $10 held by 
the finance companies. 

Today, according to an 
Bankers Association survey, more 
than 10,000 banks are planning con 
sumer credit operations of one kind 
or another. Many organizing 
on a national basis to compete with 


are 
the nationa' sales finance companies. 


Invade Automotive Field 


The Morris Plan banks, under the 
direction of president Arthur J. Mor 
ris, have the American In 
stallment Credit Corporation to com 
field A 


formed 


pete in the automotive 


spokesman for the company told 
ADVERTISING AGE that, with the pro 
gram in full operation, the more 


than 2,000 participating banks will 
spend approximately $1,000,000 an- 
nually in cooperative advertising 

In appliance financing two groups 


| by the National Group, the 


American | 


of banks will divide the nation be- 
tween them. 

Twelve large key city banks have 
formed the National Sales Finance | 
Plan to coordinate consumer and | 
dealer credit operations on a nation- | 
al basis, and plan to begin operations | 
in appliance financing. These banks 
will join to advertise and promote 
their “Bank Plan for Time Payment | 
Buying.” 


Western Set-Up Planned 

In 11 Western states not covered 
sank of 
has taken 
Western 
and 


America, San Francisco, 
the lead in forming the 


Bankredit group of SO state 


|}national banks operating more than 


757 offices to button up the appliance 
Bank of America had the 
greatest part of automobile paper on 


business. 


| the West Coast before the war 
The “Big Three” national sales 
finance companies—General Motors 


Acceptance Corporation, Commercial! 
Credit Corporation and C.1.T. Cor 
poration (which now includes Uni 
versal)—are all, as one official put 
it, “marking time until there’s some 
business to worry about.” 

But this time 
punctuated by 


marking has been 


periodic comy titive 
flurries 

Rate War Raging 
bid 
paper in 


America started its 


automobile 


Bank of 
for postwar 
September by meeting a GMAC 
rate reduction to dealers with an 
offer that equalled GMAC’s 3% 
and threw in besides 
GMAC’s rate was 3% and $1 per car 


ore 
mae 


rate 
insurance 


for insurance. 
CIT and CCC followed suit with 
corresponding reductions 
(Continued on Page 19) 


Results of the study indicate 
marked differences between adults 
and minors in the readership of 
news, features and advertisements. 


In general, adults are more thorough 
readers of news, editorials and some 
features; minors are better readers 
of sports, comics, pictures and many 
advertisements. 

Average men’s reading time for the 
entire Sunday paper was two hours 
and two minutes. Average women’s 
time was one hour and 40 minutes. 
Minors spent time: boys, one 
hour and 19 minutes; girls. one hour 
and 20 minutes. 

The survey’s findings also suggest 
that many advertisements intended 


less 


|to reach a specific class of readers 
| actually get greater readership with 
| other classes. 


Gets Unsought Readers 


For instance, a 14-inch advertise- 
ment for ladies’ underwear rang the 
bell with boys. About three times as 
many boys as women saw it. 

A 96-inch ad for a kitchen soap, 
with an illustration of an old-fash- 
ioned automobile, reached few house- 
wives but was seen by five times as 
many boys. 

Twice as women 


many girls as 


| were attracted to a 14-inch shampoo 


|advertisement headlined “Soaping 
dulls hair,————glorifies it!” This 
advertisement featured a “glamor” 
picture. Girls were also the best 


audience for a nail-polish advertise- 
ment, which occupied 80 inches, in 
four colors, in the Sunday Tribune 
rotogravure section. This was seen 
by 34% of the girls, 26% of the 
women, 16% of both men and boys. 


Boys Read Cigar Ads 


A fountain pen advertisement of 
the same size, also in com- 
pelled maximum readership among 
boys: 42%, compared with 38% of 
girls, 26% of men, 283% of women. 

A retail advertisement for a man’s 
lumberjack shirt 
many girls as men. Possible explan- 
ation for the high girls’ readership: 


eolor, 


Was seen by as 


MISSES MARK --The s.a. in this women’s 

underwear ad rang the bell, but ap- 

pealed to the wrong audience. About 

three times as many boys as women 
saw it 
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a current fad for wearing the loud; on the opposite page, was seen by ample: a 14-inch retail advertise-| tion were usually more popular with 


Shirts to school, 18% of boys, 26% of girls. A pan-| ment for $35.75 creations drew 30% | girls than with women. One on/| & _So you think 
A cigar advertisement was seen by | cake flour advertisement of the comic | of the women, 15% of the girls. | finger-nail care was seen by 25% | ny hr 
twice as many boys as men, type, also in this section, was seen Furniture advertisements usually | of the girls, 15% of the women.| j od ashioned washing 
by 44% of both boys and girls. |ranked higher in adult readership. | Another, “Keep Your Face Looking | | dishes with soap 


Cartoon Ads Reach Girls ane | [aA instead of modern 


advertisements in the Sun- | Diamond ads were seen by more girls | Young,” was seen by 27% of girls. 

Advertisements with comic-strip or | day Tribune society section were well | than by men or women. | 15% of women. But a re ducing story 
cartoon art in the color comic section | read by women, still better read by Readership throughout the class- | got higher readership among women: 
got about twice the readership among | girls. Item: a retail shoe ad, 3 col- | ified advertising section was definite- | 29%, compared with 21% for the 
minors of other types of ads in this| umns by 8% inches, drew 34% of the | ly higher among adults. Those who | girls. 


section. A toothpaste advertisement | girls, 23% of the women. A high- | “read something” in this section Movie news and theater advertise- | 
with comic art was seen by 40% of | fashion, inexpensive shoe was pic-| were: women, 67% ; men, 63; boys,| ments ranked high in readership, 
boys, 55% of girls. Another ad of | tured. 38; girls, 27. especially among minors: 51% of the 
the same size but different technique. Hats were a different story. Ex- News articles on beauty cultiva-| women and 22% of the men read NO SOAP EVER MADE 


-SUDS LIKE VEL 


.. instant suds in Ae WATER! 


NSTANT St 


t) MarVelous 4 fr 
_ Dishes, 5 Stockings 


BOYS LIKE CARS—tThe attention-gette; 

in this soap ad had little appeal fo 

women, the primary audience, but go 

a lot of boy readership. Five boys saw 
the ad for every woman. 


“something” on one of the two en 
tertainment pages, compared with 
68% of the girls and 49% of th 
boys. Best-read advertisement on the 
pages was one listing the features 
of a theater group, read by 64% of 
the boys, 46% of the girls, 18% of 
the men and 31% of the women. 
Apparent explanation for — thy 
longer adult reading time of th 
Sunday Tribune was the higher 
adult readership of news sections 
and editorial pages. Readership « 
the general news section was, “rea 
any’: women, 93% ; men, 91% ; girls 
68% ; boys 65%. Editorial page read 
ership was also higher for adults 
but of neinors who did read this pag 
more read the lead editorial than ar 
| syndicated or local column there 
The radio column got higher 
readership among women _ thal 
among girls, but ranked higher wit! 
boys than with men. 
| Boys and girls were greater sports 
section fans than men or womel 
Those who “read any” of this secti: 
were: boys, 76%; men, 63%; girls 
| 49% ; women, 17%. 
Obituary and funeral notices in th 
| classified section were read by four 
times as many adults as minors. 
The survey was the 20th Minne 


WHEN YOUR PATTERN IS RIGHT, YOU say rey te pase 2 
NEEDN'T WORRY ABOUT THE REPRODUCTION 


on the basis of age. 


Doesn't make much difference whether you're casting steel or etching cop- 
per, the man who makes the original pattern is about 95 percent responsible 
for the quality of the reproductions ....And when you roll off a couple or 
three million impressions from a few sets of nickeltypes, the ‘eye appeal” 
of your high priced art and copy certainly won't be any better than was 
“built” into your original engravings. ... Research experts say you can 


discount your “readership” 25% for poor illustrations. That makes a second 


rate set of four color engravings rather expensive at $12,000 per page 


for space. ...If your arithmetic agrees with that of several hundred other 
. ° ° m - . e More 2 y officials in Was! 
shrewd advertisers, you will quickly figure why they insist on the best skill, read TIME regularly t 


read any other magazine, how 


quality and service their photo-engraving dollars will buy. It is significant 


that a large and representative number of them are on Rogers’ books. 


SRootes ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
Adolph F. Buechele, President 


2001 CALUMET AVENUE =: Phone CALumet 4137 + CHICAGO, ILLINOIS 


For further details write to 


TIME 


9 Rockefeller Plaza, New York 20, N.*: 
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CANADA 
MEXICO 
CUBA 
TRINIDAD 
ARUBA 
CURACAO 
COLOMBIA 
VENEZUELA 
BRAZIL 
ECUADOR 
PERU 
BOLIVIA 
URUGUAY 
ARGENTINA 
GREAT BRITAIN 
FRANCE 
EGYPT 
IRAQ 
IRAN 
KUWAIT 
SAUDI ARABIA 
BAHREIN ISLAND 
QATAR 
PALESTINE 
LEBANON 
PACIFIC ISLANDS 


Foreign BUYERS may be far away 
But they’ll READ your ads in the OGJ! 


THAT’S ME 


hd Y/ THE GOOSE THAT'S 
GONNA LAY THE GOLDEN EGG 


. and WORLDWIDE MARKETS is my name! Yes Sir, 
“Worldwide Markets for American-Made Petroleum Equip- 


ment” is the goose that’s gonna lay the “golden-egg” for 
\ many an American equipment manufacturer. 


Once again, the Oil and Gas Journal leads the field with an 
extensive study of foreign equipment needs, and this 51- 
page report, prepared after twenty-four months of research 
by our own representatives right-on-the-ground in twenty- 
six foreign countries, can be yours for the asking. Simply 
write on your letterhead, “Please send me Worldwide 
Markets for American-Made Petroleum Equipment,” drop 
in the mail and this comprehensive report will be sent you 
without charge. 


This is one of the many JOURNAL FIRSTS .. . one of the 
many JOURNAL SERVICES . . . to men of the oil industry 
. . . that puts the JOURNAL FIRST with THEM! 


es 


TULSA, Ontanomas 
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K Ci CED at a luncheon sponsored by the 
ansdas ity Greater Kansas City Committee for 
. Economic Development. The com- 
Report Indicates mittee sponsored the survey, which 


covers Jackson and Clay counties in 


24% Job Increase Missouri and Wyandotte County, 
| Kans. 

Kansas City, Mo., Jan. 9.-— An| The 660 companies report that 

analysis by the Federal Reserve! they had 71,258 employes in the fall 


of 1940, had 80,798 last September 
and will probably have 100,113 next 
fall. The report does not reflect any 
increased employment to result from 
new industries and, the bank asserts, 
does not indicate what the employ- 
ment jump will be for all companies 


Bank here of reports by 660 Kansas 
City companies on their postwar ex- 
pansion plans indicates the com- 
panies, which employ about a fourth | 
of the 300,000 workers in this area, 
will increase payrolls 24% this year. 

The bank’s findings were revealed 


|in the area. 

The largest planned employment 
increase would be by manufacturers. 
A breakdown shows 221 manufac- 
turers expect their employment next 
year will be 57,133, compared with 
| 41,010 in 1940 for a 39.3% jump. 
| Similarily, 227 trade organizations 
expect to employ 21,419 (as against 
16,226 in 1940); 24 transport 
communications firms will 
11,328 (6,000 in 1940); 161 service | toward advertisers” who support col- 
companies will employ 7,633 (6,292) lege magazines, despite the fact that 
}in 1940), and 27 finance and insur-| they have been exposed to less na- 
| ance firms will employ 2,600 (1,730/ tional advertising while in the 
| in 1940). |armed forces, if results of a recent 


Most College Vets 
Now Buy by Brand, 
Survey Discloses 


New York, Jan. 9.—An overwhelm- 
ing majority of returned veterans 
| now attending college believe in 
and | brand advertising, buy products by 
employ| brand names, and “feel friendly 


| 
| 


\ HY “NUMB 


ER ONE”?... 


FIRST TO EARN, 
FIRST TO HONOR 


THESE NATIONAL LEADERS 


HAVE BEEN HONORED BY AND HAVE HONORED 


FIELD & STREAM-——FOR ACHIEVEMENT 


1941 

Dr. Ira N. Gabrielson 

Chief of the United States Fish 
& Wildlife Service 


**1 cannot recall any single 
part of the Service’s work that 
has ever been given a better 
story. 99 


1942 
E. Herrick Low 
Former President of Ducks Un- 
limited F 
‘FIELD & STREAM has 5 


been a real and great friend 
of Ducks Unlimited since its 
inception and has done an 
outstanding job assisting us 
in our work. 99 


1943 

Hon. Frederic C. Walcott 

Former U.S. Senator; President 
American Wildlife Institute 


**Your editorial program is 
stirring the country to the im 
portance of conservation at 
the most critical time in our 
history. 99 


1944 
Alfred C. Glassell 

f Ducks Unlimited 
**The support FIELD & 
STREAM h 


‘ } 
ed is appreciate Dy 


as given Ducks 


4 of us wh ire wi 


i. 


. 
CAS 


NUMBER ONE 


restore Ame an wildfow!l 


* MERICA’S SPORTSMAN’S 


MAGAZINE = «= « 


It is fitting that Field & Stream should honor, 


each year, the man who has made the outstanding 
conservation accomplishment. For it has earned, 
by its own half-century of achievement, the influ- 
ence and authority that make it “America’s Num- 
ber One Sportsman’s Magazine’”—an institution 
in the outdoor world. 


As such, it speaks for America’s great con- 


servation and sportsmen’s organizations —the 
American Wildlife Institute, Izaak Walton League 
of America, Ducks Unlimited, conservation com- 
missions of many states, and federal departments 
charged with administration of natural resources. 
When important people in the outdoor world 
have something to say, they say it in Field & Stream. 


IELD & STREAM PUBLISHING 
New 


eo 
15 York City 22 


Madison Avenue e 


This is the cup presented 
annually by Field & 
, Stream to the ‘Man of 
_~ the Year” in conserva- 
tion achievements. 


NOW CELEBRATING IT’S 50TH ANNIVERSARY 


Advertising Age, January 14, 19 


survey in 30 colleges can be us 
as a yardstick. 

W. B. Bradbury Company, rep e 
sentative of college magazines, c n 
ducted the poll, which included * 3 
men and 5 women. 

Hight students did not answer | 
question, “Do you believe in braid 
advertising.” Of the remaind:r, 
87.9% said “yes,” 12.1% replied “n«,’ 
Five students skipped “Do you b jy 
products by brand names,” but 
81.9% of the others said they do, a id 
18.1% said they do not. When ask 
about advertisers supporting colle 


magazines, nine failed to answer, 
one was undecided, 221 (90.6°.) 


“felt friendly,” and 2: 
“unfriendly.” 


(9%) Were 


Record Enrollment Seen 


The Bradbury company also sur 
veyed registrars of 29 colleges and 
universities, and reports that if esti 
mates obtained from 17 of these 
offices are correct, enrollment in 
1946-47 will be 2.3% greater than 
in 1940, or the highest college enro]] 
ment in history. Twelve registrars 
declined to make estimates. 

Prewar enrollment (1940) 


Mededdl 


of all 
29 colleges was 106,772, whereas it 
|} was 93,150, or 87.2% of the 1940 
| figure, in the fall of 1945. The col 
|leges report that 13.1% of the total 
present enrollment represents re 
turned service personnel—11,370 men 
and 803 women. The survey also dis 
closed that 6.6% of total present en 
| rollment represents the 6,138 mal 
| students now in Army, Navy or Ma 
|rine training programs. 

The survey shows that the averag 
| age of returned veterans enrolled is 
|23; about 65% served overseas a1 
average length of 19 months; about 
| 85% participate in regular student 
activities, and about 89% read thi 
college magazine. Eighty-one per 
| cent are using the G.I. Bill of Rights 
for college training. 


} —— 


‘Issues House Organ 
Station WTAG, Worcester, Mass 
has begun publication of the hous: 
organ, “Listen Here,” four-pages ii 
two-colors, for distribution to local 
business companies and agencies. 


Quakers Name Klein 


The American Friends Servic 
Committee (Quakers), through th 
Philip Klein Advertising Agency 


| Philadelphia, is using large-spac 
advertisements in metropolital 
dailies throughout the nation to ex 
| plain the war services rendered }) 
| the Quakers. 


As business turns from war « 
B peace, the instillation and main 

tenance of confidence betwee 
& seller and buyer are of paramoun 
= importance. Confidence in repre 
me sentations made concerning qua 
e ity and performance of goods fo: 
f tunately exists wherever busines 
f is conducted along sound line 


and intensified through the inde 
pendent sustained determinatior 
of quality that feature ETL ser 
ices. If the client chooses to mak 
public the results of such determ 
B nations, the process may becon 
certification. 


Brochure and pamphlet on certificatio 
supplied upon request. 


ELECTRICAL 
NG LABORATOR 


Such confidence may be confirme 4 
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an old world to a new era... 


The sun rising over the Western Pacific 
has already lighted half the globe. As our 
offices open, it is noon in New York, tea 
time in London. The different time period 
sets us apart... 

Distance, desert and the high Sierras 
put Middle West and East farther away 
than the map suggests... 

A geophysical freak, the Japan current, 
contradicts our latitude, levels our seasons, 
shapes and softens our modes of living... 

History started late here. Massachusetts 
is past its third centennial, California is 
still within its first. Our calendar opened 
with Sutter’s gold rather than Plymouth 
Rock. Native born great-grandfathers are 
a novelty. The past is still close, colorful. 


Iw this new land, we are Coast-conscious 
rather than townspeople or county set. 
Seattle and San Diego are more closely 
tied than Boston and Baltimore ever were. 
Distance conscious, we set more store 
by cars, planes, routes and highways. 
Future fond, our view is longer. Our local 
interests are intense, absorbing. Heirs of 
the last American frontier, we are apt to 
forget the earlier ones. The lotus is close 
at hand . . . and it is easy to live in our 
own locale, let slip the world outside. 

It is easy for a Pacific Coast newspaper, 
too, to do a communal job, to cover the 


regional scene, and never raise its sights 


beyond the Sierras, to fill in holes with 
wire service news. One Jap war headline 
always got more eyes than four pages on 
the fate of Europe, so why worry? ... 
Well, that’s the kind of a newspaper The 
Chronicle isn’t! 

While our newsroom is at Fifth and 
Mission, our news attitude is international. 
Not a chain paper, The Chronicle never 
benefits by tidbits from the family table or 
organization output .. . has more outside 
correspondents and space men than show 
on its tight pages today. Chronicle news 
coverage appears to best advantage on the 
business pages, and usually in sports. 


Ir there were such a thing as a citizen 
of the world, able to read English, we try 
to edit The Chronicle to satisfy him—not 
neglecting the local appetite and interests 
as well... Today no intelligent man can 
be only Californian, Western, or national, 
in his information and understanding. 
The Chronicle feels that it serves best its 
public by serving some of everything... 
And Californians who want to be widely 
aware and intelligently informed, read and 
respect The Chronicle. 

This “outside” attitude perhaps explains 
why The Chronicle gets more response for 
—and has the most—general advertising 
... Its other values as a medium can also be 
learned fromany Chronicle representative. 


—en Chronicle 


SAWYER, FERGUSON, WALKER Co., National Representatives 
New York, Chicago, Detroit, Atlanta, San Francisco 
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At the Lock and Keys... 


the colonial locksmith labored with diligence and dexterity, devised 
ingenious instruments “which warded off the wicked, the heinous 
homebreaker, and the midnight ruffian... were proof against 
picklocks and other mischievous persons... protect’d and preserv’d 
life and property against those of evil propensities . . . reliev d 
dread and alarum.. 


and assur’d sound sleep and safety to the 


inhabitants of the metropolis and the environs...” 


Lackine A syMBoL, the modern newspaper might adopt the lock 
and keys... for it locks out lies, libel, and license . . . bolts 
the door on dangerous doctrines, destructive demagogues, foreign 
fanatics ... stands as a bulwark against buncombe and sham... 
and is the key which springs global gates, lets everyone in on 
doings in Dakar or downtown, unlocks significances, opens the eyes 


to events, the mind to meanings, and the heart to humanity. 


‘To OPEN THE opulence of Philadelphia, the key is The Inquirer ie 


preferred by 975,000 families... and patently productive for 


the national advertiser. For proof, unlateh your Media Records. 


Che Philadelphia Anguirer 
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Evansville League 


Gets Cooperation 
of All Residents 


(Continued from Page 1) 


| 


this comparatively 
the league’s operations. With a host 


acetime job potential, organized | 
ie league and called on E. St. Elmo 
wis, famed “elder statesman” of 
e advertising and public relations | 
yisiness, to formulate an organiza- 


including 


| ports and 


ples of sound business operation. 


( 
munity’s 
ization 

designed to recruit new workers, to 
combat absenteeism, provide recogni- | a step. 


tion for individual workers and 


maintain worker morale, and to pro- 


employment figures and 


rends, interpretations of annual re- 


profits, new products, | mote home-front war efforts such as 
lwages, etc., coupled with simple | war bond sales, blood bank dona 
| presentations of fundamental princi- tions, community and war fund 


drives, ete. 

With a background of this nature, 
developed during eight years of ac 
tivity during which it had secured a 
remarkable degree of acceptance and 
respect from the community at large, 
Evansville Cooperative League 
was able to swing into the tough 
reconversion job in the late summer 
and fall of last year without losing 


Aids in War Work 


The beginning of the war ended 
quiet phase of 
ff new problems to face, the com-| the 

business-sponsored organ- 
moved in with advertising 


It faced a problem of considerable 
magnitude, since Evansville’s indus 
\try had mushroomed to undreamed 
of proportions during the war years, 
with a substantial proportion of the 


city’s war industry using labor 
which lived 20 or more miles from 
the citv, and very little likelihood 


| that all war-induced labor could be 
| employed in peacetime pursuits. 
Operating under the plan of the 
Committee for Economic Develop- 
ment. however, Evansvil'e industri 
alists and civie groups were among 
the first in the country to 
detailed study of employment 


make a 
and 


‘ 
business possibilities and 
with the four original members of 
the Evansville Cooperative League 
increased to 24—representing plants 
employing a majority of all the city’s 
industrial workers—-the league was 
ready to present the facts of the case 
to the city’s workers. employers and 
thought-stimulators, to the end that 
all might work together in the best 
interests of the entire community. 


post war, 


Mutual Understanding Sought 
John J. 


league as 


Larmer, who joined the 
director last yvear after 


serving us consulting director for 


m and plan, and to serve as di- | 
ctor until the league’s activities 
could be established on a firm foot- 


ing. 
Promotes Harmony 


In 1937 the labor situation was 
not much different than it has been 
recently. There was a wave of 
strikes, sometimes violent and de 
structive, and it is therefore not 
surprising that the initial purpose 
of the Evansville Cooperative League 
was to promote “industrial peace,” 
and to urge peaceful mediation of 
problems between management and 
workers, 


This purpose seems no different 
from the purposes of any of the 
numerous operations which have 


been organized from time to time by 
business men in other cities and in 
various associations. The thing that 
makes the Evansville operation un- 
usual is that its sponsors apparently 
realized from the that 
their object could not be to win an 
industrial war, but rather to pro 
real harmony in industrial 
relations by presenting factual ma 
terial which would 
sound, unbiased and sensible by all 
interested groups, including the gen- 
eral public. 


beginning 


mote 


be accepted as 


Urged Conciliation 


So the Evansville Cooperative 
League started out on a public in- 
formation and understanding cam 
paign, using every avenue of in 
formation, including advertising, to 
reach the working man, the general 
public, and—perhaps most important 
of all—not neglecting to sell its pro- 
gram of cordial understanding and 
fair dealing to other employers of 
labor in the area. 

Its first ads and literature stressed 
a “platform for industrial peace in 
Evansville,” pointing out that strikes 
worked a hardship on every one and 
that “this is the day of 
table.” 
sponsored 


the confer 
ence contests were 
to stimulate community- 
wide interest in industrial problems, 
facts were presented and discussed ; 
ind, while the league 
modest credit for its 
direction, an indication of its 
effective work lies in the fact that 
during the past eight years Evans 
ville has had one of the best records 
in the country for industrial 
nd harmony. 


Essay 


takes only 


activities in 
this 


peace 


Only Facts Wanted 


Much of the credit for the league's 


lecess goes to the companies which | 


uunded it, including Servel, 
unbeam Electric Mfg. Company, 
nd Hoosier Lamp and Stamping 
ompany. Equally as much belongs 
» KB. St. 
fe of 


Ine., 


living a 
ease in St 


Elmo Lewis, now 
well-deserved 
‘etersburg, but still 
onsultant to the league. 

Mr. Lewis, with 
1¢ sponsors, laid down the principle 
iat all should 
self to without any 

argument or propaganda. As the 
py put it, the 
ace “essential truths” 


serving as a 
the approval of 
advertising confine 
facts, vestige 
objective wis 0 
in the hands 
local These facts 
ere incontrovertible, and 


every resident 
interpre 
ition was left to the individual 
ader. 

By 1939 conditions had changed to 
that the “industrial 
ice’ theme was dropped, and until 
Harbor the efforts 
ere concentrated on advertising 
efforts pre 
enting facts about local industries, 


ich an extent 


league's 


d other informative 
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A. Robert Snyder Company and 


supervisor of information for Stand- | 


ard Register Company, both of Day- 
ton, O., pointed out that “reconver- 
sion is the No. 1 community problem 
today. Therefore, the initial objec- 
tive of the league is unite all 
forces in the community in a spirit 
of mutual faith, understanding and 
cooperation to accomplish reconver- 


to 


sion in the shortest possible time, 
with a minimum of difficulty and 
delay.” 

“It is our firm belief,’ he says, 


“that cooperation must be based on 
mutual understanding of the prob- 
lem and agreement on fundamental 
responsibilities of all the people con- 
cerned, 

“Consequently. our first step was 


the formulation of a ‘Platform for 
Reconversion.’ setting forth the 


responsibilities of 


mere expression of 
it concrete 


is not a 


form 


pious thoughts ; is 


and | individuals, 


number of 
merchants, 


and a 
banks, 


of Commerce 
and 


ber 


hard-boiled, and actually demands | professional and civic groups fol- | 
positive actiou and cooperation from | lowed along in good order.” 


elements involved. (The 
published in complete 
accompanying illustra- 


all three 
platform 
tert 

tion. ) 


is 
in the 
Gets Quick Approval 


“Our next 


Recognizing that most people 
would agree with the platform, but 
that it would mean little to them or 


|to the community unless it were im- 


plemented, the Evansville Coopera- 
tive League kept discussion of the 


was to publicize the} subject alive for months by seeking 


platform via newspaper, radio and|comments and suggestions and pay- | 
direct mail advertising, and by letter | ing $2 for each letter published, and 
| addressed to civie organizations, and 


through individual meetings and ads | 
addressed to the general public to | portunity to ask specific questions 
}about what was being done. 


get written approval and endorse- 
ment of the platform by all groups 
and by the public. 

“Approval of the platform 


quick. It had scarcely been 


was 


an- | from 


by sponsoring a radio program on 
which the public was given an op- 


Plan Expanded Activities 


of about 
business, 


A panel 


local 


nounced when it was formally ap-| management, financial, sales, produc- 


management,| proved by the Central Labor Union, | tion, personnel and other divisions of 


workers and the public. This plat- two industrial companies, the Cham- | industry was formed, with four men 


30 executives | pects 
representing 


to appear as the question-answerers 
on each broadcast. 

Having achieved initial publicity 
and discussion for the reconversion 
platform, the league is now swinging 
into an integrated campaign which 
includes the following: 

Speakers bureau — organized and 


booked by the league to give talks | 


at luncheon clubs, civic, church and 
business organizations on individual 
problems connected with reconver- 
and to action on 
problem. An effort is being made to 
get each group to take over one par- 
ticular problem and do 
about it. 

Project development—from public 
letters and comment, the league ex- 
to get specific, constructive 
reconversion project ideas, 


sion, stress 


plicable facts and figures and ask 
|some local group to take over. 


J. F. Donahue, V.P. 
The Lamson & Sessions Co. 
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ing, returns were “better than ever before.” 


“When a reader has finished perusing one of our 
advertisements he has been provided with some useful 
(to him) information that he can apply to his job,” Mr. 
Donahue said, adding, “and that, we take it, is the true 


function 
other time 


praises of one’s products.”’ 


Lamson & Sessions’ experience is not unique, by any 


that they 
must reward the reader with helpful information if 


means. More and 


they expect him to read and continue 


advertising. 
Use selling 

discuss your ] 

mind 


help. 


Finding out what readers’ problems are before you 


write is the | 


more 


copy, of course. 
rroduct 


giving specifi 


advertisers realize 


to 


with the 


useable facts on 


a business paper 
advertiser. And it is no new experience for Mr. Donahue 
to receive a worthwhile response to his copy. But when 
he offered tangible, useful information in his advertis- 


. of business paper advertising now or any 


read their 


But like a good salesman. 
prospect’s problems in 


how you can 


asis Of really productive copy. As a guid 


to field calls that get results, The Associated Business 


“A few years ago we decided to do in print 
what we had been doing so long in personal selling... 


WORKS: 


formation can bring substantial returns to them. ABP 
will be happy to send a copy free, on request. 

“We figure that the customer may gain a feeling of 
confidence in us by our being useful to him,” 


a 


Mr. 


Donahue commented. It’s a sound and proved view- 


dollar in 1946. 


, to inform the reader rather than to sing the 


AbP 


association 
devoted to 


A national 
tions 


&e 


Name 


Company 


Papers has recently published “Hit the Road—for Bette1 “te or Function 

Yen ” Addres 
Business Paper Advertising . . a booklet that tells - ‘ 
advertising men how, where and why digging for in 


ASSOCIATED 
BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 


of 

increasing 

to their subscribers and helping advertisers 

‘ta bigger return on their 

Please send me a free copy of “HIT THE ROAD” 
for Better Business Paper Advertising 


ABP’s Business is to Boost Your Business 


point, and one that will pay off doubly in the important 
competitive days ahead. The publisher members of 
ABP urge that you send for “Hit the Road”... for a 
greater return from your business paper advertising 


business publica 


their usefulness 


investment. 


ee 


that | 


something 


after | 
which it will help assemble the ap- | 
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TO KEEP OUR WORKERS AND FACTORIE 
BUSY THROUGH CO-OPERATION... . 


A Platform tor Reconversio 


“Management, Workers and Public Are Asked 
Te Support This Platform for Reconversion” 


¢ 
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| EVANSVILLE CO-OPERATIVE LEAGUE | 


TAKES A VOTE—One of the League's 

recent full-page newspaper ads, em- 

bodying a contest for letters comment- 
ing on the platform. 


idvertisements following § th 
“introductory” campaign, leagu 
messages are being devoted to de 


veloping understanding of industry's 
reconversion problems, plans made 
investment in the future, sales op 
portunities and jobs which can re 
sult, and explanations of industry's 
attitudes and actions on jobs, wages, 
security, working conditions, etc. 

Publication—a twice-monthly pub 
lication, dealing with fundamental 
business principles, histories, 
|reviews of local reconversion news 
ete., will be given broad distribution 

Booklets—One in the works on 
“What Cooperation Can Do for 
Evansville Prosperity,” which shows 
that all the inhabitants of the com 
munity have a mutual interest in 
and responsibility for high industrial 
activity. It asserts that the interests 
of management, workers, stockhold 
/ers and the public are basically the 
and that all must be fairly 
treated if permanent benefits are to 
accrue to any. 


case 


same, 


Committee Directs Work 


A series of additional booklets is 
also planned, each going into a de 
|tailed discussion of a single subject 
such as jobs, wages, security, stand 
ards of living, industry’s importance 
to the community, ete. 

The executive committee directing 
all of this activity for the Evansvill 
Cooperative League includes Thomas 
J. Morton Jr., president of Hoosier 
Cardinal Corporation, chairman 
Louis Ruthenburg, president, Serve! 
Inc.; Arthur J. Lowell, executive 
vice-president, and J. Henry Schro 
der, vice-president, Seeger-Sunbeam 
Corporation; Walter W. Noelting 
president, Faultless Caster Cor 
pany: A. A. Brentano, president! 
Keller-Crescent Company; Norm: 
J. Kniese, secretary, Evansville Ma 
ufacturers and Employers 
tion; Rudolph Schnackenburg, trea 
urer, and Lyman Hill, sales resear 
director of Servel, Inc. 


Associ 


How Cost is Met 


Appropriations for activities 

the league have ranged from $10,0' 
to $40,000 annually, including sala 
equipment, supplies 
during eight 
Funds are collected 


ies, and ¢ 


penses, its years 


existence. on 
per employe basis, with rates ral 
from $1 to $2.50 per year p 
employe, depending on the curré 
expenditure budget. Because of fll 


tuations in employment, the asse 


ment base is adjusted every 
months 

The league is currently operati 
on an extremely detailed “progr: 


of action” which outlines the obj 
tives to be accomplished, the strate 
to be used, the groups to be reache 
and precise methods of implementi 
the so that | 


nothing is le 
random choice 


program, 
to chance or 
This program like 
other sales program, and it is int 
the in wh 
the “market” has been broken do\ 


is set 


up 


esting to note manner 


into the various segments to 
reached : 

1. The “basic market,” which 
cludes all workers employed 
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\dvertising Age, 


IN HARTFORD—One of a series of 40 

ads sponsored by industrial organiza- 

tions in Hartford, Conn., in coopera- 

tion with the CED, to show how local 

businesses will emerge from the condi- 
tions of war. 


Evansville industrial and 
cial businesses, 

2. The 
is the group 
‘luding farmers, professional men 
and small business men, “which de- 
pends for its income and livelihood 
directly upon the prosperity of the 
‘basic market.’ ”’ 

3. “Direct influences” 
including foremen and 
educators, clergy, ete., 


the group, 
supervisors, 
who have 
lirect contact with and personal in- 
terest in the welfare of the workers. 

t. “Indirect influences”—all sorts 
of civic, social, fraternal, patriotic 
and other organizations. 

5. The “long range” 
ncludes students and 


various youth organizations. 


” 


commer- | 


“secondary market,” which 
of self-employed, in- | 


market, which | 
members of 


6. The “rule makers,” who con- | 
sist of local, state and national | 
ifficials. 

7. The “condition makers,” who | 
ire other manufacturers in the | 
Evansville and surrounding terri- 


tories who employ substantial num- 
ers of people and are responsible 
for working conditions and indus- 
trial relations policies. 


Sauce for Gander 


It is interesting to note, in con- 
uection with this last group, that 
he league believes that “community- 


vide acceptance of business ideals, 
principles, methods, procedures and 
eadership will rise only as the com- 
nunity-wide level of performance by 
usiness is raised.” 

While the operations of the Evans- 
ville Cooperative League may not 
represent a complete blue print for 
similar activities in other communi- 
ties, the length of time the league 
las been in operation, and 
a uught which has been given to its 


the | 


ictions and objectives, certainly | 
ike it a remarkably good source 
other communities which could 


7 


similar plans to excellent pur- 


ce. 
Get Started First 


{n discussing this point, Mr. 
r, the league’s director, points out 
t “the main thing is to get started. 
Miny factors which look like major 
iculties fade out of the picture 
e the program is under way in 
hands of capable people. 
There is a common belief that the 
dest group to org 


ranize for 
rt is business men, and there is 
this belief. But 
one group that urgently needs to 


e substance to 


united today is the business 
lers, 

It is a reflection on the great 
ority of business men that they 
e it to a relatively few progres 


launch, maintain 
checks for programs 
Many are afraid to 
necks out.’ Usually it is 
and medium-size com 

hold back. Yet they 
most to gain and invest- 


executives to 
write the 
this. 
k their 
smaller 
ies which 
e the 


nh as 


Lar- | 


united | 


ments would be relatively 
anyone does 
is the bigge 
stantly in the limelight. 


Product That Deserves Promotion 

“This is no time for 
and theories by silence. 
should 
questions 


whole future of the 
doing business, Certainly it is a good 


gressive promotion.” 


‘stick his agers rs | How Hartford 


r company which is con- | 


PlanDeveloped 


Jan. 10, Al- 
information pro- 


on industrial outlook and plans, and 
similar operations are now in ex- 
istence or planned by numerous 
other communities. 

Following a CED study here of 
postwar employment and sales possi- 
bilities for a number of local indus- 


series of 24 half-page 
three times weekly, under 
mon heading, “Greater 
Postwar Prospects.” Each 


Hartford, Conn., 


though the public was to be 


The series quickly 


appeasement 


agreement to false ideas| gram which has been in operation | tries, the Hartford Courant sug 
All business | here for some months is widely dif-| gested to B. Franklin Coulter, vice- | momentum, however, that 
make themselves heard | ferent in conception and sponsorship | president of Colt’s Patent Fire Arms inal 24 ads lengthened 


Mfg. Company, and CED community 
chairman, the wisdom of presenting 
some of the facts to the public via a 


which may affect the 


American way of 


from the highly integrated program 
operated in Evansville by that city’s 
cooperative league, results here have 
that deserves the most ag-| already demonstrated the value of 
| keeping the general public informed 


same idea for banks, 
series of advertisements. 


The original plans called for a 
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IMGMYTES OF AMERICA'S BEST 
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For 


have been examining the reading habits of their best charge- 


many months now America’s better department stores magazine, with the occasional exceptions of multimillion- 


cireulation Life and Saturday Evening Post.* 


account customers—the kind of people who are your own best These reports from department stores tie right in with evidence 


customers too. from auto dealers and travel agents, grocers and druggists. 


after Fact Finders hotel managers and building contractors. Top markets for all 


(Associates Inc. to thousands of better patrons (selected in each 


In city city, questionnaires sent by 


kinds of consumer goods and services vote TIME tops. 


case by the store itself) have come up with the same answers: For ‘Time's circulation blankets a million and a quarter 


These quantity-and-quality buying customers say TIME is families whose incomes run a good $3,000 a year higher 
. . ° + . ° r . . ° « sa =“ 
their first choice of all tiie magazines they read—and than the average U.S. family’s. Vime readers buy better and 
more of them read (IM. regularly than read any other more frequently for themselves, set the living and buying 


standards for millions of other American households. 


*Adless Reader's Digest excluded 


A Great Consumer Magazine 
offering you more than a million and a quarter 
famihes who are Americas Best Customers 


NEW YORK . ° STON e PH ADELPHIA . EVELANEI . 


ADVERTISING DETROIT . SAWN FRAWN( 


ads appearing 
Hartford's 


discuss the postwar plans and pros- 
pects of a particular company, 
paid for by that company. 
gathered so much 


whereupon the manufacturing series 
was stopped in order to carry on the 
retail 
and other groups in the community 
which wanted to join the procession 
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of organizations telling the public of 
their peacetime plans, 


Ads Are Factual 


“We decided on a news treatment 
in each ad and sent a reporter to 
each participating manufacturer to 
do the actual work of collecting the 
facts and writing the ex- 
plains Edward J. Brown, public rela- 
tions manager of the Hartford 
Courant. “The reporter decided what 
pictures were necessary to illustrate 
the facts and where pictures were 
not available, we one of our 
staff photographers to the plant to 
take them. After the reporter wrote 
the story and the headings, the lay- 
out was submitted to the manufac- 
turer for approval. 

“The reception to this set-up was 


stories,” 


sent 


| 


| 
| 


| 


| 


and facile operation of the “Hart- 
ford plan” resulted in the designa- 
tion of the Newspaper Advertising 
Executives Association as a CED 


the function 


‘Unseen Friend’ 


Nickel Theme 


action and advisory committee, with | 
of stimulating similar | 


Started in ‘4] 


plant-city advertising in other areas | 


throughout the country. 


Women Sponsor Course 
For the 19th consecutive year, the 

Philadelphia Club of Advertising 

Women is holding an introductory 


advertising course for women. This | 


year the course will consist of Mon- 
day classes for 18 weeks at the 
Central Y. M. C. A. 


OPA Order | 


Consolidated Water Power & 


amazingly good. Dealing in facts,| Paper Company, Wisconsin Rapids, 


rather than opinion or theory, here 


Wis., has obtained a_ reversal, 


was an easy meeting of the minds| through the U. 8S. Emergency Court 
because we had created and were|of Appeals, of an OPA order estab- 


porforming a service which the man- 

ufacturers needed and wanted.” 
Inauguration of the series in Hart- 

ford soon attracted attention 


efforts were 
addition, the 


that similar 
elsewhere. In 


lishing maximum prices on the com- 
pany’s book papers on a different 
basis from that used in fixing prices 


in of glossy coated white papers of the 
neighboring cities, with the result} same quality made by competitors | 
launched | through 
simple | process. 


a different manufacturing 


New York, Jan. 9.—International 
| Nickel Company began the postwar 
|planning for its current promotion 
of “Nickel—Your Unseen Friend” in 
1941, with the assignment of all its 
salesmen to a “basic market research 
job” during the war. 

To sell and advertise its 
material, which only reaches 
consumer in other products, the 
company is emphasizing customer 
services in connection with its ad- 
vertising campaign. 


raw 
the 


in 50 dailies, 
with the farm paper list narrowed 
down to cover six national farm 
publications. Collier’s and The Sat- 
urday Evening Post have been added 
to the magazine list. All campaigns 
will feature the “Unseen Friend” 
theme. 

Robert C. Stanley, president of the 
| company, had all his salesmen work- 
ing throifghout the war on the com- 


campaign will run 


| potential user of nickel, 


This year, the 1,000-line newspaper | 


| quarters 


pilation of a card index listing every 
Each card 
Was analyzed individually in terms 
of postwar prospects. 

By the end of the war, Interna- 
tional Nickel was all ready to roll 
With its advertising and sales promo- 
tion program keyed customer 
needs, and with an accurate estimate 
of just what was needed, where and 
how much. 

In addition 


to 


to national advertis 


ing, the company’s promotion offers | 
nickel users research and marketing | 


assistance, use of Inco motion pic- 
tures featuring the customer’s prod- 
uct, business paper advertising fea- 
turing customers’ products, direct 
mail and publicity service, and as- 
sistance in advertising services. 

Marschalk & Pratt, New York, is 
the agency. 


To Sponsor Gift Show 
The Los Angeles Chamber of Com- 
will the 22nd semi- 
California Gift and Art 


merce 
annual 


sponsor 


| Show, Jan. 20-25, and the first Cali- 


27-29. 


Head- 
will be at 


fornia Toy Fair, Jan. 
for both fairs 
the Alexandria Hotel. 


What the name 
Levelcoat 


means to you 


To printers, advertisers and other buyers of printing paper, 


**Levelcoat” is the identification of Kimberly-Clark’s complete 


line of fine papers. But more than that, it is the assurance of 


uniform, sterling quality. 


For if you have ever visited the Kimberly-Clark mills, 


you know that every shipment bearing the Levelcoat label 


has been thoroughly tested and approved. Exacting scientific 


controls, as continuous as the manufacturing process itself, 


rigidly maintains a standard of unexcelled quality. The smooth- 


Thus, “Leveleoat” is more than a name... 


ness, the brightness, the printability achieved through research 


and experiment is present in every run of Levelcoat. 


it is the sym- 


bol of Kimberly-Clark integrity. It is a promise of the finest 


in printing paper. 


a KIMBERLY 


CLARK 


CORPORATION 


NEENAH, 


. 
RADE 
WARE 


C 


WISCONSIN 


- “hig 
eer 


PRY 


evelcoal” 
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: 
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A PRODUCT OF 
Kimberly 
Clark | 


RESEARCH 


| 
| 
| 


PRINTING PAPERS = 
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Michigan Prison’s 
School Provides 
Full Ad Course 


Mich. 


completely 


11. — @) 1e 
equipped 


Jackson, Jan, 


'of the most 


schools for students of advertisi 


~ 


and one offering an exceptiona'|) 


wide range of study of advertising 
subjects is now in its eighth yeu 
here—in the State Prison of South- 
ern Michigan, 

of the 
which 


Originally part prison’s 


commercial school, provided 
only a few textbooks on advertising 
the program has rapidly expanded in 
the past five years to cover a wide 
range of subjects, and present facili 
classroom 


include a large in 


which a “lifesize,” 6x10x4-foot win- 


ties 


dow stage has been constructed to 
permit setting up of window dis 
plays. 


The course has been divided into 
two parts general advertising 
classes and a window display Class 
General advertising includes instruc 
tion in the fundamentals of advertis 
ing, layout work, principles of copy 
and copy writing. Lettering, show 
ecard and other illustration work 
brief study of radio, campaign pro 
grams, sales letters and follow-ups 
are also studied in 
tary and two advanced 


the one eleme! 


classes 
Teach Display Techniques 


The window display class studies 
fundamentals of display, principles 
lof design, window construction, and 
theory and use of color in displa: 
Under the direction of S. T. Riffle 
and an assistant instructor, students 
work with and dealer aids 
dummy cartons and products gene! 
ously supplied by various manufa 
turers. Window displays are set u 
in professional form. 

With the exception of actual prod 
uct displays, the material used 
all created by the students. Lack 
some display material not readil 
available in the prison said 
| tend to create originality 


sales 


is 


and inve 


tiveness. Many window, table an 
counter displays have been used 
with good effect by local merchants 


whose contact with the students has 
proved to be an incentive and 
practical aid in the students’ trai! 
ing. 


Students Make Good 


the 
here 


advertising 
report, hat 
of thell 


world. | 


Graduates of 
officials 
frequently made use 
training in the “outside” 
is known that graduates include on 
student now submitting professio! 
ally to a large eastern agency: 
other writing copy for cartoon 
vertisements: another writing 1 
another designing wil 
displays for large departni 
store, and others. 


course, 


good 


COpy - 
a 


* The one magazine covering pr 
itable Diesel equipment marke 
thoroughly from top to bottor 


Edited and Published by REX W. WAD 


NEW YOan 19 
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The Hearst Newspapers 


have always believed in keeping 


AMERICA PREPARED 


HI 


In TT HH tT 
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New York American, August 6, 1926 


**Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, there- 
fore, is not to enquire whether a thing can be 
done, but whether it ought to be done, and 
if it ought to be done, to so exert the forces 
of publicity that public opinion will compel 


it to be done.”’ 


(VA AK 


in 1898 the Hearst Newspapers called for a mighty 


navy for the United States. 


. 
In 1903 the Hearst Newspapers saw their proposal 
for an Isthmian canal approved despite powerful op- 
position when our government signed a treaty with 


Panama. 


In 1910 the Hearst Newspapers predicted that air 
power would determine military and naval victory in 


future wars. 


In M7 the Hearst Newspapers came out for univer- 
sal military service as “the only effective system... 


the only democratic system.” 


In 1928 the Hearst Newspapers called for a great 


fleet of submarines as well as swarms of planes. 


6 ; ~~ 
In 1932 the Hearst Newspapers demanded military 
control of the Hawaiian Islands to make them a 


genuine defense base for America against Japan. 


ds : 
In 1935 the Hearst Newspapers called our budget of 
$13,000,000 for air defense “hopelessly inadequate.” 


In 1941 the Hearst Newspapers were still calling for 
more planes, more ships, more bases when death sud- 


denly rained from the skies at Pearl Harbor. 


In 1945 the Hearst Newspapers re-published edi- 
torials written by William Randolph Hearst in 1940 


urging universal military training. 
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Survey Discloses | 
Farmer Will Spend 
$1,000 by 1948 | Although interviewers found more 


| interest in new things for the home, 

Manhattan, Kan.. Jan. 8.—The| farmers expressed desire for much 
average Kansas farmer plans to| Power machinery to replace worn- 
spend about $1,000 in the next two | out equipment. Farmers, the study 
years for household and farm equip- | Teports, lack interest in new tractors, 
ment, results of a recent survey by | preferring all-purpose machines. 
of Kansas| Only one farmer in eight wants a 


Most Will Pay Cash 


the extension service f 
State College indicate. Tabulations | Combine, and of those who do, the 


desire is for all-purpose combines. 
Of those planning purchases, two- 


were based on interviews with 6,984 | 
of Kansa:’ 156,327 farmers. 

The survey shows that one-fourth 
of Kansas farmers now have electri- | Tent earnings or bank savings and 
fied homes, and by 1948 one-half of | only 6% expect to make installment 
the farms will be electrified. Replies purchases, the college reports. 
also foreshadow purchase of 30,000 


electric refrigerators and 20,000 

electric washing machines within 

two years. Other much-desired house- Perfex Tells Plans 

hold appliances include electric| The Perfex Company, Omaha and 


pumps, linoleum for kitchen and| Shenandoah, Ia., maker of Perfex 
bathroom, kitchen cabinets, new fur-| concentrated cleaner, throughout 
niture, and rugs. About $3.000,000 | 1946 will 28 newspapers and 
will be spent for farm plumbing and | farm publications and 43 radio sta- 


use 


sewer lines, the study indicates. | tions in the Midwest, through Buch- 
About $4,000,000 will be spent in| anan-Thomas Advertising Company, 
painting, and heating will be in-| Omaha. 


thirds expect to pay cash from cur- 


Einstein, DeForest, Kerr, etc., to 
| pioneer in the electrical arts. 
Critics of this midwestern radio | 


| stalled in approximately 9,000 homes, | T 
the college reports. apt y . ew 
. 


Video a ‘Must’ 
for the Curious 


Chicago, Jan. 9.—In his opening 
chapter in “Television, the Eyes of 
Tomorrow,” Capt. William C. Eddy 
tells how fortunate it is that there 
were such men as Hertz, Hallwachs, 


expert’s latest book might add how 
fortunate for television that such 
men as Bill Eddy happened along. 
Prentice-Hall, publisher of the new 
Eddy opus (3.75), says of him: “The 
author has been variously known 
as ‘The Wizard of Gadgetry’, ‘Radar 
Genius’ and ‘Simplicity’s Godchild.’ ” 
These appellations are based on the 


} 
} 
| 


| later. 


many pursuits of the dynamic An- | 


napolis graduate. 
As one of the youngest officers ever 
to qualify fer command of a sub- 


marine, Capt. Eddy was even then 
inventing gadgets which he turned 
over to the Navy as fast as he de- 


vised them. Retired from the Navy | 


because of deafness (he now hears 
through his teeth by means of a 
tiny amplifying unit set in his pipe), 
Capt. Eddy continued his inventions, 
along with art work and cartooning 
for several major advertisers, in- 
cluding Minneapolis-Honeywell. He 
still does cartoon calendars for the 
Honeywell people. 

Introduced to television by Philo 
Farnsworth in 1934, he became chief 
of video effects for NBC three years 
With NBC he produced a 
talking frog that will wink, catch 
flies or go to sleep; a handkerchicf 
that will speak or show pain, and 
other various animated characters 
and gimmicks. In a more serious 
vein he produced more than 100 in- 
ventions which are important devel- 


Advertising Age, January 14, 1! 4) 


year later WBKB was rated thir 
in the nation, topped only by ‘he 
television operations of NBC ani 
CBS. When war came, he went 
Washington and argued until he 20; 
authorization to organize the schcol 
that turned out the Navy’s unex. 
celled radio and radar technicians 

Now Capt. Eddy has one of th 


greatest reservoirs of skilled traces. 
men in the world — 100,000 Nayy 


radar men. 

Some of these men are the nucley 
of the present Eddy training schoo! 
for television directors. While jt 
depends on the aptitude of the in. 
dividual men to determine the length 
of training, Capt. Eddy says the 
course is much more difficult to mas 
ter than radio production. A nun. 
ber of girls, he pointed out, use 
for this work during the war, will be 
| way ahead of the game when video's 
| acceptance is full blown. 


opments in television lighting and | 


broadcasting. 
Builds WBKB 


In 1940 he was called to Chicago 
by Paramount to build television 
station WBKB, where he is now. A 


A distributor of California wines used 20 
package stores in the New York metropolitan 
area to test a new carton container. Promi- 
nent displays of the carton, bottle and accom- 


panying.displays were installed in: each test 
outlet. 


eo) Sa, 
PACH 


@ Displays resulted in an. average increase 
in the 20 test stores of 139% on the wine 
displayed. 


All wine sales in the test stores. showed 
an average increase of 19%. 


» One dealer reported that, during the test 
period of the display, he sold more wine 
of all brands than during the whole pre- 
vious year. 


(Data from Fact Report published by Point of Purchase 
Advertising Institute, Inc.) 
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— ADVERTISING 


Tudispensable 
FOR THE PRODUCT THAT IS 
SOLD IN RETAIL STORES! 


“P.O.P.” advertising is the most efficient and 
profitable advertising medium for the manu- 
facturer of consumer products. It secures the 
dealer’s good will to a greater degree than 
any other medium because it does more for 
him in creating actual sales. It is at the very 
point where sales are made, with the mer- 
chandise at hand, when it exerts its fullest 
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ARVEY CORPORATION 


WORLD’S LARGEST MOUNTERS AND FINISHERS OF ADVERTISING DISPLAYS 
JERSEY CITY 
INSIST ON ARVEY QUALITY 


Sees No Financial Problem 


As for acceptance of television 
Capt. Eddy told ADVERTISING Agr 
that it is the duty of those in vide 
production to improve the quality 
“and the quantity will soon follow.” 

Discussing the economic aspects 
|of video in his book, Capt. Edd; 
Says: 
| “Intent on employing the mos 
effective media for selling his wares 
| the advertiser will certainly look 
| with interest on the new possibili- 
ties that television will open up t 
his sales engineers. The success of 
the experimental merchandising pro- 
grams that have already used both 
sight and sound attest to the fact 
| that this interest is not misplaced. 
| “Whatever the reason for his ex- 
perimental entrance into television 
it is bound to affect the apportion- 
ment of his advertising dollar among 
other media that he had previously 
}employed in selling his wares,” 


Same System at Work 


Capt. Eddy believes that much 
the same system of supporting radi 
will be used to pay for televisior 
'and he declares, “The public sti! 
-holds final and absolute power in 
determining how the facilities shall 
| be used.” In other words, poor pro- 
gramming is reflected in a drop in 
'sales of the sponsors product, and 
changes are in order. 

Capt. Eddy says the cost of adver 
tising is not directly chargeable t 
the consumer, since it creates 4 
national rather than a local deman! 
enabling the manufacturer to us 
mass production and _ distributir 
methods with an attendant redu 
tion in his selling prices. 


Has Twice as Much Appeal 
| “It is, therefore, logical to pr 
dict that the advertising agenci 
will continue to pick up the chi 
and pay for the production budg 
| of television in much the same wa 
they do now in radio. If th 
price of utilization of radio is hig! 
er than that of other media, t! 
value and return obtained mus’ | 
correspondingly higher.” 

Capt Eddy is convinced that ‘el 
| vision has twice the selling power | 
radio. If its programming cath 
up to the technical advances it bi 
made under such pioneers as ‘ 
Eddy, it may far surpass other 
dia in public appeal and comonel 
cial utilization, he says. 


as 


“Television, the Eyes of T¢ 
row,” traces the history of 
vision, outlines its problems 


describes its future in simple, 
— phrases, 


Forster Joins Ekco 


Henry C. Forster, with 43 
gomery Ward & Co., for 25 3 
the past two manager ol 
housewares division, has res 
to join the executive staff of 
Products Chicago. 
Slattery, previously assistant t 
Forster, will him, a! 
Leonard will assume buying ‘ 
for the housewares departmen! 
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Painted for McCall's by Walter Klett 
uth 


- SHE makes the dress 


¢ (4 ~=Man contributes his skill to create a piece The mind of a woman can best be the women in more than 3.500.000 


of cloth. Woman employs her skill to reached through a magazine that thinks homes every month turn to McCall's as a 


od make of this piece of cloth a finished as women think. source of information and guidance. 


athe varment. 


thi McCall’s Understands 


That is why the manufacturer and th> 


Cay How different are the skills involved 


here, and how different the interests each 
brings to the task! 

Out of these differences in abilities and 
viewpoints — symbolized in the weaving 
of the cloth and the cutting of it — arise 
essential differences in the reading habits 


and ways of thinking of men and women. 


The Minds of Women 


Through continuous research con- 
ducted in the actual homes of MeCall’s 
readers. MeCall’s editors sharpen their 
understanding of what women think and 
want and dream. This keener understand- 


ing is reflected in the interest with which 


merchant both find that their best in- 
formed and most responsive customer is 


the woman who reads MeCall’s. 


MM 


THREE MAGAZINES IN ONE 
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Automatic Appoints 

The Automatic Transportation 
Company, a division of the Yale & 
Towne Mfg. Company, has appointed 
News Associates, Chicago, as pub- 
licity and public relations counsel. 
Automatic, a Chicago manufacturer 
of electric materials handling equip- 
ment, recently appointed Ruthrauff 
& Ryan as its agency. 


Cleaner Makers Elect 

Bret C. Neece, vice-president, 
Landers, Frary & Clark, New Bri- 
tain, Conn., has been elected presi- 
dent of the Vacuum Cleaner Manu- 
facturers Association. Alfred E. 
Norris, president, Regina Corpora- 
tion, Rahway, N. J., is the new vice- 


president, and C. G. Frantz, presi- | 


dent, Apex Electrical Mfg. Company, 
Cleveland, secretary-treasurer. 


| 


Fairbanks, Morse 
Book Emphasizes 
Executive Ability 


Chicago, Jan. 10.- Now in its 
115th year, Fairbanks, Morse & Co. 
has published a 100-page book. 


“Pioneers in Industry,” showing how 
the company’s growth has resulted 
primarily from the character of its 
| executives, whose inventiveness. 
| self-reliance and organizing ability 
have helped the nation overcome 
several depressions. 

The relates 


book how 


increasing sales by E. & TT. Fair- 
banks & Co. and its position as an 


important national distributor of | 


Thaddeus | 
Fairbanks’ invention of a superior | 
type of scale in 1830 led to rapidly 


various lines, 
Morse 
sidiary 


and how Charles H. 
a partner in a sub- 
distributing firm in 1865, 
directed purchase of windmill pump 
and railroad equipment manufactur- 
ing companies in order to protect 
sources of supply for his company, 
and as president and chairman of 
the board steered the company 
through depression and war periods 
until 1921. 


became 


Pioneered in Diesels 

Fairbanks, Morse’s pioneering in 
production of various types of diesel 
engines since 1912, ; 
in the field of diesel-powered loco- 
motive manufacturing are also de- 
tailed, 
quisition of Inland Utilities Com- 
pany, light and power utility in Kan- 
Colorado and New Mexico. 
Credit for the company’s expan- 


as 


Sas, 


2, and its entrance | 


is the organization’s ac-| 


sion in peacetime, for its contribu- 
tion to the winning of several wars, 
and for its willingness to finance 
those desiring to construct public 
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$620,000,000 Set 
as Canada’s Home 


and private utilities, ships, ete., is | 


given, in the handsomely illustrated 
book, to the first Mr. Morse; to the 
Fairbanks brothers; C. H. Morse, 


Jr., former president; to Robert H. | 
Morse, present head of the company, | 


and to other executives. 

“Today, when the economic system 
of America is being reviewed, and, 
by some groups, questioned,” writes 
Henry J. Barbour, manager of sales 
promotion and _ public relations, 
“Fairbanks, Morse & Co. offers the 
history of how one company, through 
private enterprise, vision, faith, self- 
reliance, inventiveness and organiz- 
ing ability, has served the economic 
interests and welfare of this nation 
| and the world.” 


It's a personal question os « WORy 


you can advertise profitably in any market, you must 


have the answer. And accurately. 


Fver since 1938, the New York Herald Tribune’s Con- 


But to know whether 


YEARLY INCOME: 


tinuing Home Study has been able to tell you, with scien- 


tific accuracy attested by repeated proof, the contents of 


our readers’ wallets—their living habits and routine 


money out-go, their thinking on prices and brands, and 


much other definitive information 


LESS THAN $2,000 ... 


$5,000 OR MORE... . 
$3,000 TO $5,000... .. 
$2,000 TO $3,000... .. 


NEW YORK 
MARKET 
1940* 


See 
ee 


Go right ahead! 


HERALD TRIBUNE 
FAMILIES 
1940 


. Se 
. ee 


. 41% 
. 36 


" estimates that ‘ 


a. * 
’ P ° York market are not available. A WP2 survey, “Family Income in Wartime, 

‘ ‘ , : > -rald 1944 figures on the New : 
ro 7 mpi We know that almost half the He 4 ovt of every 10 families in metropolitan counties in the U.S. had incomes of $3,000 or better in 1944—half the Herald 
Tribune families’ incomes are above $5,000... that 83°% ; Tribune ratio. 
have incomes over $3,000. (Of the 1940 New York Market 
families-as-a-whole, only 21°, earned $3,000 or more ~ _ ROR 
vearly.) We know the great bulk of Herald Tribune —_ 
family incomes 18 divided evenly between middle and ‘ 

{ate Cand WS 

upper brackets. But to know Herald Tribune families — Raeue THEN 

? lose ) detail ask to see the study. 


uf 


NEW YORK 


HERALD 


TRIBUNE 


CONT 


STUDY 


Equipment Market 


as 

Toronto, Jan. 8—Canadians ji 
tend to spend $620,000,000 for hous 
hold appliances, equipment and fu 
nishings when these products b 
come available, according to a sur 
vey undertaken by Canadian Facis 
Ltd. for Maclean-Hunter Publishing 
Company. 

Washing machines, mechanical re 
frigerators and cooking stoves, th: 
survey shows, represent nearly half 
the first choices of 84.2% of al] 
Canadian housewives ready to buy 
one or more appliance or home fu: 
nishing item. The report is based on 
interviews with 1,526 housewives 
The total volume of purchases indi 
~ated by first and second preferences 
|for new items alone amounts to 
$336,630,000. 


| Many Want Refrigerators 


Maclean-Hunter reports that pro 
| jections of the survey indicate that 
j}about 25% of Canada’s 2,500,000 
|families “would buy a mechanical 
refrigerator now, a potential market 
for 697,000 refrigerators and an es- 
| timated expenditure of $139,000,000.” 
Counting only first and _ second 
choices, 506,000 families will spend 
$101,200,000 for refrigerators. 

Other findings show immediate 
markets in Canada for 511,000 wash- 
ing machines, 408,000 cooking stoves, 
249,000 radios, 196,000 sewing ma 
chines, 186,000 vacuum cleaners, 
| 65,000 water heaters, 18,000 electri: 
|toasters, 106,000 heating stoves, 
93,000 electric mixers, 65,000 water 


heaters, 18,000 electric clocks and 
15,000 electric fans. 
The immediate market demand 


|}also includes purchase of pianos by 
| 48,000 families for $24,000,000; pur- 
lchase of living room furniture by 
191,000 families for $15,700,000: 
|purchase of bedroom furniture by 
| 186,000 families for $15,600,000; pur 
chase of dining room furniture by 
| 121,000 for $10,400,000; purchase of 
| floor coverings by 327,000 for $9,500,- 
| 000; purchase of mattresses by 143.- 
000 for $3,700,000 ; purchase of silver 
tableware by 88,000 for $3,100,000 
and purchase of $800,000 of Venetian 
blinds by 38,000 families. 


Hart Schatin er 
Booklet Advises 
Vets on Retailing 


Chicago, Jan. 9.—Hart, Schaffne1 
& Marx, maker of men’s and wom 
en’s clothing, has prepared a small 
booklet, titled “Opportunity in the 
Men’s Wear Business,” to inform 
ex-service men about the problems 
involved in running men’s weir 
store. 

First 
those 


a 


pointing out generally that 
entering the retail clothing 
business must have certain 
land managerial qualifications ai 
must know much about buying, s¢ 
ing, and advertising before opening 


f 


sal: 


|their own stores, the booklet ¢ 
| plains how much money should 
invested in merchandise, in st 


fixtures, in advertising, etc., assu 
ing an initial capital of $20,000 
a medium-size city. Methods of 
trolling operating expenses and 
regulating various expenses to ea 
|}other are explained, and those 

terested are warned to specialize 
nationally advertised brands 

clothing and furnishings. 


1% Ad Appropriation 


It that the advertising 
propriation be set at 4% of projec! 
vearly sales, 


urges 


to be spent as follow 
in 


newspapers (to be used cons 
ently), 2.25%: window § disp! 
0.75%; direct mail, 0.75% and 
other, 0.85%. The booklet avi 
against use in advertising of “sg 
gets such as pencils, calend: 
restaurant menus” or of motion ] 


ture slides or trailers 
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LW OUSTON.... 


... the South's Biggest Market 


Slop oul in 


THE CHRONICLE 


| 6p on 


FIRST IN 
HOUSTON 


IN CIRCULATION 
AND ADVERTISING 


) ‘ 
eT 
id . 5 i. 
1d 
te 
h 
a 


\| THEC CHRONICLE 
im AND REACH . FOR 33 
| MORE PEOPL Mae CONSECUTIVE 


if AND CREATE YEARS! 
a] MORE SALES... | 
ii THAN. pe pemees 
HOUSTON NEWSPAPER | 


The Houston Market is sold } | 
when your story is told § 
eee in The Chronicle 


R. W. McCARTHY THE BRANHAM COMPANY 
National Advertising Manager National Representatives 


Py In CIRCULATION and ADVERTISING for the 33rd CONSECUTIVE YEAR 
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Screen-test clinch with Walter Pidgeon was interrupted 
when Marie Hansen became more interested in what 
was going on behind the camera than in front of it. 
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When LIFE Photographer Marie Hansen went to 
Hollywood for LIFE, Joseph Pasternak insisted 
that she take a screen test as soon as he saw her. 

And Marie accepted . . . as soon as she found 
it wasn’t a gag. 

High point of the test was a clinch scene with 
Walter Pidgeon. In the middle of it, Marie Han- 
sen broke off to ask LIFE Photographer Peter 
Stackpole, who was taking stills of the event, 
if he got the picture. 


She was offered a contract, all right, but it 


didn’t tempt her too much. And she has kept 
right on making pictures for LIFE. 


Marie Hansen came to LIFE as a researcher 


... from Louisville’s Courier-Journal where she 
had been a photographer and roto editor. A few 
weeks away from the business end of a camera 
convinced her more than ever that she wanted 
to be a photographer. Given a two-month trial, 
she became a member of LIFE’s photographic 
staff in 1942. 


She first worked out of LIFE’s Chicago office, 


then went to Hollywood. And now Marie Han- 
sen is stationed in Washington, which she finds 
even more exciting than Hollywood . . . screen 


tests and all. 


Photographs by professionals such as Marie 
Hansen, who have an overwhelming interest in 
making the camera tell the real and interesting 
story, are one big reason for LIFE’s overwhelm- 
ing popularity. No other magazine in history 
ever had such a vast audience as LIFE’s 
22,000,000 weekly readers. 


ME We 


ZL) 
When “S. Hurok Presents,” audiences flock to the box office. In this photograph of the great 
impresario, Marie Hansen uses a typical S. Hurok poster as background for her interesting 


~ 

F camera character sketch portraying this master merchandiser of artistic talent. 
eI 

4 ‘ 
my 

= a! 

= wenator Tom Connally, back in Washington after the San Francisco United Nations Confer- 
§ Fee, passed out cigars to celebrate birth of the Charter. And Marie Hansen photographed 


im at his desk shuffling copies of his speech on the subject. 


il At 


= 


Javanese dancer, Devi Dja, caught by the camera of Marie Hansen in the barelegged dance 
of the “Garuda,” eagle in Java’s folklore. Here her dance symbolizes Garuda preening 
feathers before flight. 
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bath in this capti- : 
ig photograph by Marie Hansen. Hollywood kids were among Miss Hansen’s favorite » 


ll 


ects in the movie capital. 
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No. 2 


of a series bringing you the 
stories of Douglass Welch, 


Royal Brougham, Carlton Fit- 


chett, Bob Bermann, Fred 
Niendorff, Marion Stixrood 
and others. 


They Work For 
A Great 
N ewspaper! 
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NTELLIGENCERS BERNE JACOBSEN 
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International News Photo 


TO INTERVIEW FREE NORWAY 


Again the Seattle Post-Intelligencer has demonstrated its 
responsiveness to the desires of the people of the Seattle area 
as well as a continued alertness to news while it is news by 
sending an ace reporter to write an eye-witness “Report From 


Scandinavia.” 


As soon as military conditions permitted, Berne Jacobsen, 
veteran Post-Intelligencer newsman, was speeded to get the 
true story of free Norway directly from the lips of the people 
who suffered under the Nazi regime of tyranny. To many 
members of the Pacific Northwest’s large Scandinavian popu- 
lation, his dispatches were almost personal messages, because 
he purposely interviewed hundreds of relatives of Pacific 
Northwest residents, bringing the first words received from 


them during the war years. 


Mr. Jacobsen did not limit his observations to Norway 
alone. Flying the Atlantic, he landed in London and then 
took off for Sweden, from where he sent his first stories to this 


newspaper. Arriving in Norway ahead of any other civilian 


REPRESENTED NATIONALLY 


newsman representing a United States newspaper, his dispatches 
have been filled with the drama of a nation recovering its 
freedom. From Denmark, too, he dramatically pictured the 
wartime lives of many whose relatives reside in the Pacific 


Northwest . . . as well as the story of the nation itself. 


Such responsiveness to the people it serves has added 
many new readers to this newspaper’s skyrocketing circulation. 
This continuing effort to bring its readers the things they wan! 
and to work unceasingly for the good of the area it serves, has 
established the Post-Intelligencer as the newspaper whos 


influence is tops in Seattle and the Pacific Northwest. 
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Banks Moving in 
on Operations 


in Finance Field 


(Continued from Page 1) 


Morris’ American 
(Credit Corporation then took the 


rat’ War into the consumer field, | banks 
and announced a rate to the con- 

sumer on automobile payments of 

5% on the unpaid balance, or an 
average Of approximately 7% over 

the term of the contract. 

Indications are that all finance 
companies will meet the present 


AICC rate, 
Takes Case to Consumer 


jut rates to the consumer are not 
the only, or even—under present con- 
jitions—the major factor in the com- 
petition. 

Arthur Morris, who founded and 
headed Studebaker’s financing from 
1919 to 1929, intends to take his 
ase to the consumer. “National ad- 
rertising,” he has said, “will be 
employed to keep the public thor- 
ughly informed in every detail con- 
erning American Bank Credit oper- 


} 


ment of Justice seeking to divorce 
GMAC from General Motors. And 
the other finance companies 


a greater variety of paper postwar 


i'than they were before the war. 


And AICC will act as a national 


| service organization, collecting from 


the participating banks a fixed per- 
centage service charge on all paper. 

AICC will offer a package, too, 
according to Mr. Morris. “The Ameri- 


Installment | can Bank Credit Plan,” he said, “con- 


templates arranging for dealers and 
the most modern complete 
package to cover wholesale or floor 
plan financing. It likewise contem- 


| plates a streamlined package for the 


| 


ittions and how, when and where the | 


individual consumer can be_ pro- 
tected against racketeering or excess 
larges and unfair business prac- 


a 9 
ces. 


jut the consumer, in general, has 


not played an important role in 
vlecting the kind of financing on 


ither automobiles or appliances. He 
the article and the finance 
mpany buys the paper through 
rrangements with the dealer and 
r the manufacturer. 


lys 


Banks Getting Aggressive 


sjanks have been traditionally 
uservative in going after new busi- 
vess and in undertaking the kind of 
foor plan financing which is essen- 
ial to the automobile dealer. Now, 
however, they are equipping them- 
elves with aggressive personnel who 
have had extensive financing experi- 
nee. Morris, for example, has put 
eginald F. Given, who headed the 
ford division of Universal CIT, in 
irge of AICC operations. Other 
nk groups are picking men of 
‘milar background. 
In the field of automotive financ- 
yg. the banks are bucking the long- 
tanding manufacturer - dealer - 
ince company relations, whereby 
IMAC handled most of the General 
Motors paper, Universal most of 
Ford, and CCC of the inde 
yndents, 
In addition, the banks will have to 
ike attractive offers on dealers’ 
mmissions (called “dealer re- 
erves”), and on such finance com 
' services as bail bond, accident 
surance, emergency repair credit. 
fe insurance, towing and road serv 
and other advantages including 
‘kip tracer” and collection service. 


most 


Stresses “Package” Service 


As Arthur O. Dietz, president of 
iversal CIT, told the New Jersey 
tomotive Trade Association last 
h, “We do not believe that the 
tomer is going to be satisfied to 
an automobile from you; bor 
money from a bank; buy one 
of insurance from one agent 
another kind from another 

t; join a motor club to get road 
ig and emergency service; buy 

il bond from a surety organiza 
and depend upon his own judg 
and know-how in putting to 
r his own package of conveni 
when he can them all in 
package for money and a 
er responsibility all in 


get 
less 


one 


the finance company has 
selling first, national organiza 

second, special 
are indications, 
the company tie-ups are being 
further GMAC faces 
t in Chicago. with the Depart 


us, 


and services 
ere however. 


loosened 


retail financier that will protect the | 


member banks, the dealer, and, most | 
important of all, the consuming 
public.” 

Fire insurance, collision, breach of 
act, theft, public liability and prop- | 
erty damage coverage will all be 
included in the Morris package along | 


with life, accident and bail bond | 
insurance. 
Regional and national insurance | 


agent groups, to protect their busi- | 


find | 
that they probably will be handling | 


| One 


|make postwar automobile loans. It 


against 


company 


ness insurance sold by fi 
nance insurance subsidi 
aries as part of their package, can 
be expected to cooperate with the 
banks in servicing installment paper. 
instance of this trend All- 
State Insurance Company's decision 
to enter automobile financing (AA, 
Dec. 10, 1945). 

The stakes in this batle are high. 
The postwar demand for new auto- 
mobiles—half of which are expected 
to be purchased on time—has been 
estimated at from six to six and 
one-half million annually for at| 
least three years. This means an ap- 
proximate $3.5 to $5 billion annual | 
of used car bil- 


is 


business exclusive 
lions. 

That the banks are going after 
this business was indicated by an 
American Bankers Association sur- | 
vey last year which showed that 
8,950 banks out of 11,005 planned to | 


is expected that an increased pro- 
portion of these will be time-pay- | 


| 
| 


|} ment loans. 


In appliances, the banks are com- 
peting for an estimated $10 billion 


15% 


| gional contracts with manufacturers | 


| and prestige of local banks in their 
| their 


|as of Noy. 26, had 841 participating | }ike AICC) be financed ultimately by 


market. According to a National 
Sales Finance Plan brochure, ‘‘The 
American people buy the majority 
of capital purchases on time ; 
69% of all sales in household ap- 
plianeces are on time; 75% of all 
furniture store sales are on time; 


of all jewelry store sales are 
on time, and 40% of all automobile 
dealer sales are on time.” (In auto- 
mobiles, 50% of new car sales and 
30% of used car sales are prevalent 


estimates of time-payment  pur-| 
chases. ) 
The bank groups are countering 


the national sales finance companies 
which can make national or re- 


with their own national organiza- | 
tions, and relying on the influence 


communities to swing the business 
| 
way. 


The National Sales Finance Plan, | 


banks, and expects 1,300 to 1,400 in 
the plan when the organization 
completed, 

These banks will finance appliance | 
sales through a coordinating agency, | 


is 


| troit 
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with each of the twelve member 
banks being responsible for arrange- 
ments with local banks in its region. 

Member banks Fifth Third 
Union Trust Company, Cincinnati; 
National Shawmut Bank of 
Citizens and Southern National 
Bank, Atlanta; Bank of the Man- 
hattan, New York; Peoples-Pitts- 
burgh Trust Company, Pittsburgh ; 
Republic National Bank of Dallas; 
Union Planters National Bank & 
Trust Company, Memphis; The De- 
Sank, Detroit; Pennsylvania 
Company for Insurance on Lives 
and Granting Annuities, Philadel- 
phia; State-Planters Bank & Trust 
Company, Richmond, Va.; Mercan- 
tile-Commerce Bank & Trust Com- 
pany, St. Louis, and Central National 
Bank of Cleveland. 


are: 


Soston : 


Coordinates All Activities 


The coordinating agency will (un- 


each participating bank in propor- 
tion to the volume of business. It 
|will make arrangements for con- 


tracts with manufacturers, coordi- 
nate collection services, and carry on 


The paper on which HOLIDAY is printed is made especially for this publi- 


cation. It is a 54 lb. coated stock, of fine texture and color and opaque. 


The page size is 9%” x 12%”, on a sheet 10%4” x 131%” overall. The 


magazine will be bound with square back. 


Editorial pages of HOLIDAY will be replete with photographs chiefly 


printed in full color and with many novel innovations in art treatment and 


engraving. The same fine printing qualities will permit advertising illustra- 


tion with unusual beauty and effectiveness. 


There will be no “hangers” in HOLIDAY; that is, all editorial text will 


run to completion. Distribution of articles and features, and make-up will 


assure Continuing interest throughout the book. 


It is the purpose of the publishers to produce a magazine of national 


circulation which, from cover to cover, will reflect the holiday spirit of 


America. All modern devices of the graphic arts which contribute to beauty, 


brilliancy and gaiety will be employed. 


First issue of HOLIDAY will reach Charter subscribers and be sold on 
newsstands on February 20. The price will be 50 cents per copy; $5 


a year. Charter subscriptions at $4 per year are now being accepted. 


Information regarding HOLIDAY may be obtained from HOLIDAY representatives in each Curtis 


idvertising Sales Office. 


THE CURTIS PUBLISHING COMPANY, INDEPENDENCE SQUARE + PHILADELPHIA 5, PA, 
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other functions of a national 


finance company’s headquarters, 
The coordinators will be able to 
offer manufacturers a national or 
regional setup, including collection 
services. 
Bank of America will act as co- 


ordinator for the 
group “as a courtesy.” Rudolph A. 
Peterson, 
the installment operations and cre- 
ator of the Bankredit organization, 


sales | 
| ticipate 


Western Bankredit | 


vice-president in charge of | 


| cilities, 


Mr. Peterson said, “will actively par- 
in modernization, automo- 
bile and other consumer lending fa- 
However, this will be pretty 
much on their own, and not as a 
formal part of the overall program, 
until such time at least as we have 
had an opportunity to perfect per- 
formance and functioning in the 
equipment field.” 


Stress Local Service 


| to fight to hold on to it. 


on the market and governme 
regulations are eased. 

GMAC reported to have 
$750,000 advertising program, inc iud- 
ing outdoor, under consideration, and | 
the others have similar plans. 

Sut right now advertising plans, 
according to one finance company 
advertising manager, “are flexible 
until there is some business. 
there is some business we are going 
The finance 


is 


When | 


nt credit | Kitchen Survey 


' Indicates an 
Open Market 


New York, Jan. 
a mail survey of 1,000 representative 
American Magazine families can be 
| projected nationally, there is a big 
selling market for kitchen appliance 


told ADVERTISING AGE that “arrange- Bankredit, too, is stressing local | company came into the field when| brands, with plenty of opportunity 
ments have been completed with 10| service, and offering dealers a com-|the banks wouldn't touch the busi-| for advertisers to do a real job of 
of the major national manufacturers | plete local credit package through ness, we've built it up, and we believe | persuasion. Despite the fact that 
and similar arrangements are in| the banks, including the financing of | we have a service to sell that the| about a third of the families will 
process with some 20 others.” inventory, seasonal and commercial | banks can’t match.” | buy refrigerators, ranges, washing 
Except in California, where Bank | borrowings, flexible floor plans, With Morris Plan contemplating | machines, electric toasters, electric 
of America will continue to offer in- warehouse facilities, and building | national and cooperative advertising, | food mixers, and a smaller percent- 
stallment credit under its “Time-|@Xpansion and modernization. National Sales Finance Plan promot- | age (20%) plan to buy electric irons, 
plan” trademark, the Bankredit Competing on a_ national Seale,| ing its “Bank Plan” even to devis-| the survey disclosed that a great 
group will promote its “Bankredit | With localized service through in-|ing a linked-chain symbol, local | majority were undecided or unable 
Time Payment Plan” trademark in| dividual banks that a finance com-| banks mapping increased and un-| to name a particular brand. 
connection with its activities. Adver- | pany cannot match, the banks will | bankerlike local promotions, and For example, 70% of those in- 
tising plans have not been completed, | in all probability make an apprecia-| even the staid American Bankers| terested in a kitchen range don't 
but cooperative consumer advertis-| ble dent in the finance companies’ | Association working out a nation-| know what make they’ll purchase, 
ing will be used by the banks in| annual take. | wide collection service to include} and 56% are undecided on what to 
addition to their primary appeal to Advertising-wise this will un-| 8,000 banks the finance companies | get when they buy a refrigerator. A 
the dealer. doubtedly mean an increase in pro-| are undoubtedly going to have to| noteworthy exception was brought 
“Practically all of these banks,” | motional activities once goods are | fight. out in respect to washing machines. 


Hardboiled may be the word. . 


fut | wat ACTH ON! 


“As Sales Manager, you've got to be a little hard- 
boiled these days. So much depends on how 
fast we build public interest and prepare 
markets for. our salesmen. 
ACTION from my advertising be- 
cause it’s the first step in 
building sales—providing 
the jobs we've all got 
to have if we expect 
good times.” 


ODAY every successful method of selling 


D 


—through advertising or any other means 


—must be used to its fullest extent to help 


provide tens of millions of jobs. 


These are days of ACTION .. . days when 


action-packed advertising in daily newspapers 


will serve to deliver customers to their near- 


est retail store. 


| want real 


Complete coverage ... sales results you 


can find on the balance sheet . . . flexibility 


... economy... all reasons 


newspaper advertising merits 


for saying that 


top priority in 


every well-rounded advertising program. 


Remember too—that newspaper advertis- 


ing is the surest way to reach 


all ages 


all incomes... 


. all classes . . . all occupations. 


in eighteen productive markets from coast-to-coast Scripps-Howard 
Newspapers influence the buying habits of more than 2,733,000 families. 


SCRIPPS- HOWARD NEWSPAPERS 


NEW YORK .. 
CLEVELAND ..... 


PITTSBURGH. .....-. 


SAN FRANCISCO 
INDIANAPOLIS 
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. World-Telegram 
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Press CINCINNAT!. . . « « «+ Post 
Press KENTUCKY .. 2... Post 
News Covington edition, Cincinnati Post 
Times « News-Sentinel 


KNOXVILLE . : 


OENVER. . . . Rocky Mi.News EVANSVILLE... . ... « Press 
BIRMINGHAM ..... . Post HOUSTON. ...... « Prom 
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| increase 
9.— If results of | 
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Bendix, now owned by only 4% 
those questioned, is the preference »5 
21% of future buyers. 


Electric Ranges Popular 
The survey also indicated a shar 
in popularity of elect 
kitchen ranges over gas models, 
the 30% planning to buy new rangis 
53% will purchase electric ; 30% gas 
and 17% did not specify. A total 
87% of American’s families now 0\ 
a range, of which only 22% now hav; 
an electric model. General Electri 
leads in future range buying plans 
with 17%, but 67% are undecided 
as to brand. Magic Chef is first with 
future buyers of ranges with 
9%, followed by Tappan with 5%, 
but 70% don’t know yet which new 
make it will be. Hotpoint, Westing 
house, and G-E lead American's 
minority of present owners of ele 
tric ranges by 28%, 17%, and 16% 
respectively. 

Twenty-one percent of American 
families now own Frigidaires, fo! 
lowed by G-E, 16%; Westinghous 
8%; Cold Spot, 8%, Norge, 7%, Kel 
vinator, 7%, and EB lectrolux, 6% 
Thirty-three percent will buy a new 
refrigerator, but 56% were unc 
cided or unable to name a particular 
make. 


gas 


Many Want Washers 

A total of 34% surveyed said the 
would buy a new washing machine 
and second in popularity to the Ben 
dix mentioned above is Maytag, with 
11% interested. Forty-three percent 
are undecided. Maytag leads among 
present owners with 174 followed 
by Easy with 11% 


Sunbeam Mixmaster leads the field 
of current owners of electric mixers 
with 48%, followed by Hamilto! 

| Beach, Sunbeam ranks first 
| again with the 30% who plan to buy 
a new mixer, with 29%, followed by 
G-E, 12%. Fifty-two percent don’t 
know yet. 

Twenty-nine percent 
new electric automatic 


15%. 


on 
witl 


plan 
toaster, 


154% undecided, but Toastmaster 
leads with 21% followed by G-E 
17%. These two also rank highest 


in present ownership although Toast 
master has dropped from its hig! 
popularity of 30%, and G-E has rise! 
| from 11% 


Quarter Gets Returns 


Only one out of five questioned in 
dicated that they will purchase ne 
irons, and again most (52%) do! 
know which brands. G-E, Hotpoint 
and Westinghouse lead the field i 
both current ownership and futur 
buying plans. 

American realized 65% returns 0! 
its questionnaire by enclosing a U.S 
‘quarter dollar, an “interesting 
questionnaire and friendly letter, 
and a postcard follow-up. Facts wert 
also developed concerning criticisn 
of present kitchen equipment 
suggestions for improvement. 


| 

248-Ft. Showcase 
Features Fair's 
New Food Store 


Chicago, Jan. 10.—What is | 
haps the largest cold storage sh \ 


case in existence has been set uj 
The Fair store here in its “I 
Store of Tomorrow,” remodeled 1 
shop on which the department s 


has spent about $50,000 since st 
June. 
The refrigerator unit, now att! 


s 


ing thousands of customers, has 
feet of show cases, provides unu 


|mirror effects for display purp 
and contains room for five ton 
meat, poultry, cold cuts and 


and for some 4,000 pounds of ches 

The store a stair 
steel table holding nearly a half 
of salads and hot prepared f 
and an “order corner” in W 
|uniformed clerks handle teleph 
orders and where a kitchen-lik 
rangement of tables and chai! 
provided for customers who wis 
have their groceries delivered by 
clerical staff. 


also contains 
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, her mind’s wide open to your sales message — 


She’s looking for advice on rearing her children and running her home. 
She’s one of the mothers and fathers in more than 800,000 progressive 
soa tA, homes—who regularly study Parents’ Magazine for trusted counsel on 
' / better parenthood. Naturally better parents buy more home and family 
¢ products. And Parents’ Magazine delivers you the earnest, attentive read- 


4 ership of the cream of America’s parents. 


PARENTS swacazine 


Adviser to America’s BUYING-POWERful Parents “=< 
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British Papers 
Get $14,500,000 
in Third Quarter 


London, Dee. Expenditures 
for space in British newspapers cost 
advertisers $14,582,420 in the 


28 


eden 


677,192 in the second quarter, accord- 
ing to the Statistical Review. The 
less-than-1% decline resulted from 


slackening of advertising by govern- | 


ment agencies, which spent $1,397,- 


third | 
quarter of 1945, compared with $14.- | 


|616 in the third quarter of °45, a 
sharp drop from the $1,829,316 spent 
| in the second quarter this year. 

The publication listed the follow- 
| ing third-quarter newspaper ad costs 
for various product groups and the 
largest 
products in each group: 

General medicinal, 
( Yeast-Vite, $49,069) ; retail drapery 
stores, $490,096 (C. & A. Modes, 
| $86,744) : boots and shoes, $308,188 
(Lotus-Delta, $39,152) ; 
| $289,308 ( Phillips’, 
|cuits, $272,804 (Ryvita, 
|medicinal, indigestion 


$58,416): bis- 
$42,660) ; 
remedies, 


$668,068 | 


expenditures for individual | 


dentifrices, | 


$270,472 (Milk of Magnesia, $85,- | 
792); motor cars, $260,396 (Ford, | 
$34,608) ; cigarets, $245,504 (Play- 
ers, $27,782); medicinal, asperins, 
$248,000 (Aspro, $39,752); health 


and baby foods $238,600 (Horlick’s, | 
$41,396). 

‘ 

World-Herald’ Sells | 
World-Herald, which | 
plans to build a new plant by 1947, | 


The Omaha 


has sold its present building to the 
Worthington Creamery & Produce 
Company, Worthington, Minn., for | 
$629,000. } 


Only one newspaper 
effectively covers 


ACOMA-Pierce County is 


Washington 


most important industrial region— 
and for good reason! For Tacoma 
broadly diversified, 
including chemicals, metals, ships, 
heavy cranes and logging ma- 
furniture, 


industry is 


chinery, 
wood, doors, 


pendent 


The 


processed 
and a long list of related items. 
Because of this fact Tacoma busi- 
ness—and the Tacoma market— 
is solid and substantial, not de- 
on a continuation of 
“war baby” industries. Just one 
more of many reasons why Ta- 


4 


WasHingrono 


No. 12 of a Series 


State’s second 


ule. 


ply- 
foods, 


lumber, 


Seattle 


70M 


coma-Pierce County 
ington’s Second Market—a “must 
buy” on every newspaper sched- 


Second Tacoma Paper... . 


Seattle Ist Evening Paper. . 


Packaged Produce 
Adopted by More 
Growers, Chains 


est of several more food chains and 
|/a number of -rowers’ associations in | injure the corn, have already 


the Columbus experiment which is 
seeking a way to reduce spoilage loss | 
in perishable produce by pre-pack- | 


. a. . . | 
aging and refrigeration (AA, Aug. | 


20, 1945), points to the early exten- | 


| sion of the project to both East and | 


| 
West Coast markets. 

The Columbus experiment, 
launched last February in one Col- 


umbus super market, is being con- | 


be MARKET 


- - where industry is 
| broadly diversified! 


is Wash- 


See how daily newspapers rank 
in their coverage of Tacoma- 
Pierce County’s 64,700 able-to- 
buy families: 


THE TACOMA 
NEWS TRIBUNE 


(4% 


For Details, Ask 
Lorenzen & Thompson, Inc. 


ews Lribune 


ducted by the Great Atlantic & 


| Pacific Tea Company, in cooperation 


Advertising Age, 


Growers Association, Indianapoli 


On the 
| Grant, sale 
division of 


warehouse level, R 


January 14, 1 


‘Ss engineer for the Flo: iq, 


Food Machinery Cory 


| tion, is working on a viner ar 


| sheller for 


peas and limas which 


|not bruise the products as Currey 


| machines 
| conveyor | 
| central 


matic 


developed. 


pi 
Columbus, O., Jan. 11.—The inter- | peach bagging machine, and an a 
corn 


Under Mr. Gran 
elt system for auton 


do. 


ickaging, an apple 
husker which will 


Customers Take Packaged Goxc 


Last 


Today all 


city are carrying this produce, ; 
the chain is running newspaper 
vertisements in the city calling a 
tention to them. A specialty develop. 
ment store (50-50 service and super 


with the Ohio Agricultural Experi- 


|ment Station of Ohio State Univer- 
sity, du Pont’s cellophane division, 


|}and several refrigerator, packaging | 


and machinery concerns. 


Will Extend Study 


A. L. Martin, secretary of the 
research and marketing committee 


of the Western Growers Association, 
whose members located in California 


|}and Arizona grow and ship $250,000,- 


la 
| meeting in December a colored film | 
showing 
| house 


| West 


000 worth of vegetables and melons 
year, introduced at the annual 


the work at A&P’s ware- 
and elsewhere in Ohio. The 
association, as a result, has initiated 
plans for four pilot plants on the 
Coast to determine if added 
cost of packaging on the farm can 
be absorbed by savings realized. 
They will guided the ex- 
ample of a few Ohio growers who 
are shipping packaged produce di- 
rect to Columbus A&P stores in re- 
frigerated trucks. By eliminating 
waste at the source, reducing spoil- 
age still further, and decreasing un- 


be by 


necessary freight costs, it is hoped | 


that the extra expense involved on 
the farm will be at least com- 


| pensated., 


On the East Coast, already A&P 
in Portland, Me., has reached an 
agreement with apple growers to 
start consumer packaging of apples. 
Four State of Maine apple growers 
will visit 
house to inspect machinery devel- 
oped to facilitate automatic central 
packaging. 

University Interested 

Other extensions of the project 
are being made by American Stores 
Company, Philadelphia, which 
opened three pre-packaged produce 
departments in New Jersey stores; 


Loblaw Groceterias, Inc., which is 
experimenting with packaging in 
Buffalo: and First National Stores 


in Boston, which is conducting ware- 


house experiments. In Indiana, A&P 


and Kroger Grocery & Baking Com- 
pany are cooperating in a test which 
Purdue University conducting 
with the Marion County Greenhouse 


is 


the Columbus A&P ware- | 


has | 


market ) 


A&P 


tained it « 


15-to-1 
limas whi 
per pound. 


summer 
packaged f 
in three super markets in Colum! 


and 
type store in two nearby communi. 
ties are also now offering this mer 
chandise. More stores will be added 
as soon as machinery is availab} 
points 
mass volume 
‘annot 


A&P had 
resh fruits and vegeta 


10 super markets in 


an economy or 


that 
not yet 


out 


has been 


merchandise. 


or 


Pittsburgh Plate 
to Continue Color 


install 


sery 


becaus 


generalize on ¢ 
parative costs of packaged and w 
packaged fresh 
ever, the chain says that customer 
prefer packaged goods even at higher 
cost. For example, a pound of limas 
hand shelled and pre-packaged, at : 
cost of 41 cents, recently outsold by 
the equivalent of unshell 
‘h cost only about 


How 


\ 


ads 


at 


om 


oo cent 


Dynamics Theme 


Pittsburgh, 


Jan. 10. 


Excelle! 


reception from industrial companies ; 


|} schools, hospitals and, particula: 
home owners to the “color dynamics 


advertising of Pittsburgh Plate Glas 


Company 


sures continuation of the 


utilization 


theme this year, according to FEF 
adv 


Allee 
company’s 


Them 


Mr. Allee revealed in last mont! 
issue of the house organ, “Pittsburg! 
Plate Products,” that a “survey jus 
completed, involving interviews wi! 
1,000 people, indicates that, of thos 

| who will paint, 85% will use colo 
The “color dynamics” theme adopte 
| in 1945, he asserts, has proved a bo 
to jobbers, dealers and wholesale! 


providing 


|the public 


promoting its paints, 


of the energy in 


ertising of 


paint 


manager 
division. 


e is Boon to Dealers 


the latter with a 


made by 


| paint division, Mr. Allee assert 


“scientil 


—SPEARHEAD > 


Don'tBe Satisfied with Ordinary 


Wasteful DISPLAYS 
Way We Suggest... 


Now is the time to employ 
our counsel and services to 
insure best acceptance, max- 
imum use, consistent results. 
We are a Display Agency 
and cooperate fully with your 
advertising agency to ‘'Pipe- 
in” the force of national 
advertising. 


DRAMATIC DISPLAYS FOR THE WINDOWS 


MERCHANDISE “-1.écAi 


32 Pages 


YOUR DISTRIBUTION PROMOTION PLANS Wi 


LEADERSHIP AT “POINT OF SALE 


ib + 
= 
= 


Also Complete Services for Every.Other Point 


Sale Activity 


. . 420 Pictures . . 
Write for a copy of it Today on your business letterhe 


America's Largést Organization Specializing 
in Merchandise Presentation 


W.L.STENSGAARD & ASSOCIATES, INC. 


346 N. JUSTINE STREET - CHICAGO 7, ILL. 


. an Exhibit of Performan 


cok r 


approach which offers a scientifica! 
designed job of painting in place 
the bid for a fixed fee. 

The theme is the latest in a 
line of themes which Pittsburgh |! 
used to emphasize “contributions ! 
* welfare” 


ol 
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Latest available Media Records’ figures for the 
first ten months of 1945 show the Times-Star 
alone of all Cincinnati newspapers, ranked 
among the first 1O newspapers of the nation 
in General Advertising linage. (Ranked 5th) 
In 1945 the Times-Star was FIRST in Cincinnati 
in Total Display, General, Retail and Depart- 
ment Store advertising and FIRST in Daily 


/ 
Circulation 


HULBERT TAFT, President 
and Editor-in-Chief 
NEW YORK 17, N. Y 
60 East 42nd Street 
Albert H. Parker, Mgr. 
CHICAGO 1, ILLINOIS 
333 North Michigan Ave. 
Fred D. Burns, Mgr 


WEST COAST REP: CHICAGO 11 
John E. Lutz 


435 North Michigan Ave. 
--- IN ADVERTISING 


> 
> 
AND DAILY CIRCULATION RWKRG § 
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Cars Mean 
Jobs, Says 
AMA Booklet 


Detroit, Jan. 8. — Americans have 
learned to like to “step on the start- 
er” and thus have generated mil- 
lions of job opportunities, a booklet 


just published by the Automobile | 
Manufacturers Association points 
out. The booklet graphically por- 
trays some of the changes in the 
nation and the world which have 
resulted from “the work of a few} 
mechanics in a half-dozen obscure | 


alley shops 50 years ago.” 

Each year, it discloses, the Ameri- 
can people spend $5 billion on 
touring and such incidentals as gas- 
oline, oil and garaging, lodgings. 
camping supplies and souvenirs, and 
meals. To serve the nation’s motor 
ists there are more than 360,000 
establishments—auto sales and serv- 
icing—which do an annual business 
of $814 billion. 

Although the automobile 


gen- 


7,000,000 people, or one out of every | 
seven jobs in the nation, the making 
parts and re- 
quires the work of only 700,000, or 


of cars, accessories 


one-tenth of the total, the booklet 
states. In the field of service oc- 
cupations, it shows that sales and 


service require the work of 
1,500,000; operation and mainte- 
nance of trucks and busses employ 
4,000,000 ; highway construction and 
maintenance require 250,000, “and | 
still more people to run_ tourist 
homes, motor courts, and roadside 
stands and markets.” 


| 

The big peacetime job for the| 
automotive industry, the booklet | 
concludes, is to renew the wornout | 
passenger cars, busses and trucks— 
“war-wearies now going to the 
graveyard at the rate of 1,500 a) 


day.” 


WILM Builds Center 


Construction has begun on a new 
radio headquarters for Station 
WILM, in the Odd Fellows Building, 
Wilmington. Del. The station has 
applied to the FCC for an FM li- 


Tried in Hartford 


| Raffel, a Waterbury attorney, with | 
| Hubbell 


Advertising Age, January 14, 19 
Wired Music, Plugs) j.vcicpea. s.. tater said. ie sain DELL Men on Own 
in Supermarkets iy win stores beyond instalation TOiletries, Says 

Commerce Expert 


of the equipment. Emphasis of the | 
| system, which expects to use World 

Washington, Jan. 8.—A chang: jy 

the advertising appeals for mon 


yt 


stores 


| Broadcasting System facilities, will | 

Hartford, Conn., Jan. §.—Tests in | pe on national 

16 First National supermarkets are | tising. 

being started here for a system of | 

wired music and commercials oper- 

ated by Storecasts, Inc. 
Storecasts is headed 


brand-name adver- | 


ultimate user instead of the wor ig 
in search of a Christmas gift ides, jg 
necessary if the developing toiletry 


| _— 
‘Simplifies Printer Costs 
William | Fred W. Hoch Associates, New 
York publisher, has published a 32-!| market is to achieve its full possi. 
Robinson Jr., former vice- | Page booklet, “Simplified Cost and | hility, according to a Departmen: of 
president of the American network, | Accounting System for Printers,” | Gommerce expert. 

serving as consultant. 


prepares by seenge A. Vogl, which Writing in the December issuv of 
Present plans are to expand the contains specimen ledger and payroll 


by 


. : : ‘ Domestic Commerce, the depart 
operation on a national basis if tests | nr ~? get sarge on accounting | ment’s organ, L. A. Barber, of the 
here prove successful, Mr. Raffel | S¥itable for use by small printing | qpygs and pharmaceutical unit 


told ADVERTISING AGE. The programs | houses. Price of the booklet is $3.50. 
will have five minutes of music with 
a 20 to 30-second commercial. 


points out that men’s toilet prepara 
tions, except those bought by th 
| male as a necessity, have principally 


Jackson to Heagerty 


National advertisers of packaged} David Jackson has resigned as|been gift items for birthdays, Fo. 
foods and other products sold in the | Toronto office manager of the Fi- | ther’s Day and Christmas, and that 
stores are being solicited for adver-| nancial Advertising Company of | advertising in the past has general] 
tising, with rates for the test being} Canada to join L. J. Heagerty & | been addressed to women shoppers 
quoted at $10 for “not less than 50) Associates, Toronto, as_ vice-presi- Mr. Barber believes that th 
plugs” per week. dent and a director. Miss Thelma | toiletry business, which registere 

Shopper reactions and store man- | Hobbs. secretary to Mr. Jackson, | sales of $700,000,000 in 1944 (com 


erates the profitable employment of | cense. ager opinions will be surveyed in! also has joined the Heagerty agency. | pared with $40,000,000 before th 
= first world war) can easily top 
billion if the industry goes about 


.. THEN LOOK WHi 


HOOPER SAYS sour WGBE ===: 
65.8 


AFTERNOON 


44.8 


MORNING 


When you're ready to step-out and court the 


prosperous Scranton— Wilkes-Barre market . . . make your 
first call on WGBI. For it will be love at first sight when you 
see how this powerful station covers America’s 


Rich 19th Market. 


Hooper's listening index for Scranton 
gives WGBI a morning rating of 44.8... and 
that’s just the beginning. |n the afternoon 
it reaches an astounding 65.8... in the 
evening it's a whopping 71.0. Ask your John 
Blair man. He will show you why you 


can RELY on WGBI. 


(Figures from Hooper Station Listening Index 
—October, 1944 through February, 1945.) 


F BLAIR 


& COMPANY 


| National Representatives 


— 


FRANK MEGARGEE, President 


CBS AFFILIATE « 910 KC 
1000 WATTS DAY « 500 WATTS NIGHT 


selling men’s products with the same 
good marketing sense that it 
in selling women’s toiletries. 


uses 


Will Buy for Selves 


“But the real promotion will be 
in directing the advertising to th 
| men -the ultimate that 
| they will come in and purchase for 
| themselves,” Mr. Barber says. 

“The solution is to employ th 
| same procedure that made feminine 
| toiletries such a success, The appeals 
| addressed to males should be devoid 

of all extremes and femininity ew- 
| ployed in speaking of toiletries fo: 
women,” 

More than 70 firms are planning t 
compete in the men’s toiletries mai 
ket, Mr. Barber estimates. Sor 
will be firms long established in t! 
field; others are new, or offerir 
new lines and packages, 

Mr. Barber sees a wide variety « 
| price lines, but suggests that fast 
sellers might be kept in the medium 
price, large-volume sphere by avoid 
ing the extra costs of packaging and 
\ | specialized advertising. 


users—so 


Examination of a recent issuc 
; \ a leading beauty trade publicati 
: disclosed that nearly half of the ad 
' | are for men’s preparations, Mr. Bar 
ber writes. Many are full-page 
vertisements, indicating radio a 
but he warns that “a job cannot li 
| done without the complete coope! 


| ; ; . : ‘ 
71 -O | tion and confidence of the wholesa! 


and retailer.” 
EVENING 


Sues Telestone Radio 
Templeton Radio Mfg. Compan) 
New London, Conn., has filed suit i 
the superior court of Hartford 
|Conn., against the Telestone Red 
Corporation and Telestone R 
Company, New York, seeking $1, 
000 damages for alleged unfair 
petition in the use of 
sertedly similar to 
“Templetone.” 


names 
“Temple” 
Templeton asks (114 
the defendants be restrained { 
manufacturing radios under 
|} name of Teletone. 


'Publisher Buys Press 

Arizona Publishing Com} 
| Phoenix, publisher of the Ga 
|and Republic, has purchased a 1 


paper press capable of printin 
page editions at 60,000 copie 
hour and of handling four 


It will be installed in a 
$1,000,000 plant to be built 
materials become available 


pages, 


= 


PENNS LVAN 


Bisic - Prints ‘Public Relation 


Bellman Publishing Compa 
‘ Park St.. New York, has pub 
“Publie Relations,” a 24-page 


let written by Edward L. Be 
New York public relations cou 
on personal qualifications need 
work in the field, job 
public 


opportu! 


relations and the like 


price is 75 cents. 


toilet preparations, to appeal to the 
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Ue Sf 
Hot off the press and Sizzling with facts! 
How to cultivate sales in the 


Goldin Belt 
of the South. . .” 


A six-page, fact-packed, file-size data folder which tells the 
whole story about 33 Eastern North Carolina Counties. It gives 
the low-down on Retail and Wholesale Sales, Effective Buying 
Income, Farm Income and other valuable information you can’t 
afford to be without to do a complete sales and coverage job for 
your advertisers. 


“2 


oe - = Sear ae 

GRAK<- ARRE! u . : 
LLe ANC 

” LiF <.. 


) A ume GREENSBORO 
DURHAM @ 


vin ty 


' to Facts gathered from authoritative sources prove this 33 county High-light facts about 


Bai area one of the outstanding sales potentials in the South. In 


“a 1944 it accounted for nearly ONE THIRD of North Caro- "The Golden Belt of the South” 


ot 1h lina’s Retail Sales and Effective Buying Income, and OVER Pom : 
ae HALF the State’s Gross Farm Income. In 1944 its Average 360 Million Dollars in Gross Farm Income 


(56.7% of N. C. Total) 
Income Per Farm was higher than that for Texas, Oklahoma one ° ° ° 
’ 723 Million Dollars in Effective Buying Income 


Missouri, Michigan and ten Southeastern States outside North 29.8% of N. C. Total) 
wI0To iv. U. 


ne Carolina. The 1944 Golden Belt tobacco crop was 70% of the ATE . ; 

ut | , iid 7 324 Million Dollars in Retail Sales 

as North Carolina total both in pounds and income. The ‘‘Golden (29.7% of N. C. Total) 

: : Belt’’ is the balaneed region in the ‘* Balanced State’’ with (Figures compiled from Sales Management 1945 Survey of Buying Power) 

; thriving towns and cities of 1,000 to over 50,000 population. 

: “‘Golden Belt’’ city population is over 260,000 with a 1944 “BAKER'S DOZEN” COVERAGE 

ad Retail Sales volume that exceeded Miami, Norfolk, Tulsa, Excluding the News and Observer there are thirteen daily 

th ichita. Jersey Citv Cee —— si . newspapers published in ‘‘The Golden Belt.’’ They have a 
Wichita, Jersey City, Nashville and other noted metropolitan total circulation of 86,550. and a combined rate of 58c per 
centers in the 100,000 population group. The 80-year-old veteran line. The News and Observer—the ONLY MORNING and 

: “eu , _ SUNDAY paper in the entire area—delivers 87,914 Mornin 

pa News and Observer is the ONLY Morning and Sunday News- end £4,824 Sunday* Ae i7e per line. ‘ONE PAPER with 

neil paper in **The Golden Belt.’’ Circulation now at an all-time ogee gal coverage at LESS THAN ONE THIRD 

ne high. Reaches 47% of the urban and rural white families in “(Publisher's statement to 4.B.0.—@ monthe 


p I average ending September 30, 1945) 


~« lof = this 33-county area. 


s and Observer 


MORNING and SUNDAY 


RALEIGH, North Carolina Josephus Daniels, Publisher 
Represented by THE BRANHAM COMPANY 
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In this country, the quality of sales direction and sales 
planning has been going ever higher—a happy thing 


in an economy where distribution is such a vital factor. 


Now, however, comes an even greater need for com- 
pleteness in the reconnaissance of a CALL THE 
territory and the briefing for action — 
the scanning of possible points of re- 


sistance and points of strength. 


In 1946, as never before, we shall need 
an intimate knowledge of the selling 
terrain. We shall need to know our giant 
markets and vital sales objectives in an 


informed and intimate way — in the way 
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that the newspaperman knows the town in which he 


works and lives. 


And that’s where the specialized, localized knowledge 
of the Hearst Advertising Service can be useful to you. 


H-A-S MAN Inthe ten key markets of the country listed 
Just drop us a note below, H-A-S men —“‘reporters with a 


saying, ‘‘I’m interest- 


nose for sales’’—are constantly consult- 


ed in your market 
eqpermatien om { naan ing with sales and advertising executives, 
your type of product he E - - : 

collecting vital facts, keeping pace with 
current conditions in a score of different 
lines — equipping themselves to work 


with you in an intelligent, helpful way. 


Why not call the H-A-S man today? 


Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 


Representing: 


New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 


Baltimore News-Post-American + Boston Record-American-Advertiser +* Detroit Times + Albany Times-Union 


San Francisco Examiner + Los Angeles Examiner «+ Seattle Post-Intelligencer 


idvertisin 


Ve 
Ad 


Sears 
Othe 
Fas V 


Chicago, 
learning 
graphic ar 

Receive | 

Get $65, 
veterans b 

It reads 
vertising, | 
opened jus 
turning ser 
job” traini 
1.” aid bill 

Already 
dustry and 
stores, as W 
Roebuck & 
Harvester 
state and | 
apprentice 
grams, 

Approvec 
such job ti 
manager, « 
buyer, disp! 
low operate 
rapher, pre 

The gove 
write the ¢ 
books as it 
training, bi 
tional or 
sistence to 
“on-the-job’ 
ship progra 

Take the 
veteran wh 
tising. He 
points out i 
(ADVERTISI? 
advertising 
perienced 
agency will 
ner will ne 
child. So tl 
ginning wa 
selling ins) 
loses a pote 


Ager 


Under pr 
Sears, Roel 
Scott & Co 
ind others, 
be advertis' 
follow their 
ernment he 
two disable 
hecome stor 
in the Chi 
store, 

Advertisir 
lepartments 


ers, and ¢ 


tuthentic je 
roved indi 
hrough the 
z to Veter 
linois Boa 
mm official 
fering the 
Thus they 
¢ wages 


bs requiri 


reservoir of 


otherwise 
Prin 


Chicago's 
istry, wit! 
en-shop ay 
has move 
job prog 
entice typ 
. pressme 
vernment 
The Frar 
ining age 
th an est: 
im dating 
red state 

two of 

returnir 
wographers 
iders will 
nt aid wil 
‘Try six mo 


(Conti 


5 r . < oy . . ai r 
Ce Se ia ae encase in ee oS a 2 aa 
- 4 — Ly ss Bas. x 
e & 7 2 ee 
i a : Bese: i 
, = “se o~ 
lS =a . | as 
eae Oe f 
a ‘ a 4 ee a 2 ae : : 
i Se oe Resi: : lesa 
iis ¥ ae ie — - cima 
~ + - ee fc 
: bo ae . - T. O33 age 
. ps3 ENS: 2 Me esc ae ee ee 3 7 
ery ee: a se a ™ : 
—— ~<a ii a 5s —_— 
a8 nioccggn ian EN. bey , i, t ws Kon i x 
2 mn ae Aen eee ae 3 ’ 
F 4 vos ae ee Sad Seed al q 5 x 4 
‘i * ‘ 4 & 5 ma a oe ss ee seg a4 ss 4 ee 4 aa 
fide i ¥ P : aaa — Bes : s 
| ‘ j z 2 SE re re Pe ee : f . eee BEES 
H High ‘ é Bat tiie tan Se co ea ae sk a eee ee oe eS Sa saa 
: ang i oes: 2! 4 oe ; 
} ee - § 2 a ag 
‘ : a & te 
— 2 5S ee 2 S 
4 eee : = Be oe 
Se ; Be ‘ — eg ae 
a ee : . > ee fe 
ceca Mae Re ie ; iq = Bg 
er S es ie. a 
f ase ce ese es —— jes ee 
x vf eee Migs 20 a ¢ as s 
: \ + Kate ghee : 7 
4 fies ts Bis iinet’: ng Ps  ] = age ™. — 4 
: 4  &. _. ” <@. eS | 
ea ona Sew eee ie z . 
+! , 
. ee 7 4 é é 
a 
meee. 
en ee ie ‘ ' 
ee 4 bie 
Ge ‘- oa 
r ee i ras * oe 
eed Pe een 2 
t yp ‘ 
; 
i j 
Pe 
it 
: ‘Me = ’ ; ; por “ a ; ; ; » : ‘ ia ae 7 ‘ : ‘ + 4 


idvertising Age, January 14, 1946 oF 


Vets Earn and Learn as 


becomes a fully qualified and com- | nished by parent office. 


| . 
petent employe. How Sears Trains 4. LOCAL PAPERS, FOUR MONTHS, 
Basic requirements for approval of | Store Ad Managers | Planning local promotions; working 


uny program are: with local papérs on_ publicity: 
media buying; preparing layout and 
copy for checking results. 


Sears, Roebuck & Co.’s veterans’ 
training program for 


The occupation is a recognized | 


release ; 


Admen; Get 


Sears, Printers, 


Others Approved 


ic . A . which will average at least 50% of | Checking proofs, filing mats and art 6. DISPLAY, TWO MONTHS. Plan- 
fas Vet Schools in pprentice Plan the earnings of a skilled worker. work, making corrections, keeping| ning window schedules; learning 


Chicago, Jan. 9.—Work full time 
earning advertising, selling, or 
graphic arts jobs. 


Receive full pay. 'the-job” training in sales and dis- |" the occupation. paring copy with cooperation _of vertising and display. 

Get $65, $90 or more monthly in| tributive occupations as well as in-| . 4. 7 hat the employer agrees to merchandise managers; preparing ' Ba SALES PROMOTION, TWO MONTHS. 
veterans benefits from Uncle Sam. | dustry and agriculture. . | furnish the \ eterans Administration headings with myout department ; | Planning and controlling budgets ; 

It reads like blue-sky school ad-| Maximum benefits will be paid by | required information on wages paid rechecking final advertising copy pecan sangpe plan and coordination ; 
vertising, but it’s not. Congress has|the Veterans Administration to dis- | the trainee. with merchandise managers ; main- | contests ; studying inventory; sales 
opened just such a program to re-| abled veterans eligible for pensions| 5 That facilities for training are | taining familiarity with competing | aids and follow up; methods and 
turning servicemen through “on-the-| under Public Law 16, the vocational | considered adequate by the state | advertising ; checking effectiveness | procedures of national advertising 


job” training provisions of two “G. 
1.” aid bills. 

Already Chicago’s graphic arts in- 
dustry and its famous State Street 
stores, aS Well as such firms as Sears, 
Roebuck & Co. and International 
Harvester Company, have secured 


state and federal approval of their | 


apprentice and  job-training pro-| dependent parent are allowed. 
. we” wer 
grams. A large number of veterans will oglwe N : Runa /Vitiuwe New4 
Approved training plans include! be eligible for job training under The G} of the ealwre 
such job titles as store advertising | Public Law 346, popularly known as | 


manager, copywriter, layout man, 
buyer, display man, sign-writer, Lud- 
low operator, photo-engraver, typog- 


/ / = iB 
Full ( | Aid skilled vocation, requiring extensive | vocational 
} 


store advertising managers takes ap-| _ 5. 


Ex Servicemen May 
Learn on the Job 


| 
| Chicago, Jan. 9.— Two veterans 
| aid bills, Public Law 16 and Public 
| Law 346, permit apprentice or “on- 


rehabilitation act. Under this act 
veterans entering job or apprentice 
training approved by the Veterans 
Administration may receive up to 
$92 monthly if single, and $103.50 
monthly if married. Additional pay- 
ments of $5.75 monthly for each 
dependent child and $11.50 for each 


the “G. 1. Bill of Rights.” 
Most veterans and employers are 
familiar with the provisions of this 


rapher, pressman, and electrotyper.| law, amended Dec. 19 by Congress, 

The government does not under-| which allows up to $500 for an ordi- 
write the cost of teaching and text-| nary school year to cover cost of 
hooks as it does in college or school! tuition, books, fees and other inci 


training. but it does pay full educa- 
tional or vocational-training 
men 
“on-the-job” training or 
ship programs. 

Take the typical case of a married 


sub 
sistence to 
apprentice- 


dental costs in approved educational 
institutions. 


entering approved | 


Workers Get Subsistence 


Under the revised bill the veteran 


attending school may receive $65 
veteran who wants to enter adver- monthly educational subsistence if 
tising. He finds, as Mark Wiseman) single, or $90 monthly with one or 


points out in Voice of the Advertiser 
(ADVERTISING AGE, Dec. 3), that 
advertising agencies want only “ex- 
perienced men.’ The salary the 
agency will pay an untrained begin- 
ner will not support his wife and 
child. So the vet takes a higher be- 
ginning wage in a filling station or 
selling insurance, and advertising 
loses a potential creative man. 


Agencies Can Qualify 


Under programs now approved at 
Sears, Roebuck & Co., Carson Pirie 
Scott & Co., Marshall Field & Co., 
ind others, a 
he advertising men will be able to 
follow their chosen career, with gov- 
ernment help. Sears at present has 


two disabled veterans training to ; : oes if 
$f ‘ac as secured state ; "Ovi E 
become store advertising managers | COS) tt Meee ine provnams. Serv In the Prosperous, Able-to-Buy 
in the Chicago State street retail — septic atl lagna agpeedte tag ° 
store icemen apprentices in such work as Agricultural and Rural Town colly 


Advertising agencies, advertising 
lepartments, publishers, broadecast- 
rs, and other media can have 
tuthentic job-training programs ap- 
roved individually, or as 
hrough their accord 
¢ to Veterans Administration and 
inois Board of Vocational Eduea- 
m officials, charged with admin 
fering the laws here. 

Thus they can, by paying prevail 
¢ wages to veterans starting on 
bs requiring no skill, tap a large 
servoir of “new blood” that might 
otherwise lost. 


groups 


associations, 


} 


Printers Start Early 


Chicago's large graphic arts in 
with years of union and 
en-shop apprentice training behind 


istry, 


has moved rapidly in setting up| skill and earning power by actual “Let It Prove What It Rural 
job programs which enable ap-| work. rather than by training in Can Do For You!” 
entice typographers, photo-engrav- | coho] 


Ss, pressmen, and others to receive 
vernment aid. 
The Franklin 
ining agency 


bar 
for Chicago printers 


Association, 


th an established apprentice pro 
back to 1923, 
and federal 
two of its three programs for 
returning veterans. Apprentice 
wographers, pressmen, feeders and 
iders will be eligible for 
nt aid while they are up-graded 
‘ry six months, reaching the levels 


has se 
approval 


im dating 


red state 


govern 


(Continued on Page 28) 


few fortunate would- | 


more dependents, while 
school full time. 

Few are familiar, however, 
the fact that veterans may 
educational subsistence while receiv 
ing on-the-job or apprentice training 
with commercial firms which set up 
formal training programs. 

Such programs must receive the 
approval of the state educational 
authority designated by each state’s 
governor before the Veterans Admin 
istration will grant 
workers. 

In Illinois the State Department 
of Vocational Education has moved 


attending 


with 


secure 


subsistence to 


|rapidly to approve formal training 


programs in many skilled manufac 
turing vocations. Virtually the en- 
tire graphic arts industry in Chi- 


tvpography, photography, photo-en 
graving, printing, and binding, are 
already beginning to receive govern 
ment aid. 


Sales, Advertising Eligible 


Veterans Administration and state 
educational officials emphasize that 
veterans may get on-the-job training 
in any type of occupation or skill in 
which an organized training pro 
gram may be required or developed. 
Included are such jobs as drafting, 
selling, printing 
duction, and advertising. 

Under either law the basic objec 
tive of apprentice or job training is 
to permit a enjoy the 
benefits of government aid if he 
should elect to follow a 
or trade where he can 


bookkeeping, pro 


veteran to 


profession 


increase his 


By drawing government eduen 
tional subsistence in addition to his 
relatively low starting or apprentice 
wage or salary, the trainee may re 
ceive the equivalent of graduating or 
skilled earnings as soon as he starts 

Controlling 
gram, according to Veterans Admin 
istration 


purpose of any pro 
and state edneational offi 
and wel 
The 
program must insure giving the vet 
eran complete 


cials, must be the interest 


fare of the veteran in training 


experience in all 
phases of the occupation, so that he 


training on the job, and related and 
supplementary job instruction. 

2. That the employer pay an ap- 
prentice or trainee a progressively- 
increasing scale of wages or salary 


3. That the veteran works under 
the supervision and instruction of a 
fully-trained and competent worker 


educational authority. 

6. That the employer 
adequate records of the 
progress in his on-the-job training 
and supplementary technical in- 
struction. 


will 


keep | 
trainees’ | 


| of copy. 

LAYOUT, SIX MONTHS. Learning 
effective layouts. Working with mer-| home study on a week-to-week basis 
chandise managers and copywriters|and provides an examination once 


trainee’s capabilities. Training cov-| vertising; 


ers: 


| RELEASE 


master file of final ads, traffic, main-| national display methods; 
taining newspaper schedules, 
COPYWRITING, SIX MONTHS. Pre- | use of show cards; coordinating ad- 


|interior display ; 


department. 
| The department 


on layouts. Utilizing material fur- | each month. 


DESK, TWO 


preparation 


manager assigns 


MONTHS. 
proximately two years, depending on| Final approval of metropolitan ad- 
maintaining 
| schedule ; supervising general adver- 
PRODUCTION, TWO MONTHS. | tising office in absence of manager. 


planned 


planning 
and 


7. If labor unions are recognized | in the establishment, training must] be established and administered by 


MAKES THE SALE! 


Market .. . in 


IOWA, NEBRASKA, 
MISSOURI, KANSAS, 
and COLORADO. 

@ MORE 


man 393,000 


CIRCULATION 


Only S$] 25 Per Line 


TRY CAPPER’S WEEKLY... 
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28 
a joint committee with full coopera- 
tion of employer and union. 
Programs for on-the-job training 
may started with the greatest 
facility when they are organized by 
trade associations. and will fol- 


ing or apprentice programs may se- 
cure information from the nearest 
Veterans Administration Facility, or 
from the state educational depart- 
ment charged with approving educa- 
tional institutions. 


be 


be 


lowed by a number of concerns in 
the industry. ar _ 
According to state and Veterans 


Approve Sears 
and Others 


as Vet Schools 


Administration officials in the Chi- 
eago area, programs can be devel- 


oped readily for such skilled occupa- 
tions in advertising as copy writers, 
market research men, production 
men, artists, and retail advertising 


managers. Although most of these (Continued from Page 27) 
subjects are taught in university 


of journeymen at the end of four, 
five, or six years of job-training. 
More than 90 veterans are work- 
ing as apprentices under the ap- 
proved program of the Chicago 
Photo Engravers Association. They 
will reach at least journeymen’s 
wages at the end of six years. Mean- 
while federal funds will help bridge 


classes, some years of experience on 
the job are required to develop pro- 
fessional skill and earnings. 
Training for sales jobs will prove 
more difficult for veterans aid. Jobs 
selling insurance, air-conditioning 
and machine tools require a large 
background of technical experience, 


while jobs selling shirts or maga-|the earning gap. The quota is al- 
zines may be learned in a relatively | ready filled. Electrotypers have a 


short period. 
Associations 


similar program, 


or individual com-| The Chicago Photographers Guild, 


illustrative, and commercial studios, 


has more than 100 veterans at work | 


as apprentices under a program ap- 
proved nine months Most of 
these men have applied for educa- 


ago. 


tional benefits under Public Law 
346, the “G. I. Bill of Rights,’ while 
'a few have requested the higher 


subsistence benefits provided by Pub- 
lic Law 16, the Vocational Rehabili- 
tation law. 

Sears, Roebuck & Co. has been a 


| 
| 


tional training programs for service- 
men as part of a broad program of 
executive training and a policy of 
close relations with 17,000 employes 
in the armed forces. Complete train 
ing programs have been developed 


for advertising managers, taking 
two years; display helpers, two 


years; and division managers, 
equivalent to department store buy- 
ers, two years. 


Retailers Seek Disabled 
| Faced with administering training 
| programs in mail order and retail 
|establishments from coast to coast, 


panies wishing to initiate job-train-| including most of the advertising,| Paul P. Howard, Sears’ director of 
~ 

&; * ah cz : 5 ; : : : 3 mee ee oars ™ 
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OF LATIN AMERICA’S 
RICH OIL MARKETS 


Two classes of oil executive readers in the fast- 
expanding Latin American Market for equip- 
ment and supplies read Petroleo Del Mundo. 
First, there 1s the 90%, preponderantly Spanish, 
which surveys show prefer an all Spanish 
publication. Petroleo Del Mundo speaks their 
language. It is written by and for Latin Ameri- 
cans. It is edited from their viewpoint. That is 
why Petroleo Del Mundo has achieved such 
great acceptance and produces such outstanding 


results for advertisers of oil’ field supplies and 


equipment. 


Next, there 


of necessity 


is the 10% which read and speak 


Spanish who favor an English publication but 


must read Petroleo Del Mundo in 


UNDER THE MANAGEMENT OF 
REX W WADMAN 


order to keep abreast of Latin American prob- 
lems. Therefore, Petroleo Del Mundo not only 
reaches the 90% which prefers an all Spanish 
publication, but also reaches the other 104% 
which is obliged to read Petroleo Del Mundo in 
order to keep pace with Nacional personnel. 
Petroleo Del Mundo’s double coverage gives 
your message com plete coverage of an eager and 


interested purchasing audience. 


PETROLEO 


DEL 


2 W. 45th ST., N.Y. 19, NLY. 


pioneer in developing formal voca- | 


Advertising Age, January 14, 1 
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executive training, has laid down | 


rigid policies for his branch man- 
agers to follow. Trainees must re- 
ceive at least the wages paid to 


others doing the same work. They 
must be up-graded in pay at regular 


intervals. And they must receive 
legitimate instruction from compe- | 
tent superiors, with regular exam- 


inations. 
Training Manual Published 


The Chicago Retail Merchants As- 
sociation this week published an 
elaborate manual on “Training for 


Veterans” in the retail service trades | 


listing approved training programs 
and analyses of physical demands 


| for 29 different specialized jobs. In- 


| 


cluded are copy writer, layout man, 
stationery engraver, sign writer, and 
Ludlow operator. 

The 


association, representing 


downtown and outlying department | 
drug | 
chains, has concentrated its program | 


stores, variety stores, and 
particularly on disabled veterans. 
Various jobs have been analyzed to 
interpret their suitability for physi- 
cally handicapped, with emphasis on 
such skilled trades as watch, radio, 
and appliance repair men, 
International Harvester Company 


4 t PP, 
has had programs for job-training | 
| of 
| branches in states outside of Illinois. 


salesmen approved by several 


Sales Heads Find 


Bonus ‘Fairest' 


Payment Plan 


New York, Jan. 8.—In a “training 
for distribution survey,” members 
of the Sales Executives Club of 
New York voted overwhelmingly in 
favor of the bonus plan the 
“fairest form of compensation” for 


as 


| salesmen, 


Favoring the bonus plan were 104, 
as against 23 for drawing account, 
18 for straight salary, and 14 for 
straight commission. 

Two-thirds of the 185 executives 
replying said that their companies 
consult with salesmen prior to 
changing the compensation basis, 
and about three-fourths do not place 


a maximum limit on salesmen’s 
earnings. 
Asked if they have accurate} 


knowledge of the sales potential in 
each territory, 115 said yes and 438 
no. Seven-eighths of the companies 
consult salesmen before cutting 
down territories. Two-thirds said 
snlesmen are allowed to participate 
in setting up sales policies. 

The three most frequent “gripes” 
of salesmen are paper work, com 
petition and compensation. Others, 
in order, are prices, size or selection 
of territory, travel conditions, slow 
advancement, product quality and 
supervision. 


British Zoning 
System for Sales 
to End in March 


London, Jan. 10. Restrictions 
narrowing sales territories of manu- 
facturers, in effect in Britain 
August, 1942, will be removed by the 


since 


government March 2, 1946, 
The zoning system, set up to pre- 
vert unnecessarily long hauls of 


resulted 
advertising 


products, has in greatly 
curtailed expenditures 
because of reduction in competition, 
particularly among those in the con 
fectionery, cocoa, breakfast food and 
bakery goods fields. 

With resumption of free 
ment of products throughout Britain 
spring, a number 
of manufacturers plan to renew ad 
drives as space in publications per 
Advertisers in the bakery 
who were among those most 
affected by the 
system, have done some institutional 


move- 


next substantial 


mits, 

group, 
seriously zoning 
advertising during the war, through 
the Cake and Biscuit Manufacturers 
Wartime Alliance Ltd. 


Bernays Urges 
Licensing of 


Opinion Polls 


New York, Jan. 8.— Edward 
Bernays, New York public relati 
counsel, in an article in the Decim 
ber issue of Public Opinion Quar +) 
ly entitled “Attitude Polls—Serva nts 
Masters?”’, again urges licensin 
of attitude polls. 

The article elaborates 


or 


on 


theme of Mr. Bernays’ talk to the 
|Washington Advertising Club _ jy 
November (AA, Nov. 19) and coy 


cludes : 


“The people, as represented by 
their state or national government 


iL 
gl 
ne 


must insure themselves against n 
|practice of any profession frau 
with the public interest. This is d: 
in the case of doctors, lawyers, ac. 
| countants and architects by setting 
|up standards of character and educa 
tional qualifications before an indi 
| vidual is permitted to practice. 

| “Licenses should be required for 
| the practice of polling.” 

Mr. Bernays cited the tendency of 
| polls to influence or mislead publi 
opinion, the tendency of leaders t 
be lulled “into the belief that they 
are safe from public disapprova 
when quantitative percentage 
roborates their own point of view,’ 
and the tendency to consider a publi 
attitude fixed or stable merel; 
| because poll figures do not change 
over a period of time. 


+ 
1 


cor 


as 


Lists Poll Dangers 


He listed three principal dangers 
lof inaccurate polls and interpreta 
| tions: 

“1. Because inaccurate polls hav 
as strong an influence on the publi 
as true polls. 

“2. Because misuse of polls, for 
| biased or venal purposes by pollsters 
or by those who hire pollsters, ca: 
| be extremely harmful. 


| “3. Because leaders who misin Ree 
|terpret and distort polls in dealing _ 
with the public are a menace t i 


society.” 

Mr. Bernays cited two instances 
of the misuse of polls, one what he 
|termed an “inaccurate election poll 
|the other an “accurate” poll. 


| ° . 
Said to Influence Elections 


In the first instance, he cited th 
|New York Daily News poll in th 
|New York mayoralty election, 
| quoted a Liberal party telegram fo 

Dewey: “On Oct. 15 thi 


‘ | 
and 


| Governor 
| News poll erroneously predicted 
vote of over 70% for Mr. O’Dwyer 
| (The actual vote was 57.3%.) Fi 
| that day on the campaign for 
government over for all pra 
| tical purposes. Morale sagged, wo 
jers disappeared and 
| stopped.” 

In the second category, the art 
| reports on an incident in the Det 
|mayoralty election: “The Opi 

| Research Corporation had been bh 

a private party under cont! 
'to make an attitude poll of 
chances of election of the two ca! 

| dates, 

“The Detroit Free Press got | 
lof the poll and published it. ! 
showed an overwhelming percen! 
of the Negroes in Detroit wer 
favor of Frankensteen. Fran! 
steen charged that the poll adver 
affected 
showing.” 


was 


k 
revenues 


his election because of 


Wants Procedure Revealed 


On the polls’ behalf, Mr. Ber 
states, “The true function of atti 
polls then to tool to 
leaders fulfill their democratic f 
For 


sim] 


be a 


is 


tion in business or polities. 
the poll should be 
it shows the tem 
ture at the moment of taking.’ 

He urges, in addition to lice 
educational activities to acquain 
public and leaders with the sis 


publie, 
thermometer 


TEXAS D 


cance and limitations of polls 
also advocates that releases 
polls should show clearly the 


cedure on which they were bas 
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» PACKED WITH 
Tue Temple Territory sets in the | Fe 
heart of the Texas Black=Land-pelt 2 | 
midway between Dallas ana san 
~” Antonio. It is a complete market q 
“ a . - . . 3 
unit in itself . . . revolving around 4 
Temple as its center. To Completely 4 
sell the Central Texas area Temple pid a 
so mie a A $15,668,000 grocery bill 
bee 4 .. » A $2,935,000 drug bill 
ae a The total buying of 46,900 
“ _ 7 families sasha $50,000, - 
COMPLETE MERCHANDISING ¥ 00. 
SERVICE ... including surveys 4 - 
... data... sales cooperation be A “spot” covered effectively 
are available to advertisers in i. by only one newspaper—The 


the Temple Daily Telegram. 


If it’s a TEST in Texas — 
Select TEMPLE! 


% | /Temple Daily Telegram. 


WACO AREA 


POPULATION 
I66 100 


INCOME 


109,926,000 


RETAIL SALES 


52,266,000 


REP RESENTED * Consistant winner of Com- 


By The munity Service Awards and 


General Excellence Awards AU STi N A R om A 
MTEXAS DAILY PRESS LEAGUE for the past 12 years. 
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to Donahue & Coe, 


Admen out of 
Armed F'orces 


LT. 
served in the 


rector officer 


ALFRED MILLER has rejoined Pearl- | Fre 


|}manager of the 
Wick Corporation, hamper manufac- | Elmira, N. Y. 


New York, as an 
assistant account executive. 

DONALD B. SE 
Pacific 
aboard a CVE, 
at his former post as general sales 


a branch of the National Industrial 
| Advertisers Association. 

JAMES G. BEARDSLEY, 
charged from the 15th 
and previously with Leo 
Company, has joined the 


USNR, who 
as fighter di- 
is back 


EM, recently dis- 
Air Force, 
Burnett 
Chicago 
stilla Company, 
resentative. 


turer of Long Island City, N. Y., as Lr. Compr. B. B. BANKs, USNR, E 

national sales manager after service |on terminal leave, has joined Hill Joins Duane Jones 

in the Army Air Corps. | Advertising, Inc., New York, as ac-|  RicHarp ELtiorr, who continued 
C. G: Copurn has returned to the | count executive. Comdr. Banks was his art activities while in the Navy 

public relations department of the | formerly with Ruthrauff & Ryan,/ 9, g combat photographer for four 

J. Walter Thompson Company, New | Swafford & Kohl and Maxon, Ine. years, has joined the art department 

York, after serving three years in Mavsor KARL SCHULLINGER has re- 


the Navy. turned to Foote, 


SHELBY 


A. MACMILLION, recently 
released a lieutenant colonel by | 
the Army Corps of Engineers, with | 
which he had served five years, has | 
rejoined Factory Management and | 
Maintenance sales promotion 
manager. Assistant sales promotion 
manager is WILLIAM J. THIERER, who 


as 


Lr. Compr. 
the Navy 
cently 
| naval 


as for four 


as 


barracks in 


Cone & Belding as 
manager of the agency’s radio de- 
| partment in New York. 


Takes Dresser Post 


Rosert 8. 


executive 


of the Duane Jones Company, New 
York. Mr. Elliott was previously 
with Geyer, Cornell & Newell, Ward 
Wheelock and Brown & Thomas. 


tary intelligence officer on Gen. Mac- 
Arthur’s staff, has returned to Faw- 
|ecett Distributing Corporation, Green- 
wicb, Conn., as promotion and pub- 
lic relations director. 


Buss, with 
years, most re- 
officer of the 
Bayonne, N. J., 


was a technical sergeant with 27) has joined Dresser manufacturing}; ALFRED BE. Harrison is back with 
months’ service in the ETO. | division, Dresser Industries, Ine.,|the advertising staff of Home Fur- 
Bradford, Pa., as sales promotion | nishings Merchandising after almost 

Returns to Donahue & Coe ‘and advertising manager. Comdr.|two years in the Army. Mr. Harri- 


S/Ser. James WaAsuHer, formerly | Bubb is a former 


in the Army infantry, 


president of the|son was with the Fourth Armored 
has returned | Industrial Marketers of New Jersey. 


Division on the western front when 


office of Skyways as advertising rep- | 


LEONARD CARLSON, formerly a mili- 
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The preference for these products in 
Booth Michigan Markets is not acci- 
dental. “Zerone” and “Zerex,” both 
made by DuPont, are advertised regu- 
larly in Booth Michigan Newspapers. 
Therefore, their advertising messages 
are read in more than 7 out of 10 
homes in eight important Michigan 
cities. The combined trading area 
population of Booth Michigan Mar- 
kets is 1,749,812. 
are among the highest in the world. 
markets 
effectively pare from the inside. 


BOOTH 


Per capita incomes 


reached 
That 


These can be 


hhh 


Protect yours now 
with anti-freeze 


Since engine parts a 
dont grow on trees, ‘ 


. 
Cocsecset™ roceee™ 


is why Booth Michigan Newspapers 
are “musts” in reaching “Michigan’s 
Other Half.”* Whatever you sell, 
Booth Michigan Newspapers will 
serve you well! 


For more specific information on 
“Michigan's Other Maltf’’* and Booth 
Michigan Newspapers, call: 


Dan A. Carroll, 110 Past t2nd Street. 
New York City 17 


in N. Michigan Avenue, 
Chicago Il 


John E. Lutz. 


* Population of Micl 


trading area, is 


Boke) 


Pee 


outside the Detroit 


2 602,055 


nm ¢ ean, 


é “tbat 2 Cte ee 


| 


| Corps, 


| turned as account manager of O. S. 


Advertising Age, January 14, 19} 
he was taken prisoner in September, 
1944, and was liberated by the Bri- | 
tish in April, 1945. 
MICHAEL SHEEHAN, just 
after three years with the N 


Tyson & Co., New York, after three 
years of service, most of it overse 
RoBert JOHNSON, with Procter ¢ 
Gamble before the war, during whi} 
he served with the Navy for nearly 


released 
‘avy, in 


which he was a lieutenant, is now|four years, has been released as 4 
advertising manager of the Commer-| lieutenant and has been appointed 


cial Credit Company, Milwaukee. 

CHARLES F. JUNOD, recently a 
Navy lieutenant who saw service in 
the southwest Pacific, has returned 
to William Esty & Co., New York, as 
an account executive. 


public relations manager of Marsh 
Field & Co. 


Botsford Rejoins Agency 


Davi Borsrorp Jr., in the OVW] 
overseas branch for two and a hilf 
years, has returned to Botsford, Con 
stantine & Gardner, San Francis:o 
He served in India and northern 
surma with the Chinese-American 
force under Gen. Joseph W. Stilwe!! 

Lr. Compr. Epe@ar A, THOMPS0(N 
who was radio news editor of th 
Milwaukee Journal before the war 
during which he served in the Nay 
for four years, has joined the Eark 
|Ferris agency in Los Angeles as 
radio account executive. 

FRANK FOLLMER, recently released 
from service in the American Red 
Cross, with which he served on 
Guadaleanal, has joined the staff of 
The Rotarian as art editor. 

Capt. FREDERICK G. MAGEE has re 


Campbell to Margarine Assn. 


MoreGan §. CAMPBELL, retired from 
three years’ service in the Army Air 
in which he was a captain, 
has been appointed assistant to the 
president of the National Association 
of Margarine Manufacturers, New 
York, and will handle advertising, 
merchandising and public relations 
work. Previously, Mr. Campbell was 
with Crowell-Collier Publishing Com- | 
pany in New York. 

After three years as a major in 
the Army air forces, RrcHarpD ReEp- 
MOND has returned to civilian life 
and joined Mutual Broadcasting Sys- 


tem as advertising director in the :t R Fed 1 Re ‘ 
: | “ne oO Oss deri esearce 
sales promotion and research depart- | varnet 3 4 nha . saa 
waeiad Corporation, New York, in a Sales 
ie executive capacity after two years 

Lt. CHARLES A, IRWIN, recently 


in the Army Air Corps. 

Two former servicemen now back 
at MeCann-Erickson, New York, ar 
Lt. (s.a) G. J. FIEDLER, as assistant 
account executive after three and a 
half years in the Coast Guard, and 
FRANCIS DUMREICHER, in the art 
department, after eight months il 


with the Office of Strategic Services 
in Burma, has joined Griswold News 
Service, New York, as general man- 
ager of Planning for Business and 
Public Relations News. Before join- 
ing the Army in 1942, Lt. Irwin was 
director of advertising for the Re- 
search Institute of America. 


the Army. 
GEORGE J. ABRAMS has returned to James P. Gris has returned t 
Whitehall Pharmacal Company, New|NRBC as salesman in the nationa 


York, as public relations manager 
after three years in the Navy, where 
he was a junior lieutenant. Mr. Ab- 


spot sales division after two and 4 
|half years in the Army. Mr. Gillis 
was a technical sergeant attached t 


rams, who saw service in all three | the Army Fighth Air Force in Eng 
theaters of war, was last working | jand, participated in 36 bombing mis 
as liaison officer with the British 


sions, and holds the Distinguished 
| Flying Cross, Air Medal with fiv 
Oak Leaf Clusters, Purple Heart and 
| Presidential Unit Citation. 


fleet. 


Lr. (3.c.) Irwin W. Tyson has re- 


SAN DIEGO is justifying the prediction as the big 
city most likely to retain wartime gains in population. 
Current U. S. Census Bureau figures show 609,171 
county population, including 193,296 military. 

Best reached with one “best buy” 
There is nothing complicated about advertising to 
this concentrated population. You don’t have to 
weaken your advertising message by dividing your 
budget into a split schedule! Just one order. . . to 
the San Diego Union and Tribune-Sun buys satura- 
tion circulation! 

Daily Circulation 
Union and Tribune-Sun 


140,000 


Sunday Union 102,000 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., 


New York e Chicago e Denver e Seattle 


Inc. 


Portiand e San Francisco e Los Angeles 
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Announces 
al Group of 9 ANNUAL AWARDS for 


Outstanding Promotional Material 
in the following fields: 


Purpose and Scope of the Awards 


To encourage publishers and other media vendors 
to improve the quality of their printed promotional 
material from the standpoint of the buyer. To reduce 
waste and provide information in a more convenient 
and usable form. 


For several years, individually and as members of 
various organizations, NAAN members have been 
striving toward this end. To further this program on 
an organized basis, the Network is undertaking the 
sponsorship of a group of annual awards to those 
media which, in the opinion of a competent jury, 
have issued the best promotional material during the 
preceding year. 

In addition to individual certificates of award in 
the nine classifications listed above, there will be a 
general award for the best campaign of the year. 


Nominations for the Awards 


All entries will be by nomination. Nominations 
will be made by media analysts of National Adver- 
tising Agency Network members. Each member will 
submit for consideration of the judges at least one 
nomination in every classification. This will help to 
insure the study of campaigns which are sectional in 
nature as well as those which are national. 


Producers of promotional material falling within 
the scope of these awards are invited to submit their 
entries through any of the NAAN members listed 
below. 


Basis of Judging 
Material will not be judged according to any arbi- 

trary standard—although, as a part of the judging, 

all pieces will be scored for conformity with “six min- 

imum standards” of physical convenience. These are: 

|. Factual content—with facts well up in front, not 
buried 

2. 812 x 11 size. 

3. Loose-leaf form. Small independent units, not one 
continuous book which must be cut apart in order 
to utilize the sheets. 

|. Topics fitted to a standard outline. Such items as 
Cireulation Data, Rates, Market Data, Editorial 


Data, ete., set up in some systematic fashion and 
presented in separate units. 


WATIONA, 


Aeiaciing Headey 


NETWOR* 


The NATIONAL 
ADVERTISING AGENCY 
NETWORK 


5. One “Master Data Unit” for each 
medium. A complete catalog-style 
summary of not more than 4 pages. 


6. Uniform physical standards — 1 
appropriate physical appearance. . 
Proper identifying headings, dates, 
and other essential insignia. 9 

. 


The inherent value of the con- 
tents, the creative quality of the s: 
presentation, the timeliness and re- 
sults of the program will all receive 


due consideration. 4. 
The jury will consist of a group of 

NAAN media analysts, assisted by 5. 

a number of guest advertising man- 

agers and other qualified persons, 6. 

prominent in the fields represented 

by the respective classifications. 7. 


Type of Material 

For policy reasons, without any 
disparagement of the importance of 
publication advertising in the pro- 9. 
motion of advertising media, publi- 
cation advertisements are excluded. 


Each entry may consist of a single 


GENERAL MAGAZINE 


BUSINESS PAPER 


NEWSPAPER 


FARM PAPER 


RADIO STATION 


RADIO NETWORK 


OUTDOOR ADVERTISING 


TRANSPORTATION ADVERTISING 


CATALOG OR DIRECTORY 


piece, or of a series or group of 

pieces, constituting a related cam- 

paign. Material representing the combined efforts 
of two or more individual media may be submitted 
as a single entry. 


Procedure 


NAAN media analysts will obtain from the repre- 
sentative media vendors an extra set of material 
which has attracted their favorable attention, 
together with such additional information as the 
medium may be able to furnish regarding the back- 
ground of the campaign, its effectiveness, ete. 


They will then prepare, on the masthead of each 
individual agency, a brief report bringing the entry 


to the attention of the jury, including their reasons 
for selecting it. 


Period Covered 


The material for the first annual competition must 
have been circulated since June 1, 1945, and prior to 
May 31, 1946—the closing date of the competition. 


Announcement of Awards 

Awards will be announced to the advertising press 
at the time of the NAAN Annual Conference, which 
is held around June 15. This procedure is followed 
because, due to the confidential nature of the annual 
conference, it would not be practical to invite win- 
ners to attend and receive their awards personally. 


NATIONAL ADVERTISING AGENCY NETWORK 


O. R. French, Managing Director 


4235 Lindell Blvd., St. Louis 8, Mo. 


Ambro Advertising Agency — Cedar Rapids, Iowa 
C. Franklin Brown & Company — Chicago, Ill. 
Carter Advertising Agency, Inc. — Kansas City 


John Gilbert Craig, Advertising — Wilmington, Del. 
Stanley J. Ehlinger Advertising, Inc. — Tulsa, Okla. 


Roy Elliott Company — Boston, Mass. 
Albert Evans — Advertising — Fort Worth, Texas 
Flack Advertising Agency — Syracuse, N. Y. 


Oakleigh R. French & Associates — St. Louis, Mo. 


Carfield & Guild, Advertising — San Francisco, Calif. The Purse Company — Chattanooga, Tenn. 
Julian Gross Advertising Agency — Hartford, Conn. Lee Ringer, Advertising — Los Angeles, Calif. 
Hoffman & York — Milwaukee, Wis. Fred D. Stevens Company — Utica, N. Y. 


Henry J. Kaufman & Associates — Washington, D. C. 
Merrill Kremer, Inc. — Memphis, Tenn. 

J. G. Kuester & Associates — York, Pa. 

Carr Liggett Advertising Agency — Cleveland, Ohio 


Mace Advertising Agency, Inc. — Peoria, Ill. 


The Roland ©. FE. Ullman Organization — 
Philadelphia, Pa. 


Louis E. Wade, Inc. — Fort Wayne, Ind. 

Webber Advertising Agency — Grand Rapids, Mich. 
N. A. Winter Advertising Agency—Des Moines, lowa 
Witte & Burden — Detroit, Mich. 
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the advertisements in it. Thus each adver- 
tisement has greater conviction here than 
it could have anywhere else. 

And there is no need to tell you that the 
power of conviction is a major force in 
making sales. 


YOUR PRODUCT, when it is advertised in 
Good Housekeeping, has two reputations 
to recommend it—yours and ours. 


Women know... 


cunt oR REFUND Oo 
Sa “op 
* Guaranteed by ~ 
Good Housekeeping 

Nop , WOEFECTIVEOR ww 
<45 apveaniseo 1 


And ours is a valuable plus for yours. 
For the confidence women have in the in- 
tegrity of Good Housekeeping extends to 
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we give this seal to no one — 
the product that has it, earns it, 
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